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Reconversion and Price Control 


try will put to the test the many optimistic forecasts 
of demand for our products which has been accum- 
ulating for over three years. 

There is ho reason to doubt that immediate production 
will be rapidly taken up, but there is also every reason to 
expect that the return to normal and perhaps greatly ex- 
panded production will be much more rapid than could 
have been foreseen even a month ago. The plans made 
before July first for reconversion in limited quantities with 
assistance in obtaining controlled materials are now out 
the window. All controls have been lifted and manufac- 
turers are free to produce as rapidly as materials can be 
obtained. 

That materials will be obtainable in ever increasing 
supply is vouched for by no other than WPB chairman 
Krug, who has stated that “materials will soon be run- 
ning out of our ears.” Already production lines are func- 
tioning. Every day we hear that another manufacturer is 
welcoming off his lines the first refrigerators, washers and 
vacuum cleaners to be made since 1942. 

Radio will soon be moving from factories to distributors 
to retailers. The latest official forecast gives three and one 
half millions as the probable number of sets to be made 
before the first of the year. 


r I \ HE time is fast nearing when the appliance indus- 


ERCHANTS are now showing samples of both 
appliances and radio at prices tentatively fixed before 
final approval by OPA. Here is the gloomy spot, that of 
price control and OPA policy, in the otherwise bright 
picture. The government is following contradictory poli- 
cies in respect to wages and prices; policies that are not 
encouraging to say the least. With one hand it is removing 
wage controls, an action which can hardly fail to increase 
costs not only in production, but also in distribution. With 
the other hand keeping tight price control, producing 
uncertainty and delay through a lack of clear policy state- 
ment on what these prices are to be. 
Indications still are that wholesale and retail distribution 
may be discriminated against by OPA in forcing distri- 
bution to operate on reduced margins in order that 1942 


consumer prices may be approximated. Such price regula- 
tions, if as expected, will be hampering to both the appli- 
ance wholesaler and retailer and if carried out threaten to 
retard the rate at which the entire appliance industry can 
reconvert. Such a system of price control could easily 
slow down the job of getting great quantities of our goods 
into the consumers hands. 


"Te need for active merchandising and salesmanship 

may come much sooner than is believed by those 
theorists, including OPA, who put a blind faith in an 
enormous demand that will send millions of purchasers 
into appliance stores for a long period to come. 

The appliance industry has always had to sell its goods 
even when prosperity was at its height and must do so 
again. Demand always exists but salesmanship is also 
always necessary to turn demand into actual buying of 
goods. Suppose, and it is not unlikely, that widespread 
unemployment will for a period cause a hesitation to buy 
even in the ranks of the employed. Savings and credit are 
present in abundant volume but that is no guarantee of 
buying. Buying, in our trade, is brought about by selling 
and selling calls for salesmanship. 

Sales ranks in the appliance trade at present are de- 
pleted all down the line. New salesmen for manufacturers, 
distributors and retailers must be recruited and trained. 
This will not be a cheap job and nothing could delay it 
more than a general reduction of margins forced by unwise 
price control. 

As we have pointed out before, pre-war margins were 
barely sufficient. To cut these margins now takes out of 
the pockets of the distribution trades the dollars they must 
have to cultivate potential markets effectively. Unless 
proper incentives are offered, the strongest of our market- 
ing forces will be slowed down. 
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ELECTRICAL PRODUCTS ADVERTISED 
IN WOMAN’S HOME COMPANION 


Admiral Appliances G-E All-Elect 
* Bendix Home. Appliances 
Bendix Radio 
Easy Spindrier Washer 
Estate Heatrola Range lesco Electric Roaster 
Frigidaire Philco Radio & Refrigerator 


Cilla A | a 
Silex APPances 


Yes ... there’s an extra-profit opportunity here 
for us smart store owners. We keep discover- 
ing that products advertised in the Companion 
move even faster . . . when we display them 
with a copy of the Companion or service 


pages from it! Mighty nice to get 


the full selling help from these 
advertisers’ well-planned efforts hs « | 
...and a mighty easy way to Ae, 

make extra profits! 


WOMAN’S HOME COMPANION 


250 PARK AVENUE, NEW YORK 
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these 
ADVANTAGES 
of the 
Timken Profit 
Franchise 


. Complete line of oil heat- 
ing equipment for new 
homes or for moderniza- 
tion. 


* 2. Quality products which can 
be sold successfully at a 





_ 















3. pienaian sales features, | ni Vv e 5 t i g ad t e t h e 


including the famous Tim- 


cn te sen TIMKEN PROFIT PROGRAM 


4. Savings up he 25% - “Which oil burner will luce the 
a produce the 
mond: gs powers woen largest volume of profit for me over a 


thousands of users. period of years?” 
5. Consistent national maga- Get the answer to that question and 
zine and factory-paid key you'll know which burner you want to sell. 


city newspaper advertising. 
6. Well organized direct mail 
programs for dealer’s pros- 
pect lists. 
. Factory co-operation for 
dealer’s local advertising 


Timken dealers already know the 
answer, for every dealer who ever worked 
with Timken has made more money with 
Timken than he ever made with any 
other burner. 


sd 


program. Does that sound too good to be true? 
8. Hard-hitting dealer sales Let us show you the facts. The Timken 
helps and sales promotion Silent Automatic Franchise pays off for 
material. two good reasons . . . unique burner 
» 9. Factory _ conducted sales 


and service schools. 


Year after year, the Timken 
franchise has consistently 
made more money for dealers 


—has been the most sought- 
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design that gets more heat from less fuel 
with minimum mechanical attention .. . 
and a selling program that includes 
everything progressive dealers need. 


The high spots of the “Timken set-up 
are given in the column at the left. Isn’t 
this the kind of franchise you want to 
have during the busy years just ahead? 
The demand for oil burners is already 
greater than it ever was before. You can 
make the most of this opportunity, if you 
sign up with Timken now. 


A request on your business letterhead 
will start the ball rolling. 


10. Unmatched public accept- 
ance of all products. 





4 on Reggae = Quality Home Appliances for Comfort, Convenience and Economy 
BE sense © he PROFIT FRAN. 20 Years of Faithful Service to American Homes 
CHISE. Division of THE TIMKEN-DETROIT AXLE CO., Detroit 32, Michigan 


ELECTRICAL PRODUCTS ADVERTISED 
IN WOMAN’S HOME COMPANION 


Admiral Appliances 

Bendix Home Appliances 

Bendix Radio 

Easy Spindrier Washer 

Estate Heatrola Range Nesco Electric Roaster 
Frigidaire Philco Radio & Refrigerator 


Silex Appliances 


Yes ... there’s an extra-profit opportunity here 
for us smart store owners. We keep discover- 
ing that products advertised in the Companion 
move even faster . . . when we display them 
with a copy of the Companion or service 


pages from it! Mighty nice to get 
the full selling help from these 
advertisers’ well-planned efforts ‘a & 3 * 
-..and a mighty easy way to | y tra profits 
make extra profits! 

WOMAN’S HOME COMPANION 


250 PARK AVENUE, NEW YORK 
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these 
ADVANTAGES 
of the 
Timken Profit 
Franchise 


. Complete line of oil heat- 


ing equipment for new 
homes or for moderniza- 
tion. 


. Quality products which can 


sold successfully at a 
profit. 


. Outstanding sales features, 


including the famous Tim- 
ken Wall-Flame principle 
which requires only one 
moving part. 


. Savings up to 25% in 


fuel and electricity costs, 
proved by reports from 
thousands of users. 


. Consistent national maga- 


zine and factory-paid key 
city newspaper advertising. 


. Well organized direct mail 


programs for dealer’s pros- 
pect lists. 


- Factory co-operation for 


dealer’s local advertising 
program. 


. Hard-hitting dealer sales 


helps and sales promotion 
material. 

Factory _ conducted sales 
and service schools. 
Unmatched public accept- 
ance of all products. 


Year after year, the Timken 
franchise has consistently 
made more money for dealers 
—has been the most sought- 
after franchise wherever oil 
heating is sold. It is in every 
sense the PROFIT FRAN- 
CHISE. 


















Investigate the 
TIMKEN PROFIT PROGRAM 


“Which oil burner will produce the 
largest volume of profit for me over a 
period of years?” 

Get the answer to that question and 
you'll know which burner you want to sell. 


Timken dealers already know the 
answer, for every dealer who ever worked 
with Timken has made more money with 
Timken than he ever made with any 
other burner. 


Does that sound too good to be true? 
Let us show you the facts. The Timken 
Silent Automatic Franchise pays off for 
two good reasons . . . unique burner 





TIM REN 


design that gets more heat from less fuel 
with minimum mechanical attention .. . 
and a selling program that includes 
everything progressive dealers need. 


The high spots of the “Timken set-up 
are given in the column at the left. Isn’t 
this the kind of franchise you want to 
have during the busy years just ahead? 
Fhe demand for oil burners is already 
greater than it ever was before. You can 
make the most of this opportunity, if you 
sign up with Timken now. 


A request on your business letterhead 
will start the ball rolling. 


Quality Home Appliances for Comfort, Convenience and Economy 
20 Years of Faithful Service to American Homes 


Division of THE TIMKEN-DETROIT AXLE CO., Detroit 32, Michigan 
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You won't need a magic carpet to sell 


MAGIC: AIRE! 


There are several good reasons why you won’t need 


any magic—or any traveling—to sell the Magic-Aire 
tank-type cleaner. First, Magic-Aire will be sold 
through distributors and dealers only. You will re- 
member that this was the first tank-type cleaner to be 


sold in dealers’ stores. 


Thousands of Magic-Aires have been used by the Air 
Force during the war for cleaning the interiors of 


planes—places too difficult for other types of cleaners 


MAGIC-AIRE, INC., 1734 


to reach. Such usefulness speaks for itself—and 
for Magic-Aire. 


Homemakers, too, know that this light-weight, easily 
maneuverable cleaner does clean practically every- 
where. Moreover, Magic-Aire is a cleaner that has long 
been well known and highly approved by American 
women throughout the country. It is fairly priced. And 
when Magic-Aire cleaners are again available—which 
will be soon—they will be even better than before. 


Yes, the only magic you'll need to sell these quality 
tank-type cleaners will be the name on the cleaner 


itself in your window—Magic-Aire! 


e : 
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A WORLD OF VALUES 


in a brilliant new Radio line... 












Product of a 21 year background in radio — enriched by ra 
precision war production — embodying the most advanced * ™ 
electronic innovations — introducing exclusive ECA Radio ; 
features — assuring true, rich tonal perfection . . . in new | | 


cabinet designs of exquisite beauty. 


A WORLD OF BENEFITS 1 aon 
in a profit-building Dealer Franchise... Ss i - 


Bringing you a complete line of models . . . sold direct, to 





selected dealers (freight paid to your city). Heavier deliveries 
assured .. . because fewer dealers will be appointed. Prices 
maintained . . . to protect your profits. Promotional help pre- 
pared by retail experts . . . and customers pre-sold through 
powerful publicity and unusual national 


advertising. 
SEND THIS COUPON FOR DETAILS 







Get set for sales action, NOW — a few 





territories still open — write for details ; my apne ye og: ay. gg ; ; 
1 a es oe ew or ° e ° ’ 
FOBAY! Wes ' Gentiemen: Please send full details on i 
: the ECA Radio Dealer Franchise, without t 

obligation. : 

ELECTRONIC CORP OF AMERICA Mi ; 

1 

45 WEST 18TH ST., NEW YORK 11, N. Y. oaenere i 

City Stote . EMS ' 





r 
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NDISINS 


Born in 1809 to poor pioneer parents, Abraham Lincoln had scant early schooling but that of the axe and plow. But even as a boy, 
the thirst for knowledge was in him. In every free moment... whenever he could get a book... be read. 


The boy who WALKED 24 miles for something to READ 


er - 
I ‘ve got a notion to study English 
grammar.” 

He was a tall young man with a 
sinewy body and a lean, gravely hu- 
morous face. But standing now behind 
the counter of the backwoods store, 
he was in deadly earnest. The school- 
master picked up his quarter-pound of 
sugar and nodded. 

“If you expect to go before the 
public,” he said, “it’s the best thing 
you can do.” 

“If I had a grammar handy, I'd 
begin now,” the young man suggested 
hopefully. 

Mentor Graham reddened. “There’s 
no such book in New Salem,” he con- 
fessed. “But if you want to walk, over 
to Vaner’s, I allow I can get you one.” 

So, early the next morning young 
Lincoln trudged the six miles to 
Vaner’s, and six miles back. Four 
months later he made the trip again. 
But he would have walked twice as 
far. ““My best friend,” he once said, 
“is the man who'll get me a book I 
ain’t read.” 

Abraham Lincoln had little or no 
schooling, but with him reading was 
the breath of life. As lawyer, member 
of the Legislature, Congressman, Pres- 


ident, he never stopped reading. What 
he read, he remembered. What he 
remembered he put to use. 

If ever a man was self-educated, 
Abraham Lincoln was that man. Upon 
the fertile soil of his reading was 
nourished that breadth of thought, 
that grandeur and nobility of spirit for 
which his name forever will be hon- 
ored among free men. 


Reading Threw Wide the Door 


Instinctively, Abraham Lincoln recog- 
nized early in life that “knowledge is 
power.” And with equal insight he strug- 
gled to acquire it in the best and surest 
way... by reading. 

Reading has blazed the trail to fame and 
achievement for hundreds of history’s 
great. For it is the impression value of 
what one sees that registers indelibly and 
is never forgotten. 


Reading in scope and abundance that 
would have delighted the hungry mind 
of Abraham Lincoln is provided in word 
and picture by The American Weekly. 
Reading about science, art, literature, his- 
tory, religion . . . reading about people 

. their hopes, fears, struggles, their 
heartbreaks and laughter, their disappoint- 
ments, tragedies, triumphs . . . the whole 
crowded story of the brave and foolish 
and tender things they do. 

This great story of history-in-the-mak- 
ing is brought regularly by The American 
Weekly into more than 8,000,000 homes 
from coast to coast. Distributed through 
a group of great Sunday newspapers, The 
American Weekly exerts a direct and pow- 
erful influence upon the world’s largest 
reading audience. 


The manufacturer who associates his product 
or his company’s name with such an influence 
is tying in with the most powerful known force 








“The Nation’s Reading Habit” 
MAIN OFFice: 959 EIGHTH AVENUE, NEW Yor« 19, N. Y. 
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The Radio Dealer’s _. 
Declaration of Independence! 




















In CONGRESS, Julvasrr 
Che nsainens Bestern. -Staies 4] Aevevien 
Pee ae — ome eos remnane 


It's the famous Zenith franchise—a ‘declaration of independence” that gives 


you complete freedom to choose the top name in every appliance field. 
It is a franchise made possible by Zenith's sound, thirty-year policy of . . . 


Zenith concentrates its engineering genius upon 
the development of outstanding improvements 
in Radionics! And this concentration has re- 
sulted in world leadership for Zenith . . . in 
ever-increasing public demand for Zenith Radios 

. in faster profits for Zenith dealers. 

Yes, when you sign the Zenith franchise, you 
sign the most valuable franchise in the radio 
industry. It entails positively no forced com- 
binations of refrigerators, washing machines, 
ranges or other appliances. 


So... why not get in touch with your Zenith 





Keep Your Lye on 
me RADIO 


FM -TELEVISION - RADAR - SHORT WAVE - 
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Distributor today? Find out whether he can 
qualify you for the “declaration of independ- 
ence’ that enables you to feature the finest 
possible “Advanced Engineering” line of Zenith 
Radionic Radios . . . along with your choice of 
the finest products and best sellers in every 
appliance field. 


Keep Your Eye on Zenith 
. and keep in touch with your Zenith 
Distributor. He is being kept informed on 
up-to-the-minute factory developments. 
ZENITH RADIO CORPORATION, CHICAGO 39, ILL. 








RADIONIC PRODUCTS. EXCLUSIVELY— 
WORLD’S LEADING MANUFACTURER 


RADIO-PHONOGRAPHS - HEARING AIDS 





Give it all you've got, Sonny. It’s a swell tune you're play- 
ing —the finest in the world to Mommy and Dad. 








And now they can hear it again tomorrow — again and 
again — years from now — just as clear and fine as they 








hear it today. 


; "y This can all be done because Lear has developed “the wire 
that remembers.” It’s a simple, easy, quick way of record- 





ing sound —a way that makes it yours for keeps. Yet, if 
you wish, everything can be erased simply by recording 
something else over it. 
i It’s all done with a long, hair-size wire that glides swiftly 
| across the poles of a magnet. Silently it picks up every note, 
tone and inflection. It holds them magnetically — ready to 
be played over and over whenever you wish. The recording 


LEAR, Incorpor can be a few words — or hours long. 


DIO SALES: : 
HOME Sais St | It’s something you will have in the new Lear Radio along 
230 E. TS | with all the finest developments of FM, television, easy- 
Chicago un Yow xg] tuning world-wide short wave, and phonograph-combination 
RADIO DIVISION: _ omen ipreur cranes: It will be ready as soon as Lear 
* higon “4 production tor war ends. be sure to see it. 


{ 








National magazines for August will carry this ad- Over the American Broadcasting System —1:15 
vertisement in color for Lear Home Radios. It is the P.M. to 1:30 P.M. E.W.T. Be sure fo listen — tell all 
opening gun of a whole new campaign planned to your friends to listen. 

support Lear dealers. Families all over America will , 


see it and read about Lear Radios and Learecording. 
ad 


= ~ a 


All this is part of Lear’s planned aggressive merchan- 
dising and promotion. If you want to share in the 
Another thing! Beginning Sunday, September results of these campaigns — if you want to be able 
16th, Lear will be on the air with a network radio to offer Lear Radios — write for information on the 
show starring Orson Welles. Lear Franchise. 
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=| WYOHN DOE ELECTRIC COMPANY 






































After the "gold rash- what 7 


o ahie show a postwar demand in view for over ten 


and one-half million electric irons alone. 


For a while, you'll have customers for any kind of ap- 
pliance. But when the “gold rush” is over, when women 


demand quality at a price—what will happen then? 


Will the appliance line on your shelves have accom- 
plished its missionary work—while the demand was so 
great—by converting prospects into lifetime customers? 
Will it continue to sell people on your store? To bring 
customers back for other good items in the line? 


You do this when you sell Manning-Bowman’s “Qual- 





ity Quins”—like the distinctive Iron-that-wags-its-tail 
shown above—just one of a large family of famous M-B 
appliances. For to thousands of housewives, Manning- 


Bowman means best. 


This established line has been a household name since 
1857. Before the war, it was a hot line for dealers every- 
where. After the war, it’s going to keep winning new 
friends—friends who’ve been expecting for a long time 
now to buy the best. 


Will you be meeting their expectations—and winning 


new customers? It’s for you to decide. 


Mannino- Bowman Means Best 


MERIDEN, CONNECTICUT 





Smokeless 
Table Broiler 


Long-Last 
Percolator 


Twin-O-Matic 
Waffle Boker 


Toaster-with- 
the-Tester 


THE LINE THAT'S ALWAYS IN DEMAND 


nn 
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Electri(Colossus - 


Giant prospect for everything electrical 


m= the farmer’s uses for electricity—how far 
they outnumber the city dweller’s. Home lighting, 
a toaster, washing machine, refrigerator, radios—sure, 


all these are at the top of the farmer’s buying list. 


And, in addition, twenty or thirty appliances to make 
his business more efficient, everything from milk coolers 
to poultry brooders, feed grinders to electric fences! 


The wires carrying power to America’s farms provide a 
colossal market for American business. And the present 
is but the beginning! To the two-and-a-half million 
farms now clectrified will be added almost six hundred 
thousand more rural customers during the immediate 
/ post-war period. Rural Electrification will 
. not only create new markets, it will broaden 
I» old ones. 


Any wonder the electrical industry is casting 
appraising eyes on the farmer—on_ the 
farmer’s first magazine, Country Gentleman? 


For Country Gentleman farms are America’s 
first farms . . . first in ineome, efficiency, con- 
veniences, equipment. Even in 1940, 40.5% of 
C.G. farms were connécted to power lines, as 
against a U.S. average of only 30.4%. And C.G. 
farms will be first to get new electric power, 
for 53.1% of them are already within 4 mile 
of power lines. (U. S. average is only 45.6%.) 


Yes, Country Gentleman farms are the farms 
to consider first—for farm sales. And remem- 
ber, you can’t reach these farms with non- 
farm magazines. No non-farm national 
magazine reaches more than 22% of C. G.’s- 
nearly 6 million readers. 





What business can ignore the farmer's strength? 


_ 
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GECAVE UNCLE SAI bY. 


/ GENERAL ELECTRIC ye 
€ 
put MOR ANY 











P § ANOTHR “| 
OF THE 8 BIG REASONS* 





















* e YY @ The same men who have been singled out by Uncle fidence, repeat business... profits! For your customers, it 
W Sam to build more of his wartime radio and radar than means quality radios, designed for eye, ear... and 
P ° any other home radio manufacturer will design, engi- pocketbook appeal! 
e neer and produce the coming line of G-E radios. The General Electric line will be complete in all 
Naturally, many of the new ideas and improvements respects and will assure superlative reception on all 
: combined in radio throughout the war will be found _ bands. For additional information, consult your nearest 
Ybvorvy in the coming G-E line. G-E Radio Distributor or write today to Electronics 


{ For you, this means satisfactory turnover, customer con- Department, General Electric Company, Bridgeport, Conn. 





*1. G-E Alnico 5 Speakers 5. (See coming Ad) 
2. G-E Radio-Phonographs 6. (See coming Ad) 
3. G-E Superior Quality 7. (See coming Ad) 
4. (See next Ad) 8. (See coming Ad) 


GENERAL @& ELECTRIC 


178-08 













PORTABLES - TABLE MODELS - CONSOLES - FARM SETS 
AUTOMATIC PHONOGRAPH COMBINATIONS - TELEVISION 
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Go ahead, Mrs. 3.” 
this seal 








This seal acts as your customers’ ' ar 


“‘green light’’ to go ahead and buy. 








B EHOLD Mrs. J., about to make a purchase. 


She could pose, at this moment, for “Portrait of a 
Satisfied Customer.” 


But you should have seen her a while ago. 


Chewing her nails, figuratively and otherwise. Giving 
the clerk a bad case of salesman’s hip, from shifting 
weight while Mrs. J. shifted from one table of 
merchandise to another. 


And what, pray, finally helped make up the lady’s 


uncertain mind? 
Why—the Good Housekeeping Guaranty Seal. 


She spied it on the merchandise down the aisle— and, 
by golly, open went her purse. 


“If it’s O.K. with those Good Housekeeping people,” 
she seemed to figure, “it’s O.K. with me.” 


You’ve seen that happen time and again. 
The reason is clear. 


Women feel a reassurance, a confidence in the Good 
Housekeeping Seal because they know we give this seal 
to no one—the product that has it, earns it. 


Good Housekeeping 


The Homemakers’ Bureau of Standards 
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The Farnsworth Authorized Dealer Display 
is designed to stop both window and store 
traffic. Mounted reproductions of current four- 
color Farnsworth national magazine adver- 
tisements keep the display timely. 


Nort MANY RADIO DEALERS can have this new, 
modern display. It is the badge of a good 
dealer who has made a good deal—he holds 
a Farnsworth Selected Dealer Franchise 
with its many profit advantages. The Farnsworth 





dealer organization will include less than one-quarter of the 
number of dealers representing the average popular pre-war radio line. 
The Farnsworth dealer will handle a line of radios and phonograph-radios backed 


by years of sound research, progressive engineering and practical pre-war manufacturing 





experience. In his showroom will be distinctive “idea” cabinets designed for maximum customer 
appeal and satisfaction. Record changers—already proved in pre-war—have been farther improved and will 
provide care-free performance and careful record handling—will help build the dealer’s record business. 
An impressive national advertising campaign has already built a strorfg demand for Farnsworth —and this 
advertising will be continued—thereby building a still stronger public demand for the Farnsworth tine. 
The Authorized Dealer Display stamps you as the dealer in your area worthy of 
the Farnsworth Selected Dealer Franchise —based on profitable volume at 
established prices and proper margins. 


FARNS WORT H 


Farnsworth Television & Radio Corporation, Fort Wayne 1, Indiana. Farnsworth Radio and Television Receivers and Transmitters; 
Aircraft Radio Equipment; Farnsworth Television Tubes; the Farnsworth Phonograph-Radio; the Capehart, the Capehart-Panamuse 
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The new ROYAL “Package” enables you to offer your customers 
the most complete home cleaning service they have ever seen. 


Today’s women are demanding this complete cleaning service—the 


kind that ROYAL gives. And they can buy ROYAL only through 
you—the local retail Dealer. 


Standard of Quality for More Than Thirty Years 


Royals are built to last longer, clean better, operate easier. 
Their freedom from service worries is important both to 
you and to your customers. ROYAL quality is a known 
fact—not a claim. Every ROYAL you sell is a salesman 
for more ROYALS. 


ROYAL ’S full line of models and wide price range enable 
ou to satisfy @my demand. 


Become a ROYAL 
Franchised Dealer NOW 


The ROYAL Distributor in your ter- 

; ritory will be glad to explain the 

S és ROYAL “Sample Order” plan, which 
SSP ee a ee ee ee gives you preferred delivery and en- 
a " : a sani * > ea ik ables you to start immediately to take 


orders. 


THE P. A. GEIER COMPANY 


CLEVELAND 8, OHIO 


CONTINENTAL ELECTRIC CO., LTD. 
Toronto, Ontario, Canada 


ROYAL is backed by efficient sell- 
ing helps together with local news- 
paper and National Advertising. 


enn, oe Se me On oe On aan ae Oe 
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KEEP YOUR EYES ON BELMONT 


@ When people talk about the post-war Additional millions have been strongly 
radios and television sets they are plan- impressed by Belmont’s notable achieve- 
ning to buy, you hear more and more ments jn the field of wartime electronics. 
of them speak of Belmont. And through @ program of consistent 
There are good reasons for this keen national advertising, people everywhere 
and growing interest in Belmont’s prod- are learning of Belmont’s plans to play a 
ucts of tomorrow. dominant part in the post-war radio and 
Millions of future buyers are looking television world. 
to Belmont with confidence because of Keep your eyes 0” Belmont! Belmont 
the outstanding performance of Bel- Radio Corporation, 5949 West Dickens 


mont-made radios ‘n their own homes. Avenue, Chicago 39, Illinois. 


BelmdintRadio © 


RADAR * eetEwas1e™ x eM. x eLECTRONEC® 
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HERE IS YOUR FRANCHISE 


For The New Advance In Home Heating 






THAT WILL SWEEP AMERICA 


a 





ata 


Re OOO LL EN Oe 
Authorized 
This is to Ceriif that 
(You. Lie USL 


G Has ’ duly appointed as an 
Authorized Dealer for 


oleman 
Heating Appliances 
as follows: ur! )ias Carey toc OG We husya lalearrlns 


Manufactured by The Coleman Lamp and Stove Company of 
Wichita, Kansas. 





ef 

















The Colemtn Automatic Floor Furnace “Moves The Heat” 
Exclusive patented streamlined bottom—speeds up warm air 
35%! 80% open register— moves heat faster! Big radiator gets 
most heat out of fuel! Heats air faster! Pulls cold air off the 
floor—keeps floors warm. 


See What Has Made The Coleman Floor Furnace 
America’s Fastest-Growing Automatic Heating Development 


Yes—if you are looking for a wider opportunity in the home- 
heating field, you need this franchise! For with Coleman's 
engineering and Coleman's vigorous promotion, the floor 
furnace has become not just a “regional” type of heating but 
a new idea in home heating that is sweeping America. 


EVERY TYPE OF CUSTOMER! 


The floor furnace is a unit that sits in the floor—not above it, 
not in the basement. It is automatic—can be had in models 
burning gas, oil or LP gas. Air is drawn directly from the 
floor — thoroughly heated — sent out into the house. Coleman 
features make this an amazingly efficient heat plant—“warm- 
floor” comfort is one of the strongest selling points! 


THE COLEMAN COMPANY, INC. + Wichital - 


THE AUTOMATIC 









@TUTM FLOOR FURNACE 





This type of equipment works in homes with or without 
basements. It is a logical seller for new construction or home- 
remodeling business. Prospects range from small homes need- 
ing small economical heat plants to houses which need “area” 
heating—and multiple Coleman Floor Furnace installations. 


LIMITED PRODUCTION NOW 
Limited production, on gas models, is now beginning—though 
admittedly we won't be able to fill all orders. Models for 
other fuels will follow shortly. So—now is the time to get in 
touch with your Coleman distributor to arrange for your 
franchise! If you don’t know his name, write for it now to 
The Coleman Company, Inc., Dept. EM-549, Wichita 1, Kans. 





Philadelphia 8 + LosAngeles 54 + Toronto, Canada 


SEPTEMBER, 
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: Lamp and Fypplian Ce 
Galesgten | 


The ingenious GILBERT plug is being used on more and more lamps 
and appliances. So that you will better understand its simplicity, we 
present here the method of assembly and disassembly of these plugs. 


If these instructions are followed, you will obtain a perfect plug assembly : 





1 + PREPARE WIRE 2 ~ INSERT WIRE THRU 
CAP AND SPREAD 


A PERFECT ASSEMBLY 
1S ASSURED BY PUSHING 
WIRE INTO CAP WITH 
END OF PRONG PUSHING 
AGAINST END OF RUBBER 























TO TAKE PRONGS OUT OF CAP 
(USING ANY POINT SUCH AS NAIL, ICEPICK, ETC.) 


PUSH POINT THRU SMALL HOLE 
UNTIL FOLDED PRONG 
SPREADS TO [TS LIMIT 


















KEEPING PRONG SPREAD 
LIFT IT UP AND OUT 


A perfect 
assembly will 
look like this: 
























—_— 


GILBERT MANUFACTURING CO.., Inc. 
24-20 46th Street Long Island City 3, N. Y. 


GILBERT 


Plugs fod 
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NOPE... DEALER JONES 
MAILED OUT SOME OF THOSE 

CIGARETTES 7 NEW FILTER QUEEN 

& 6BOOKLETS/ 








<) 
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Women sit up and take notice when they see FILTER QUEEN’s 
new “Demonstration in Print.” This attractive 16-page, 2-col- 
or booklet not only shows how FILTER QUEEN has every- 
thing Mrs. America wants in her vacuum cleaner of tomorrow, 
but tells your prospect how she can get preferred delivery by 
ordering NOW ... sends her to your store to place a future 
delivery order with deposit! 


This booklet is unique in vacuum cleaner merchandising! 
It’s a self-mailer ... requires no envelope, no sealing. Ad- 
dress it and you're im every home in your territory with the 
greatest vacuum cleaner story ever told. Gets you orders 
today, before competitive postwar goods become available. 


Avoid that wait for demonstrator models and salesmen! 
Sell ’em NOW! Get orders protected by deposits! For a free 
copy of this sales-making booklet, just mail in coupon below. 


FIL TER QUEEN 


Division of Health-Mor, Inc. 
203 North Wabash Avenue 


Chicago 1, ill. 


8 REASONS WHY FILTER QUEEN 


will be America’s Fastest Selling Cleaner 


meee Tried and proven... entirely | 4) Non-clog cone filter . . . for sus- 


new in design... not a postwar 
HEALTH-MOR, Inc. dream on paper! Thousands sold 
203 N. Wabash Ave., Chicago, Ill. in 1941 have given over 4 years 
Please send me a free copy of the mew FILTER QUEEN con- of trouble-free service. 
sumer booklet. b Full set of attachments for every 
ey ee ae eC a No dirty, germ-laden bag to cleaning job. 

empty. 


tained, powerful suction. 


» Patented, air-sealed, Lock-Tite 


connections. 


» New, positive moth control 


Sealed, sanitary dust collector System. 


needs be emptied only once a » Soundproofed, oversize Black & 


ee ee ee month. Decker motor for quiet running. 
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| DIDN’T SAY “TURN OVER THE WASHERS” 
| SAID...“THIS EASY WASHER TURNOVER PRESENTATION 
IS GOING TO MEAN MORE MONEY FOR YOU!” 








HIS HEADLINE sounds silly, 

doesn’t it? But wait! Do you 
realize that many of the salesmen 
you are about to hire won’t 
know one end of a washer from 
the other? 
You'll have to train them from ab- 
solute scratch. True, once you get 
them trained, they’ll be good... 
just as good as they were against 
Hitler’s Wehrmacht. 
But you want to train them quick. 
So here at Easy we’ve worked out 


a complete training program—a 


The Easy Automatic will be the Best Automatic 





brand new turnover presentation 

which embodies many rapid-fire 
ideas on modern group instruction. 
We’ve provided other material, 
too, so complete that you or your 
sales manager can take an active, 
interested young man and convert 
him into an effective Easy salesman 
in the shortest time yet. Ask the 
Easy representative today about this 
new EASY SALES TRAINING 
TURNOVER... Easy Washing 
Machine Corporation, Syracuse 1, 
New York. 


MERCHANDISING—SEPTEMBER, 1945 








Your store needs to be trained, too! 


The salesman who can’t wash clothes 
in an Easy Washer right in the store 
is as badly handicapped as a magician 
without a rabbit. We prepared actual 
working plans for live demonstration 
centers to fit all types and sizes of 
home laundry departments, If you 
have your set of plans, get busy... 
start building your unit now. The 
plans come complete with building 
material lists and architectural details. 


We have a few sets left. Ask for yours. 
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Radio Receiver Production line and stock conveyor system. Infra-red drying oven. / AL 


Sparton 
Will Deliver! 


5 Modern Plants Assure Modern Radios 
in Volume 


Sparton’s exclusive dealer will have radios—plenty of them! 
That’s a promise. 


Back of that promise are five completely modern plants, 
each equipped with up-to-the-minute precision machinery 
(much of it specially built by Sparton engineers) designed 
with overhead carriers for high speed assembly..These Spar- 
ton plants provide unexcelled production facilities for the 
manufacture of quality radios. 


Thus, Sparton dealers will not miss the golden era of radio 
retailing sure to be with us soon, now that civilian produc- 
tion has started. 





For complete particulars on the exclusive *SCMP franchise 
for your territory, write today to— 











Ed. Bonia—Sales Manager 
Sparks- Withington Company ts = 
Jackson, Michigan Aluminum chassis spot welding department. 
THE SPARKS-WITHINGTON CO., JACKSON, MICH. 4 Ge 
dis 
Army-Navy “E” awarded five Sparton plants ney 
simultaneously for production excellence. 1 h 
SOU 
ma 
RADIO'S RICHEST VOICE SINCE 1926 uy 
anc 
GE. 
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The Greatest single 
force in America 


IS READY T0 
WORK FOR YOU 


Betty Crocker, as the personalized representative 
of the General Mills Home Service Staff, 

receives a million letters a year from home- 
makers . . . distributes more than a BILLION copies 
of her recipes to them . . . is backed by an 8!4 
million dollar annual advertising budget. 

She’s the best known home service authority in 
the world . . . was named most helpful by 

women who gave her more votes than any other ten 
candidates combined. She is the most potent 

single selling force in America . . . a force that 
will not only actively support General Mills Home 
Appliances, but can broaden the entire appliance 
and housewares market and Greate constantly 


expanding profit opportunities for you. 


Betty Crocker is o reg. trade 
mark of General Mills, Inc. 


COUNT ON GREAT THINGS FROM GENERAL MILLS 


General Mills won’t make ordinary appliances. Each one is 
distinguished by exclusive, patented features that offer 
new usefulness and unmatched value to consumers. 
They’ll be produced by a company with ample re- 
sources in money and experience to do a standout 
manufacturing and merchandising job...and to 

support dealers with alert, aggressive advertising 

and proved selling strategy geared to profits for you. 





Genera) Mills 


Home Applian es 








GENERAL MILLS, INC., HOME APPLIANCE DEPARTMENT © MINNEAPOLIS 13, MINNESOTA 
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VIEWTONE 


TELEVISION for EVERYONE 


Prabeis aud nawsmen weatcel 


QUOTED FROM THE N.Y. TIMES, AUG. 3, 1945 





y IDGET 


| 


PRT |S 


What appears to be the first low-cost table-model television receiver 
ever constructed was successfully put through its paces .. . image... 
clarity appeared to equal that ordinarily achieved in larger and more 
expensive receivers. This line is for the vast market that will be open 
after the war for adequate but low-cost merchandise. A number of 
low-cost broadcast sets and record players also were demonstrated. 








TELEVISION RECEIVER IN DEBUT 








And here is what the WORLD-TELEGRAM said: 


“Television has been pushed an important step forward by the Viewtone 
Co. ... which has perfected a receiving set to retail for $100. At this low 
price a wide market undoubtedly can be developed, a prerequisite to 
commercial success in the field. 


. . » By lowering the price of the receiving sets to $100 from $500 or 
more, Viewtone helps to remove much of the resistance against a wide 
distribution of these instruments. 


The new $100 instrument seemed to us to do as good a job as any of the 
higher-priced machines we have seen in operation.” 


J he cel thal’ s00qftad lhe cndecsley 


Here it is! Low cost television — Television at a price your 
customers formerly paid for a table model radio set — And 
they said it couldn't be done! 


Here is safe, practical television for VOLUME SALES and 
LARGE, STEADY PROFITS. Simple installation . . . and serv- 


icing . . . television to sell over-the-counter. 


CALLING ALL DEALERS—DISTRIBUTORS 


VIEWTONE is the name to tie up with NOW. In research 


since 1931, VIEWTONE IS CERTAIN TO BE A LEADER IN 
THE TELEVISION FIELD. 


And we'll be ready at the word “GO” with a complete line 
of low price television receivers, FM and AM radios and 
combinations, all of them sales magnets — new in every 
feature. 


Here’s what a VIEWTONE FRANCHISE means: 


¢ A company recognized and respected in the radio and 
television field. 


¢ A complete stock plan for dealers. 


* The backing of a whirlwind of consumer advertising and 


publicity. 


¢ A product that is “right” . . . a plan that assures healthy 
sales and steady profits. 


WRITE FOR THE FACTS TODAY 


ym 
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Office: 203 E. 18th St., New York 3, N.Y. + Factory Site: B’klyn, N.Y. 
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Reaching 30,487,514* 
families to build your post- 
war range and heater sales 


@ The big, powerful Florence advertising 
campaign, you’ll remember, got off to a fly- 
ing start last April. And now... following 
right on the heels of those first ads... come 
still more new ones! Shown here is a small | 
reproduction of only one of the new adver- 

tisements. 


Think of it! Eight out of ten families able 
to buy Florence Ranges and Heaters are on 
the list to receive Florence advertising! 


We’re keeping ads on the job to create de- 
mand for Florence Ranges and Heaters, a 
demand that will be all ready for you as soon 
as you get merchandise in volume and the 
selling really starts! 


*Total circulation of each Florence advertising message 


FLORENCE STOVE COMPANY 
...General Offices and Plant: Gard- 
ner, Mass. Western Offices and 
Plant: Kankakee, Ill. Southern 
Plant: Lewisburg, Tenn. Sales Of- 
fices: One Park Avenue, New York; 
1459 Merchandise Mart, Chicago; 
53 Alabama Street, S. W., Atlanta; 
301 No. Market Street, Dallas. 


Re) 15) [of = 
Electric Ranged 











Gas Ranges - Oil Heaters 








| | 
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FOP wee 7r7- 


Arthur Fiedler Hears a Familiar 
Voice in The Meissner’s Magic Tone 


Yes, this was a sound the noted con- 
ductor of the Boston “‘Pops” Orchestra 
knew well. . . he had heard it many 
times as he ascended the podium for his 


famous Charles Rives Esplanade Con- 


certs. It was the murmur of thousands of 


voices . the conversation of music 
lovers from all walks of life rising on 
. then suddenly hushed by 


the rising of the baton... 


the wind... 


A composer had caught this sound... . 


woven it into a descriptive passage of 


the powerful American 


symphony 
Arthur Fiedler heard now, cascading 
from the luxurious cabinet before him 
; recorded music that overpowered 
him with its sheer beauty of natural 
tone for this was the Meissner 
electronic radio-phonograph. 


When the last record of the symphony 
was ended, Arthur Fiedler spoke: “This 
new Meissner is an inspiration! I have 
heard these records often, but never 
before has an instrument been able to 
reproduce the full, true tone that brings 
such a musical picture to life for the 
listener !”’ 

= a” 4 a” 4 

The magic tones of your own postwar 
Meissner will give you new inspiration 
from the world’s greatest music. You 
will be able to enjoy a 2-hour concert 
thanks to the mechanical perfection of 
the Meissner’s Automatic Record 
Changer that plays doth sides of any 
record in sequence. And you will find 
new listening thrills as you explore the 
air waves opened to you by the Meiss- 
ner’s AM, FM and Super Shortwave 
Radio reception. 


The single Meissner now in existence 


has been loaned to the high school of 
Mt. Carmel, Ill., Meissner’s home 
community, “for the duration.” After 
V-Day, when the men and women of 
Meissner can turn again to the building 
of this new electronic radio-phonograph, 
the same qualities of tone that have 
astounded Arthur Fiedler, Heler. frau- 
bel, Bruno Walter and many other 
great artists will be yours. 


WIISSIER 





Reprint of advertisement in The Atlantic, Fortune, Harper's Magazine, House Beautiful, House & Garden, National Geographic, Town & Country 
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Your Community 
will point with pride 
to its Meissner Deale 


Why? Because the man who wil 
be the Meissner dealer in your 
community has already estab. 
lished a reputation for quality 
and service with a clientele that 
appreciates the finest in any pro 
duct. He has the facilities, th 
ability and the financial strength 
required to add an instrument 
such as the Meissner electronic 
radio-phonograph to his present 
line. He knows that the many 
people in his community who have 
responded to advertising like that 
shown here will naturally look t 
him for their postwar Meissner. 


= = = 


You may be the Meissner dealer 
in your community. In many 
areas, Meissner exclusive dealer 
franchises are still available. Th 
men who obtain these franchise 
will find new profits and prestige 
during the postwar period, ani 
an immediate group of prospects 
who have been attracted to th 
Meissner by an extensive national 
advertising campaign. 

If you meet the requirements 
outlined above, write to ou 
Chicago office— 936-A North 
Michigan Avenue, Chicago, I! 
today. An executive of our com- 
pany will contact you at the 
earliest possible opportunity. 


METSSNE! 


MANUFACTURING COMPANY + MT. CARMEL, Ill 





Please address your inquirie 
to Chicago Office: 


936-A NORTH MICHIGAN AVENUE 
CHICAGO, ILLINOIS 
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Famous G-E One-Control Wringer Washers are rolling off the production line, now. 


All G-E Home Laundry Equipment is backed up by coast-to-coast ad- 
vertising. In leading, top-circulation magazines every month. On the air, 
over a nationwide network, 5 days a week. 


TELL YOUR CUSTOMERS to listen to Art Linkletter, in ““The G-E House Party,” 
every afternoon, Monday through Friday, 4 p. m., E.W.T., CBS. 


FOR FINAL VICTORY—BUY AND HOLD MORE WAR BONDS 


{ AVENUE 
1s 


GENERAL @ ELECTRIC 
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e Biggest market in appliance 


history waiting! Feature 
the complete G-E Line! 


Now you can take orders for General Electric Home Laundry 
equipment! 


Although the G-E Home Laundry factory will continue to 
turn out weapons for the boys overseas, we've been told we can 
make washers, ironers, and dryers for the folks here at home. 


You'll get your first G-E One-Control Wringer Washer very 
soon. And the complete line will follow, fast. 


Big Preference for G.E.! 


There’s a huge market waiting to snap up laundry equipment. 
(WPB says 4,621,000 people want washers.) And there’s a big 
preference for General Electric products. (Surveys show that 
53 out of 100 women believe G.E. makes the best electrical 
appliance for the home.) 


So plan to feature the complete G-E Line—for a big, big future. 
Because we’re planning great things for the future, too. Bigger than 
ever promotion. Constant improvements in design. And a new 
G-E Automatic Washer that’s going to revolutionize the industry! 


Get Started Now! 


Send for the G-E Self-Starter Package. It contains all the sales- 
promotion material you need to get back in the home-laundry 
business. Your distributor has it. Get it today! 
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Up where there are no tracks or signposts, bombers wing faultlessly to 
their target—a tiny speck on the map half-a-thousand miles away. Helping ’ 
to guide them to their objective are Delco Radio products. that harness. the 
magic of high-frequency waves to the functions of communication, navi- 
gation, detection and ranging. From compact radio sets to highly intricate 
radar equipment, these products represent Delco Radio's effective 
combination of engineering vision—manufacturing precision. © 


Keep Buying More War Bonds 
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Business experts from the Burroughs Adding Machine Co., 
Moore Business Forms, Inc. and the Shaw-Walker Co. join 
with Universal under the direction of Dr. O. P. Robinson, 
Professor of Retailing, New York University, to bring the 
latest retailing techniques to dealers through Universal's 
new Systemeering Guide. 


FOR PROFIT-WISE DEALERS - A Complete Guide 
to the Scientific Control of Retailing 


Following the sensational success of Modern- §Systemeering is another big step in Universal’s 
eering — The Store Planning Guide, Universal “Help the Dealer” program which started with 
now offers Systemeering —The Guide to the “U” Plan for “V” Day and will continue in 
Profitable Retailing which points the way to _ high gear as the new Universal appliances and 
creating and conserving a surplus by means housewares become available. 

of planned and coordinated management. 















*Copyright 1945, Landers, Frary & Clark 





eed tea, 

















: 9008 1 

Systemeering Division EM t 

Landers, Frary & Clark, New Britain, Conn. H 

Gentlemen: , H 

1 plan to “moderneer” the business operations of my store — ; 

please send me complete Systemeering Guide. ‘ 

ri f 

¥ Name__ —_ — ———E———E H 

7 Address i? 2... e 7 t 
Pew: 

f Universal Electrical App City ; 

' 

| 





ISING BE ELecTRICAL MERCHANDISING—SEPTEMBER, 1945 PAGE 27 











©... there was a fellow who liked to play the 
long shots—the fancy prancers. His “dope,”’ he 
said, was good because it came “straight from the 
horse’s mouth.” 

But talking horses don’t always talk horse sense. 
And so this story is short and simple. Our friend 
wound up with his pockets in reverse. 


* . * 


The ‘‘smart money” banks on Past Performances— 
so does the merchant who’d take the gamble out 
of merchandise selection. 

The smart merchant plays the favorite. Among 
coffee makers, for example, he backs the brand that 
has stood tops in the form sheets for over sixteen 


Can you believe all you hear 


from a horse? 
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years... the one coffee maker customers ask for 
by name. 


You see, ever since Silex gave Americans a brand 
new conception of how grand coffee can taste, folks 
have come to expect from Silex the new advances 
in coffee maker design. 


Soon now, still further improvements will come 
from the great Silex laboratories . . . improvements 
in coffee makers, in the Silex Steam Iron and other 
items to bear the Silex name. 


In planning your housewares operation, in your 
advertising, in your window and in-store display, 
back the brands that are the “favorites.” Among 
coffee makers that brand is Silex. 




















ru J I LEX co. 


TRADEMARK REGISTERED U. S. PAT. OFF. 


HARTFORD 1, CONNECTICUT 


























ST. JOHNS, P. Q., CANADA 
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THAT REVOLUTIONIZES 
TOAST MAKING! 


NLY the Proctor “Toaster with the Crisper” 
can toast soft or crisp, either brown or light 
..-. or anywhere in between. 

























When toasters are on the market again, here is 
the toaster that your customers will get excited 
about — and for good reason. This Magic Knob 
Proctor Toaster with the Crisper will pop up regu- 
lar, light, golden or dark brown toast in any degree 
of crispness. Beautifully styled. Precision built. 
Completely silent. Even makes Melba toast, a 
Proctor exclusive. 








(COMING POSTWAR...These and Other ) 
Proctor Products 


PROCTOR AUTOMATIC WAFFLE IRON. 
Thermostat shuts off current 
when waffles are ready. Glow 
eqne signal tells when. 








“Brown or 
light # 
This knob!” Wy 





PROCTOR ROAST - OR - GRILLE. 
Combines oven and ¢ril- 
ling unit. Convenient, 


$i Ps a 

» a \ Bi < portable, heavily insula- 
“Ss “ey, ted to conserve heat 
q' ‘ | 





THE PROCTOR NEVER-LIFT IRON... 
lifts itself and stands at the 
touch of a button. Legs snap 
back when you resume iron- 
ing. Makes ironing easier. 












“Crisp or soft? 
This knobi” 














It’s new... it’s exclusive .. . it’s 


PROCTOR 


WEWSPIAKE2 NW APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY, DIVISION OF PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PA. 
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NOW-IN FULL SWING 


UNPARALLELED Head Sherf CAMP 
AIGN 
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Customer Response to Eureka’s Line of Postwar 
Time-Saving, Work-Saving Products Indicates the 
Greatest Profit Opportunity in Eureka Dealer History 


The words “precision-engineered from the woman’s 
point of view” sum up the manufacturing policy 
and the sales strategy which supports every 
Eureka Qualified Dealer. 


Already the response of consumers to the Eureka 
idea of products specifically designed to save a 
woman’s time and work, indicates that Eureka’s 
Qualified Dealers can now look to the greatest 
sales and profit opportunity in Eureka history. 


But Eureka talks a dealer’s language, too. . . 


The kind of a dealer’s deal that gives every 
Eureka Qualified Dealer the full benefit of Eureka’s 
new Qualified Dealer policy . . . a full profit line 
... and a full profit opportunity under Eureka’s 
“Tailored Market Coverage Plan” . . . positive 
assurance that each Eureka Dealer will get from 
his trading area the full sales potential that will 
make possible a long-term, profitable business 
with Eureka. 


Contact your distributor or write us today for 
details on the Eureka Franchise. 
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On August 6, 1945, an atomiebomb exploded/over 
the Japanese city, Hiroshima. 

Its concussion blasted the city, vaporized the 
fibre of Japan’s will to resist, and flashed across 
the world a light of such glaring intensity that 
even blind eyes could glimpse the foyked road 
that is presented to humanity’s choice afd destiny. 

It has been a scant fifty years since Pierre and 
Marie Curie embarked upon their research with 
the avowed intent of discovering “how the atoms 
of the universe are put together”. Their work con- 
tributed radium to the knowledge and use of man- 
kind, but it marked only a way station upon the 
awesome quest which they announced and which 
thousands of scientists have since pursued. 

Under the compelling stimulus of war, the first 
major application of the release of atomic force 
has been in an instrument that raises by an un- 
imaginable dimension our ability to dole out 
death. We can be devoutly grateful that the sci- 
entific leadership of the Allies, and particularly 
the industrial strength of the United States, 
brought to us, rather than to our enemies, pri- 
ority in the development of this dread weapon. 
But even in its present infant phase, it is clear 
that ownership of the principle of the atomic 
bomb carries a trusteeship of terrifying gravity. 

We hold in trust a power that is capable of 
unraveling the very fabric of our civilization. 


\ 
Equally, it may be susceptible of development as 
a mighty force for human welfare. But we have 
proved the destructive use, while the constructive 
applications are still in the realm of speculation. 

Clearly the trust is of a magnitude that tran- 
scends national jurisdiction. No walls have ever 
been built high enough to fence in the spread of 
scientific knowledge, and even if we were resolved 
to forego the harnessing of atomic power for 
peace, it is hopeless to think that its application 
for war can be held for long as the monopoly of 
one, or a small group of nations. 

At one giant stride our scientific and techno- 
logical development has so far outdistanced our 
social engineering, that we have no choice but to 
turn our full powers of creative imagination to 
control the forces we have unleashed and to bend 
them to man’s use rather than to his destruction. 

Since control is not possible without under- 
standing, I have asked several of my editorial 
colleagues in the McGraw-Hill organization to 
present on the pages which follow a non-technical 
but authoritative account of the known facts and 
implications of atomic power. 
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HOW ATOM SPLITTING 





Five years ago the world learned that the atom of 
Uranium 235 had been split, releasing energy at the 
rate of about 11,400,000 kilowatt-hours per pound. 
The whole amount tested was less than the head of 
a pin, but there was no escaping the possibility that 
heaters, engines, turbines, jets and explosives could 
be powered by atomic energy. Then began the race 
to win the war with atoms. 





With what help England could give, America 
outran the best atom-splitting team Germany could 
muster. It was all done in silence. From the summer 
of 1940 until the atomic bomb blasted Hiroshima, 
black secrecy blanketed history’s most amazing sci- 
entific and industrial accomplishment. 

Coldly scientific in form, the War Department’s 


“Smyth Report,” released August 12, 1945, traces 
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Each of the 92 elements has its own atom, yet all atoms are 
made from the same three pieces, Fig. 1: proton (weight 1, 
electric charge +1), neutron (weight 1, charge 0), electron 
(weight 0, charge —1). 

Every atom is a tiny “solar system.” Its central “sun” 
has one or more protons, generally neutrons too. The re- 
volving “planets” are electrons, one for each proton in 
nucleus, because plus and minus must balance in the atom. 





The opposite charges attract, but high speed keeps the elec- 
trons out in their circular orbits, just as the centrifugal 
tendency of the revolving earth defies the sun’s gravita- 
tional pull. All the weight of an atom is in the nucleus, so 
add the number of protons and neutrons to get the atom’s 
weight. The atomic number is equal to the number of 
protons. The elements are known by their atomic numbers. 
Thus uranium (92 protons) is element 92. 
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With only their outermost orbits touching, it would take 
half a million atoms to span the thickness of a human hair. 
Yet if one could expand an atom until its outer orbits en- 
circled 100 acres, the nucleus would be no bigger than a 
baseball. The atom is mostly empty space, Fig.4, and nuclei 
are difficult targets; so much so that a neutron bullet fired 
at a mass of atoms may pass right through without a hit. 


The almost weightless speeding electrons, Fig. 5, supply 
all the energy of chemical reactions (as when coal burns 
or TNT explodes). Evading all ordinary chemical action, 
the immensely greater energy bound up in the nucleus, 
Fig. 6, can be released only by direct hits on the nucleus 
to break the bonds that hold the protons and neutrons in 
a tight bundle. 
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the fantastic course of atomic engineering through 
the five years of news blackout. It leaves no doubt 
that only a complete mobilization of America’s tech- 
nical resources could have won this victory in time. 

Other writers in other places will unfold the epic 
story. This presentation leaves no space to reflect 
the glory of the accomplishment or even to record 
its history. The aim is more immediately practical 


— to give the professional and business readers of 
the McGraw-Hill publications a sound and honest, 
though non-technical, understanding of this atom- 
smashing business, so that they will know better 
what to do about it in their personal and business 


lives. 


how atom splitting releases energy. 


Now for step one: learning the shape of atoms and 
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| 8 NATURE'S HEAVIEST ATOM| | 9 ISOTOPES 
Basic Source of Atomic Energy | 


Chemically the same element and 
their nuclei contain the same number 
of protons. Only the number of 
neutrons differs. Thus the uranium 
isotopes are: 
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Radium nucleus, Fig. 7, automatically emits particles and 
energy as it decays to form nuclei of a lighter atom. Most 
common form of uranium, nature’s heaviest atom, is 
Uranium 238, Fig. 8. This form is not directly useful for 
energy release, but is important as the raw material for a 
uew synthetic power atom, plutonium. 

An element may have several isotopes — alternate forms 
with the same number of protons but slightly different 
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When nucleus of U-235 atom is hit by neutron bullet 

it explodes to form lighter atoms and spare neutrons 
whose combined mass is less than mass of U-235 

Lost mass is transformed into energy-see Einstein's Low 


ONE WAY U-235 SPLITS 
U-235 NUCLEUS 





| 
| 1,400,000 kw-hr. of energy per Ib of U-235 





numbers of neutrons. Uranium 238 is the isotope in which 
protons and neutrons total 238 (so atom weight is 238). 
It is 99.3% of the total weight of pure, natural uranium. 
The stuff needed for direct atomic-energy release is 
Uranium 235, only 0.7% of the total weight and very diffi- 
cult to separate from 238. To put it another way, every 
pound of energy-giving U-235 comes mixed with a dead 
load of 140 pounds of relatively inert U-238, 





kilowatt-hours per pound of U-2355 


| EINSTEIN'S LAW: 
| One pound of anything = 1!,400,000,000 kw-hr. 


mass energy 
when or converts to or 
energy mass . 





Applying this law to U-235 split: 


Explosion products of one pound of U-235 
weigh 0.9990 Ib.,so 0.001 Ib. of the mass 
is converted into O.00!x1!1,400,000,000 = 

11,400,000 kilowatt-hours of energy. 





Slow neutron bullet splits Uranium 235 nuclear target, gen- 
erating two lighter atoms (Fig. 10 shows one possibility) 
and several free neutrons ready to split other U-235 atoms. 
The following pages show how the original neutron may be 





produced and directed and how a chain of self-propagating 
atomic explosions may sweep through a block of U-235 like 
a forest fire to release heat energy equivalent to 11,400,000 
kilowatt-hours per pound. CONTINUED ON NEXT PAGE 











= 





ELECTRICAL MERCHANDISING—SEPTEMBER, 1945 





PAGE 35 

















CREATING and ISOLATING 


Man-Made Plutonium —U-235 Substitute 





HOW PLUTONIUM IS MADE FROM URANIUM 
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We now have two kinds of atoms suit- 
able for energy supply, Uranium 235 
and the new man-made element No. 94, 
plutonium. Uranium, No. 92, has the 
heaviest atom of any natural element. 

The Manhattan Project’s plant, on 
the Columbia River at Hanford, Wash- 
ington, is the world’s greatest atom- 
making factory. Devoted entirely to 
the mass production of plutonium 
atoms, it uses U-238 as the raw mate- 
rial and U-235 as the energy source, 
intimately mixed in the same propor- 
tions as in natural uranium metal. 

The production units at Hanford 
are several huge uranium “piles.” Each 
is a very large block of graphite with 
holes in which are placed uranium- 
metal cylinders, sealed in aluminum 
cans to protect the uranium from cor- 
rosion by the cooling water constantly 
pumped through the pile. 

Each pile runs itself, so to speak. 
Not even the conventionally pictured 
bits of radium, beryllium and paraffin 
are needed as a “pilot light” to start 
operation. There are always enough 
stray neutrons, or even cosmic rays, to 
start a chain reaction. 

But once started, the design, size 
and control of the unit must be such 
that the chain reaction will continue at 
an even rate — neither die down nor 
overshoot into an explosion. 


To see this picture in atomic terms, 
consider the fraction of a second in 
which one million U-235 nuclei are 
split, producing two million lighter 
atoms (say, one million of barium and 
one million of krypton) and between 
one and three million fast-moving 
neutron projectiles. 

Some of these escape in free flight 
right through the relatively vast atom- 
ic “open spaces.” Some are “captured” 
by the many U-238 nuclei, and others 
are captured by the impurities. But, on 
the average, of the one to three mil- 
lion, just one million neutrons must 
succeed in smashing another million 
U.235 atoms in the next fraction of a 
second. Thus, with reproduction rate 
exactly maintained, life goes on in the 
atomic-energy pile. 

The carbon, one of several possible 
“moderators,” serves to slow down the 
neutrons without capturing many. The 
chance of a fast, straight-moving neu- 
tron hitting a tiny nucleus is very 
small, whereas the “slow ball” neutron 
is likely to be sucked in by the nuclear 
attraction if it would otherwise be a 
near miss. 

From the practical angle, maintain- 
ing a chain reaction requires careful 
design and good controls. The pile 
must be slightly larger than actually 
necessary for a chain reaction (that 


means scores of tons of material). 
Controls must be sensitive and depend- 
able. They slow the pile down to the 
balancing point by sliding in retard- 
ers, such as strips of cadmium. 

As already noted elsewhere, the en- 
ergy released is about 11,400,000 kilo- 
watt-hours for each pound of U-235 
split. This energy appears first in the 
high speed of the pieces thrown off by 
the atomic split, then is converted to 
sensible heat as collisions slow down 
these projectiles. The energy is finally 
removed from the pile in the form of 
hot air, steam, hot water or other 
heated fluid in commercial quantity 
and thermal condition. 

Such piles, operated with normal 
uranium, or with uranium enriched in 
U-235, would seem to be the primary 
means by which atomic energy will 
serve (if ever) as a commercial source 
of heat and power. Plutonium would 
be a byproduct, but might under cer- 
tain conditions add to the energy yield 
of the pile without the need to sepa- 
rate it from the uranium. 

The use of normal uranium in the 
Hanford pile sounds extremely attrac- 
tive as a heat source, but has certain 
economic disabilities. Only a small 
part of the U-235 is used up before 
the pile must be shut down to remove 
the plutonium. 
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THE HIGH-POWER ATOMS 


Isolating U-235 —a Gigantic Task 





Diffusion Method 

















Fluid uranium circulates, 


U235 at top. 





Thermal 2 Gaseous Diffusion 
Through Barriers 
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When mixture of gasified U235 ‘In strong field of giant magnet lighter 
tends to concentrate lighter = more readily through barrier ond U238 is spun rapidly, lighter U235 porticles are deflected more than 
U235 tends toward center. 
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Many of the uranium ores, including 
most samples of pitchblende and car- 
notite, will yield from 1 to 15% me- 
tallic uranium. Chemical separation of 
the metallic “natural” uranium is sim- 
ple. Whatever the source, natural ura- 
nium contains the three isotopes in the 
constant proportions of 99.3% U-238 
and 0.7% U-235, with traces of U-234. 


Dollarwise Thoughts 


Costs mean little in war, but peace- 
time uses of U-235 and plutonium 
must pass the dollar test in competi- 
tion with coal, fuel oil, natural gas, 
gasoline and electricity. 

On the basis of energy costs only, 
“all other things being equal,” the 
table on the last page of this section 
shows at what price per pound U-235 
would give the same energy cost as 
conventional energy sources selling at 
the indicated prices. For such com- 
parisons it is convenient to remember 
that one pound of U-235 is equal (en- 
ergy-wise) to about 11,400,000 kilo- 
watt-hours, also to 1500 tons of coal, 
or 200,000 gallons of gasoline. 

Fuel engineers understand the limi- 
tations of such oversimplified compar- 
isons. Others should be warned that 
“all other things” are never equal. 


Separating the U-235 from U-238, 
an operation essential for explosive 
uses of U-235, and probably important 
for future commercial controlled-chain 
piles, has been most difficult. Chem- 
ical separation was impossible because 
U-235 and U-238 are chemically the 
same. 

The only possibility was a separa- 


on Atomic Energy 


With this thought in mind, reconsider 
the uranium piles operated at Han- 
ford to produce plutonium. These use 
U-235 in the cheapest form, say about 
$1400 per lb., assuming purified nor- 
mal uranium at $10 per lb. (140 lb. 
of uranium contains one pound of 
U-235.) 

If this were the whole story, coal 
would have to sell for a dollar a ton 
to break even with U-235 as a water 
heater. However, the pile using nor- 
mal] uranium must be immense to hold 
its own in a chain reaction. More im- 


_ portant, the accumulating fission prod- 


ucts “poison” the reaction after only a 
small part of the U-235 has been used 
up. Then the uranium cylinders must 
be removed for plutonium recovery. 


. Finally, it has not yet been found pos- 


sible to operate the normal-uranium 


tion by physical differences, primarily 
a one percent difference in weight. The 
porous barrier and centrifugal meth- 
ods pictured above required vaporiz- 
ing a salt of uranium. All the methods 
shown have been used or tried on the 
Manhattan Project. All require many 
stages to achieve a substantial concen- 
tration of Uranium 235, 


piles at high enough temperatures for 
practical power production. 

If we go to the other extreme and 
build a small pile, using concentrated 
U-235, we shall run into excessive ma- 
terial costs, perhaps several times the 
$52,000 per Ib. set down in the table 
as the equivalent of 20-cent gasoline. 

Something between the two extremes 
is likely to prove the most economical 
— perhaps a pile operating on a U-235 
concentration between 1 and 10%. 

The engineer of the “atomic-power 
age” must know the price of Uranium 
235 in various concentrations and the 
characteristics of piles suited to them. 
No such information is yet available. 
He must also watch the danger from 
radio-activity; the requirements for 


radiation shields; explosion hazards, | 


etc. CONTINUED ON NEXT PAGE 
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WHAT TO EXPECT 


Before discussion of possible and 
probable future applications of atomic 
energy to the arts of peace, the atomic 
bombs should have consideration. We 
may assume that these bombs con- 
tained from two to 200 lb. of either 
U-235 or plutonium, or both. No more 
precise information is available. 
Details of the bomb design have 
been completely suppressed, but the 
following basic considerations are 
stated or implied in the Smyth Report: 
The explosive in a bomb must be 
highly concentrated U-235 or pluto- 
nium. Since slow neutrons could not 
produce a satisfactory explosion, the 
neutron retarder or moderator, is min- 
imized, This, in turn, requires a U-235 
mass so large that the escape of neu- 
trons without hitting nuclei will not be 
excessive. For every 1000 atoms hit, 
the neutrons produced must split more 
than 1000 new atoms, so that the re- 
action will proceed rapidly in an ex- 
panding chain, as sketched below. 
There can be little leeway in the 
size of the explosive charge. For a 
given shape there is a certain “criti- 
cal” weight of material. If this is ex- 
ceeded the bomb explodes instantly. If 
the weight of charge is less than the 
critical, it cannot be made to explode. 
Therefore, the critical mass must be 
created at the moment of explosion. 
The Smyth Report suggests that this 
can be accomplished by breaking down 
the charge into two or more well-sep- 
arated parts, each having less than the 





bigger than your fist. 
atomic power. 


price of power. 





CLAIMS LIKE THESE ARE NOT JUSTIFIED 


1. Pretty soon no more coal will be mined except as a 
raw material for chemical manufacture. 


2. In a few years a tiny bit of uranium, built in at the 
factory, will drive your car for life through an engine no 


3. All the big central stations will soon be running on 


4. Cheap atomic energy will enormously reduce the 








critical mass. At the appointed mo- 
ment these could be brought together 
within the bomb to create a super- 
critical mass, which would then ex- 
plode automatically. 


Peacetime Applications 
Except possibly for superblasting 
operations, uncontrolled explosive re- 
actions cannot be permitted in the 
peacetime use of atomic energy. This 
means that the quantity of U-235 as- 
sembled in any one spot must always 
be kept well below the critical weight 

to avoid spontaneous explosion. 
Depending on the particular appli- 
cation, the most desirable concentra- 
tion of U-235 may range anywhere 
from the 0.7% in normal uranium up 
to 100%, with the probability that 


many industrial applications will find 
the greatest economy in concentrations 
between 1% and 15%. 

This matter of the degree of con- 
centration of U-235 has received little 
public attention, yet nothing could be 
of greater practical importance. To 
make this point clear, consider the two 
extremes, 0.7% of U-235 and 100% of 
U-235, respectively. 

The Hanford pile, using normal ura- 
nium (0.7% U-235) with carbon mod- 
erator, must be very large to work at 
all. It is inefficient in the sense that it 
must be shut down after a small part 
of the U-235 has been consumed. It 
cannot operate at high temperatures. 

Its great advantage as a heat pro- 
ducer is the fact that its U-235 is 
bought at the lowest possible price. If 
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..- BUT REMEMBER THESE FACTS 


1, The large-scale, controlled release of heat energy 
from U-235 has been fully demonstrated. 

2. Beyond question, this energy could be applied di- 
rectly for heating water and air, and making steam. 

3. Such heat, in turn, could be applied directly, or con- 
verted into mechanical power or electricity by conven- 
tional steam turbines and gas turbines. 

4. If and when U-235 in concentrations up to 10% costs 
less than $25,000 per lb., it may find applications, but will 
compete, at first, with premium fuels rather than coal. 











purified normal uranium sells for, say, 












shown for the gas turbine would, of 
course, have to operate at tempera- 
tures up to 1200 F. There seems to be 
no basic reason why the pile itself 
could not be built inside the com- 
pressed-air receiver, discharging its 
heat directly to the compressed air. 

With rather high concentration of 
U-235, this arrangement might be suit- 
able for large airplane drive if exces- 
sive weight of radiation shields could 
be avoided. 

Also, presumably, rockets and planes 
of the “buzzbomb” type could be pow- 
ered by atomic heat delivered to the 
air of the jet steadily, not in puffs. 

The sketches stress direct applica- 





$10.00 per lb., the price of 140 lb. (con- 
taining one lb. of U-235) will be only 
$1400. This would be a very favorable 


price if the pile could operate efficient- 
ly with the 0.7% U-235. | HEATING WATER f=] 

Concentrating the U-235 to 100% COLD WATER — == 
would permit a much more compact 
and convenient pile — perhaps little 
more than small pieces of U-235, en- 
cased in aluminum to ward off corro- 
sion, and immersed in a tank of water; 
this should convert the water into | 2 MAKING STEAM = ale 
steam at a regulated rate. =r = 

In large part, the control would be 
inherent. The water as a moderator 
would keep the chain going, but if the 
reaction got too violent, the result- 
ing higher superheating of the steam 
would decrease the moderator effect 
and thereby hold the reaction in check. 
Yet even if all this comes true the cost 
of concentrated U-235 in the near fu- | 2 HEATING AIR 
ture will be many times $10,000 per lb. COLD AIR=- 

Running up the concentration only a 
few percent above that in normal ura- 
nium may prove to be the way to get 
reasonable pile size and good effi- 
ciency without incurring exorbitant 
concentration costs. 

When atomic energy is applied, the 
starting point is heat, picked up by 
water, air or a special heat-transfer 


HOW ATOMIC ENERGY COULD BE APPLIED 











4 ATOMIC POWERED GAS TURBINE 


GAS TURBINE yy 
COMPRESSOR ct 
Rs i we ' 


HEAT FOR PROCESS 


SPACE 
HEATING 


PROCESS 
(Orying,etc) 





) SPACE 
HEATING 





EXHAUST 

















fluid. Intermediate heat transfer fluids 
may be essential in certain applica- 
tions (space heating and service water, be 
for example) where people must be 
protected from injury by radioactivity. 
The intermediate heat-transfer fluid 


temperature above IOOOF could 
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THESE THINGS 
MIGHT RESTRICT USE 
OF ATOMIC ENERGY 


1. Ineffectiveness of large 
r 
piles using normal U-235 econ- 
centration 


2. High cost of concentrated 
U-235 for smaller, more effec- 
tive piles 

3. Danger from radioactivity 

4. Weight and cost of shie!d- 
ing against radiation , 


5. Explosion hazard 


6. Possible short supply of 
uranium 


7. Governmental restriction 
on atomic-energy materials 











tions of hot air, steam and hot water 
to process and space heating. This em- 
phasis is justified by the often over- 
looked fact that such applications of 
heat have many times the total energy 
value of all the electricity generated in 
the United States for all purposes. 

There has been much popular spec- 
ulation regarding the type of engines 
required for atomic-power generation. 
The answer is simple. Present engines, 
steam turbines and gas turbines can 
be used with little or no change. This, 
of course, does not rule out the pos- 
sible discovery of specialized engines 
for atomic power, or even direct pro- 
duction of electricity from atomic 
energy. 

In the long run the implications of 
atomic power are staggering for both 
war and peace. However, popular writ- 
ers on the subject have undoubtedly 
created unreasonable hopes in the 
minds of readers — for example, the 
expectation that in two or three years 
the Detroit builders will market cars 
with built-in “lifetime” slugs of U-235 
and “‘fist-sized” engines. 

Yet it seems fairly safe to predict 
that atomic energy will find some com- 
mercial applications within the next 
five or ten years, first, probably, as a 
premium fuel like aviation gasoline, 
worth a fancy price for specialized ap- 
plications where low weight or some 
other characteristic is important. 

As the cost of concentrating U-235 
is reduced and application efficiencies 
improved, atomic energy may compete 
with cheaper fuels, perhaps ultimately 
with coal. 


Important non-power applications of 
atomic energy may well include the 
ultra-high-temperature processing and 
fabricating of materials — also, modern 
“alchemy”: building and rebuilding 
atoms to create new elements and to 
produce old elements at lower costs. 

Radioactivity obtained directly or 
indirectly from artificial atom-splitting 
should find many important medical 
and industrial applications. 

Turning back to ordinary power ap- 
plications, we must avoid the tempta- 
Lion to overstress the economic impor- 
tance of lower-cost power fuel. Fuel 
cost is only about 17% of the gross 
receipts of the electric utilities. Here’s 
another way to put it: If, after allow- 
ing for transmission losses, one kilo- 
watt-hour delivered to the consumer 
from modern plants represents a coal 
consumption of 1.5 lb., and if the coal 
costs $5.00 per ton cancellation of the 
coal bill could not save more than %s 
of a cent per killowatt-hour. And 


atomic fuel will certainly not be free. 

Performance of the atomic bomb is 
a monument to the scientists who un- 
locked the secrets of the atom and sug- 
gested the basic technique of making 
plutonium and concentrating U-235. 

From there on, the job was at least 
50% engineering. The various big 
plants of the Manhattan Project are 
vast assemblages of pipes, tanks, boil- 
ers, valves, instruments and controls, 
installed and operated by engineers, 
largely designed by engineers.. From 
now on, the speed with which atomic 
power becomes practical will depend 
on the effectiveness of the engineer- 
scientist team. 

It is possible, of course, that na- 
tional controls may completely upset 
the entire technical and economic pat- 
tern of this discussion. For reasons of 
national security the government may 
decide to control or restrict atomic- 
power materials, plants and opera- 
tions in ways not yet determined. 





Common fuel 


U-235 COULD COMPETE AT THESE PRICES 
other things being equal 


Assumed prices 


Comparable prices for 
Uranium 235, dollars per 
pound (nearest thousand) 





(13,000 B.t.u.) 


FUEL OIL 
(150,000 B.t.u. gal.) 


CITY GAS 
(500 B.+t.u.) 


NATURAL GAS 


COAL $6 per ton $9,000 
$12 per ton 
$15 per ton 


2¢ per gal. 
4¢ per gal. 
8¢ per gal. 


50¢ per 1000 cu. ft. 
$1 per 1000 cu. ft. 


$18,000 
$23,000 


$5,000 
$10,000 
$20,000 


$39,000 
$78,000 





(1000 B.t.u.) 


GASOLINE 
(150,000 B.t.u. gal.) 


25¢ per 1000 cu. ft. 
50¢ per 1000 cu. ft. 
$1 per 1000 cu. ft. 


10¢ per gal. 
20¢ per gal. 
30¢ per gal. 


BUT 


$10,000 
$20,000 
$40,000 


$26,000 
$52,000 
$78,000 


Note that “other things” are never equal. U-235 in normal uranium 
form is by far the cheapest, but involves use of excessively large and 
inefficient “piles.” The unit cost of the U-235 in enriched mixtures 
increases with the degree of enrichment. Over-all cost comparisons 
can be made only for a specified concentration of U-235 and for ap- 
paratus suitable for that particular concentration. Possible explosion 
danger and need to protect personnel against radiation are other 
important considerations, 
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Don McNeill» Breakfast Club 
i Poe | 
PHILCO 


Refrigerators and Freezers 








= 


.--to his millions of loyal listeners ! 


Yes, beginning September 3rd, a great salesman goes every morning in the week from Monday through 
to work for Philco dealers all over America. It’s Don Friday, over the full American (Blue) Network, 
McNeill, the favorite of millions of early morning = Coast to Coast, they will be selling the great new 
radio listeners, and his Breakfast Club with Nancy Philco Refrigerators and sensational Philco Freezers 
Martin, Jack Owens, Marion Mann, Sam and to their highly receptive listening audience from 
Aunt Fanny. Coast to coast. 

It's a scoop for Philco and Philco dealers! The 
Breakfast Club has the largest and most loyal follow- 


ing of any breakfast program on the air. And now means in sales to have a popular radio favorite selling 
Philco merchandise over the air. And when Don 


McNeill and his group of merrymakers start beating 
the drums for Philco Refrigerators and Freezers, you 
can depend upon it—there’ll be ACTION on 
Philco dealers’ floors! 


Philco dealers know from past experience what it 


Yes... we're getting ready for the 
Greater PHILCO of Tomorrow ! 


This is the first advance step in the vastly enlarged 
program of promotion which will back Philco dealers 

SS > in refrigeration. It is a hint of the great things that 
| are to come in merchandising and advertising which 
will make Philco the most profitable and most 


valuable dealer franchise in tbe appliance field. 
The Breakfast Club Cast in Action 
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A Warning to Dealers on 


PRICE CUTTING AND} 


A thorough knowledge of operating 
costs is essential to successful retail 
operation, W. A. Ritt of Minneapolis ei 
points out... An actual. 12-year rec- z ie: ug 
ord of a retail business compared to | i oad 
a post-war 3-year operating budget ~ e @ here 


capit 
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a se - $5,00 

ae Sry x se alway 

By TOM F. BLACKBURN ws i © per 1 

a i. om that ; 

vey ( 

a8 Assoc 

ea about 

ACTUAL FIGURES OF AN ELECTRIC APPLIANCE ' % Agait 

& SERVICE OPERATION $12,01 

Averages for 12 Year Period 1929-1940 cad 

inves 

Annual % of % of Range: : $6,006 

Ave. 12 Gross Bus. Net Mdse. Min. to , “J 

Business Volume Years Volume Volume Maximum many 

Gross annual volume $40,183 ($40,183) ($35,058) $24-55,000 $30,0( 

Income from labor . .. 5,025 12.2 3.5-9,000 capita 

Net merchandise sales... 35,058 20-47,000 averat 

4,844 3- 9,000 W. A. RITT establi 

Gross gain onlabor.... 181 . x ; Secretary-Manager, $50.00 
Cost of merchandise _ . 24,435 North Central Electrical Industries, pas é 

Gross margin (30.3%) ..... 10,623 Minneapolis, Minn. ip. 

ess € 


Overhead Expense s (hundreds) servic: 


Bookkeeping and sales 1,876 $ 7-28 pher, 


Management (Owner's) 2,031 ; / 11-25 : : manag 
a aah heat 930 6-10 year records was given to mem- phonographs and miscellaneous sy of the 


Light, power, telephone 293 2. 4 bers of the appliance dealers plies. That would not make a veri 4... 
Taxes on mdse. and equip. 248 2-4 group of Chicago Electric Association good showing in Chicago or anywhewil a4. 
Auto and truck expense 483 3-10 recently by William A. Ritt, who else. and ms 
Freight, expressanddrayage 521 : operates an appliance store at St. “Now, how much business can Om invect, 
Insurance 378 - Peter, Minn., and who is secretary- man do with a $5,000 investment relies 

Advertising 960 manager of the North Central Electri- The National Retail Hardware Assi nap 
Office supplies — postage e . hey aati’ of ee lakes 
. 2 cal Industries. ciation Survey ior 1943 shows a rangi ; : 
magne en bus. equip. « 7” The idea was to show that it is safe of $10,400 to $14,900 annual sales p: —— 
Interest on borrowed capital : : : , lier ; ‘ 3 oy - “c a Ness | 
Bod debts : 200 : for dealers to. count on only 331/3 employee. But that includes a lot owner 
Depreciation on equipment 284 : margin (hot shot items are unusually little stuff. Let’s say one man CaM ang yn, 
Association dues—licenses 180 ‘ , lower) than to expect a 40 percent run a business with all of its deta would 
Payroll taxes (4 years avg.) 261 . mark-up. and still sell $15,000 worth of appl work— 
That there is little velvet for price ances a year. That would be abodi veg.4 

es | re cutting and loose trade-in policies. pie eee apm kg Sage 
: : 5 year. 

Less net gain on labor 2 181 , ‘ Invested Capital will be many similar unit sales : “Tet 
co a tee 9,378 i ; Mr. Ritt went on to expound his drag the average down. I doubt if O° ures j,, 
philosophy : man could run even this size of bus percent 
“Most figures I have seen indicate ness, take care of the books, atteM™ay ing 
Owners Average Investment for period . that it takes about $5,000 of invested the deliveries and buying and colleGi§ nec. ;, 
Borrowed capital (carrying contracts)...... 12,000.00 capital to provide employment for one tions, etc. So, maybe mamma oF SiH Such 
32,000.00 person. The lowest figuté I have seen ter is going to help in the stor@Min f,,.. 
Distribution of Investment for the retail appligiffe business is Should she work for nothing? Not #@ wi) 2; 
iiediin avetage laventery .. 14,000.00 $3,500. Allowing a minimum of $1,000 this day or age. So, the o erheall show « 
Fixtures & Equipment (original cost) 4,500.00 ' for furniture fixtures, store and busi- starts, or else domestic relation teally ; 
Aessuate Gnd contracts... _. . 12,000,00 ness equipment, that would leave to deteriorate. have 
Avg. surplus and balances .. .. 1,500.00 $2,500 for stock, working capital and “Well, we are not yet ready for this 
accounts receivable, if any. I think about overhead. But let’s thin ness | 
you will agree that working capital how rich a one-man operator | basis «| 
ought to cover at least a full month’s to get out of a $15,000 annual be exce 
quota of salaries, rent and expenses, which produces approximately @ 3°"Himust ,, 
or at least $500 in a small business. gross margin, or at the bes’ fora 1 
So you would have perhaps $2,000 $2,500 net—for salary and indiffe r 
for a stock of refrigerators, freezers, Would you work that hard fo: Mictur-. 
ranges, washers, ironers, vacuum one else for that money and ri-« Y ¢ hay 





LOOK over a dealer’s twelve cleaners, small appliances, radio 


Capital Structure, etc. 


32,000.00 


Average number of employees Six 
Average annual net profit on sales — 3.2% 
(Range 15% loss to 9% gain) « 


Avg. Invesiment per employee — $5,333. 
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capital or savings too? 
Sales Volume Investment 


“So, we must conclude it takes more 
than a one-man operation to make 
any real money in this business, and 
here the fun begins. Capital require- 
ments add up at the same rate, about 
$5,000 per man, but the sales don’t 
always increase at the rate of $15,000 
per man. The average salesman is not 
that good. Incidentally, the 1944 sur- 
vey of the National Retail Hardware 
Association shows an investment of 
about $4,900 per $10,000 sales volume. 
Against an average sales volume of 
$12,000 per employee, according to 
their figures, we again find a capital 
investment which closely approaches 
$6,000 per employee. 

“Check it up yourself and see how 
many two-employee establishments do 
$30,000 a year volume, and what their 
capital investment amounts to. The 
average business volume of all retail 
establishments in the U. S. is under 
$50,000. I believe you will find the 
average $50,000 a year appliance busi- 
ness employs at least two salesmen, a 
service man, a_ bookkeeper-stenogra- 
pher, besides the owner or general 


, radios manager, And believe it or not, many 
cous SUPE of the owners or general managers 
ce a VTE draw little, if any more—sometimes 
anywherlil not as much, as the head salesman, 
and without figuring interest on their 
Ss Can Ol investment. Maybe there is a good 
ivestmentall reason why the income tax department 
are Assi makes individuals and partners turn 
vs a Ta0S@ in their total withdrawals as busi- 
1 sales P@ME ness profits. But why should the 
es a lot owner or partners run the business 
man i and not draw at least as much as they 
its detail would pay someone else to do the same 
. apP"S work—plus a reasonable return on in- 
d be abot 


vested capital ? 
r $100 eac e 


But the Actual 12-Year Figures 
it sales , “Let’s consider an actual set of fig- 
doubt 1 O°" ures in nearest even dollars and simple 
ize of bus percentages taken from the records of 
oks, atte" an individual appliance dealer’s busi- 
and colle 


hess for a 12-year period, 1929-1940. 
Such records are extremely valuable 
in forecasting future operations as I 
will attempt to show. later. We should 
show every year’s individual figures to 
teally analyze the trend, but we will 
have all we can digest—and more— 
lor this one session. Long-range busi- 
Ness planning cannot be done on the 
sis of one or two years, which might 
be exceptionally good or very bad. We 
Must consider the record or prospects 
fora number of years—good, bad or 
indifferent—to really get an over-all 
Picture. So here in this set of figures 
have a 12-year record to shoot at. 
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“This is decidedly an average busi- 
ness in many respects, certainly as to 
gross volume amounting to an average 
of $40,183, or $35,058 eliminating in- 
come from labor services. This opera- 
tor chooses to regard labor costs as 
only incidental to the sale of merchan- 
dise. While some sidelines are being 
carried, better than 65 percent of the 
total volume is in electrical appliances, 
radios, lamps, fixtures and supplies. 
Certainly a service setup of some kind 
is necessary in any appliance dealer’s 
business, and it is a life preserver in 
bad times as well as in time of war. 
In ordinary times, especially in the 
competitive market of the future, serv- 
ice can and should be one of the ap- 
pliance dealer’s greatest assets. In this 
case we are now considering, the in- 
come from labor services is set against 
the raw cost of labor—the direct pay- 
roll, and all payroll taxes and other 
related service expenses are included 
in the various items of overhead cost. 
The slight margin of labor income over 
labor cost goes to reduce overhead; in 
this case by an average of five-tenths 
of 1 percent, an almost insignificant 
amount. On the other hand, the em- 
ployees whose wages are charged 
against labor cost do some selling and 
perform many services incidental to 
unpacking, delivering and guarantee 
servicing. If there was a loss on labor 
income it would seem to be a legitimate 
addition to general overhead or selling 
costs. More complete accounting of 
these costs—a separation of service in- 
come producing and selling functions 
would be desirable, although it would 
not change the net results. 


Annual Gross Volume 


“During the four wartime years— 
1941-1944, average annual gross vol- 
ume of the business I describe was 
$53,416; labor income over $11,000 
against less than $10,000 cost of labor, 
overhead was kept down to less than 28 
percent and net profits increased to 
nearly 7 percent. 

“If you can get a copy of Dun & 
Bradstreet’s 1940 Retailers Operating 
Cost Survey for Electric and Gas 
Household Appliance Stores, you will 
find that out of 391 retailers report- 
ing an average volume of $24,400 sales 
for 1939, 40 percent reported losses 
averaging 5.5 percent with 60 percent 
reporting an average profit of 7 per- 
cent. The unprofitable operators 
showed an average overhead expense 
of 37.4 percent on sales and profitable 
operators had kept their overhead 
down to 30.4 percent. Five percent 
out of the 7 percent excess overhead 
cost for unprofitable operators showed 
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LOOSE *TRADE-IN POLICY 


up as salaries and wages. 
Salesmen’s Compensation 


“This brings up the question of com- 
pensation for salesmen. It will take 
more than 10 percent commission to 
attract and hold good salesmen. You 
may be able to pay 15 percent if you 
can keep your average selling cost 
down below 10 percent but beware of 
the 50-50 split om gross margins and 
some of the other deals which have 
wrecked many a good dealer. But 
that’s another subject which some 






discuss 


competent authority should 
with you on another occasion, For the 
present, just remember that $15,000 per 
year is a good average sales figure per 
retail salesman, so you should count 
on four sales people, or three besides 
the owner, to do a $60,000 annual 
volume, if we use that figure as an 
Then will still need 
a bookkeeper, a service man or two, 
and a general handyman. That’s why 
I put sales quotas into this discussion 
of cost of doing business. You must 


example. you 


(Continued on page 92) 


POSTWAR SALES QUOTA & OPERATING BUDGET 


Average for first 3 postwar years 

















Business Volume, etc. 


Gross annual volume . 

Labor service income 

Net sales of merchandise 
Est. average margin on sales 
Labor service cost 

Labor service margin 

Total gross margin 


One Dealer's Estimate 
% of Net 


Quota Mdse. Sales. 


$75,000.00 
12,000 
63,000 
21,000 
10,800 
1,200 


Overhead — Cost of Doing Business 


















































Sales expense and office salaries 
Management (owner's salary) 
Rent and heat 

Light, power and telephone 
Taxes 

Auto and truck expense 
Freight, express, drayage 
Insurance 

Advertising 

Office supplies 

Repairs 

Interest 

Bad debts 

Depreciation 

Association dues, licenses 
Payroll taxes 


Gross margin (21,000 plus 1,200) . 


Net margin 


Plus interest and discount earnings 


Net business earnings 


Capital investment 


Merchandise inventory 
Fixtures, trucks -—- equipment 
Accounts ond notes receivable 
Working capital 






















Employees: 
2 Salesmen 
1 Bookkeeper 
1 Manager 
5 Service mechanics 
1 


Delivery & porter 


5,670.00 
3,150 
1,890 
500 
380 
1,260 
945 
630 
1,575 
500 
190 
315 
315 
500 
315 
690 


nN — — NH 
“w 


—“WeuUuw ou 


18,825.00 


22,200.00 
3,375 
950 
4,325 


20,000.00 
6,000 

15,000 
4,000 


$45,000 


10—Investment per employee—$4,500.00 
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First floor plan of the revamped Davidson store. 
Note space for "roll-up" kitchen or electric laundry. 


N the August issue I presented the 
front elevations of my building 
as it will be when post-war im- 


provements are 
scribed the display room arrangement 


completed and_ de- 
and lighting. In this ‘ssue, I present 
the first and second fioor plans, my 
Roll-Up Demonstration Kitchen and 
part of my plan of operation. 

Let me hasten to state that this is far 
from an orthodox plan. Much of it 
is new and untried. I think it will 
produce satisfactory results, but I am 
prepared to make changes if necessary. 
Some parts of the plan are dependent 
upon others. Eliminate one part and 
another part becomes a burden instead 
of an asset. On the other hand, I be- 
lieve, every dealer, large and small, 
can use the Roll-Up idea to advantage. 


Background of Pian 


My post-war plan, less the building, 
Roll-Up Kitchen, maid training pro- 
gram and other details was presented 
in the October 1944 issue of ELectri- 
CAL MERCHANDISING. In case you 
didn’t read that article and to refresh 
your memory, if you did, I will very 
briefly review the essential parts. 

After making over 300 house to 
house surveys I reached the conclusion 
that manufacturers, distributors and 
particularly dealers had failed badly 
on instructing their customers how 
to properly use and care for major 
appliances. That in the case of ranges, 
washers, all major automatic appli- 
ances and even refrigerators, it was 
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impossible to teach the customers all 
there was to know about the appliance 
in one demonstration and that no at- 
tempt had been made to teach the 
housewife how to synchronize her 
work. Test cases convinced me that 
where this was done the customers be- 
came confirmed boosters of my com- 
pany and the products I sold. 

Post-war I expect to teach my sales- 
men everything there is to know about 
each appliance. For example, they will 
be taught to repair an electric range 
and how to cook. This will require ex- 
tensive training facilities, but when the 
job is done I will have sales-technic- 
ians, not just sales men. Moreover, | 
plan to use these facilities in many 
ways. 

Now for the second floor plan which 
houses most of these facilities which, 
in turn, will lead up to the Roll-Up 
Kitchen. The entire plan revolves 
around the Demonstration Room and 
Demonstration Stage. This is actually 
a small theater-restaurant. Fifty people 
can be seated at dining tables with 
everyone facing the stage. The stage 
will have a front curtain, electrically 
operated modern picture screen, all the 
major appliances necessary to the all 
electric kitchen and side curtains 
which, when used, will hide these appli- 
ances. 

The appliances are not arranged 
like any kitchen for a definite purpose. 
On one side you will find a refriger- 
ator, work top home freezer and range. 
In the back an electric sink with dish- 


OLL-UP 
Demonstration 
1tcCnee 


A unique post-war display idea which makes it pos- 
sible to tailor-make a prospect's kitchen or home laundry 
in the dealer's store for the sale of ensemble equipment. 
... Second in a series on one dealer's modernization 


By C. M. DAVIDSON 


Davidson & Co., Miami, Fla. 


washer. On the other side an auto- 
matic clothes washer, automatic clothes 
dryer and ironer. All of these are 
permanently connected and in actual 
operation at all times. 


Complete Dinner Prepared 


Lets say a salesman sells an electric 
range. He will make a thorough dem- 
onstration at the time of the sale with 
the customer actually operating the 
range on the stage. When the range 
is delivered and hooked up he goes to 
the home and repeats the demonstra- 
tion. About a week later the husband 
and wife will be invited to our family 
party in the theater-restaurant. Here, 
by means of a skit, they will see a com- 
plete dinner prepared in one hour on 
the stage. Duplicates of this dinner 
will be prepared in the large kitchen to 
the left of the theater or demonstration 
room. This dinner will be served to 
everyone attending the family party. 
Thus, in addition to having the third 
demonstration of the appliance they 
have purchased they will see the ad- 
vantages of the all electric kitchen and 
particularly the advantages of frozen 
foods. Without frozen foods the whole 
idea would flop. Then, while the din- 
ner is being served I will show techni- 
colored films further demonstrating 
the appliance. 

I believe that our customers will then 
know how to get 100 percent satisfac- 
tion out of their appliances, but if they 
don’t understand them thoroughly they 
may come back at any time for private 
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demonstration. I believe that this wil 
eliminate most free service calls for 
have found that 95 percent of ther 
originated from overselling or lack 0 
proper operational instructions. 
While attending our family part 
our customers will be invited to joi 
our Booster Club. If they send us 
prospect for a major appliance whic 


we sell they are then invited to : 


Booster Club party. At this party 
will furnish a good dinner and th 
sales-technicians will give the custome 
a gift in the form of one piece of 

good utensil set or similar item. W 
will also show cartoons and other sho 
films. The Booster Club parties wi 
be all entertainment. No demonstré 
tions or sales talks. The only demos 
stration will be the frozen foods ' 
will serve. Our customers will be it 
vited to attend these Booster parties 

often as they can send us prospect 
which we sell. 


Educate Salesmen, Too 


Once or twice each week we Wi 
use this theater-restaurant in more ° 
less the same manner to educate 0! 
sales-technicians. In this case 
films shown will be on training, ser’ 
icing and selling. Training films w' 
be repeated from time to time ut 
every one is thoroughly familiar w” 
them. Not just shown once anc thé 
mostly forgotten. 

I will also use the theater-restaur# 
to entertain architects, contractors 2! 
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"Two walls of the Roll-Up Kitchen are permanent. The other two walls are adjustable so that they may be contracted or 





























expanded in two directions. We diagram the customer's kitchen, with dimensions and then transfer these dimensions to the 


tuled-off floor of the Roll-Up Kitchen 


others in order to acquaint them with 
our Roll-Up Kitchen and other serv- 
ice which will be at their disposal. 
I am one of those who dislikes the 
idea of one or two or even five model 
kitchens. Next to sleeping, the aver- 
age woman spends most of her time in 
the kitchen. I don’t believe they want 
kitchens exactly alike any more than 
they want clothes or hats exactly alike. 
However, there are many who do not 
agree with this theory. But this is the 
reason my stage kitchen does not look 
like any kitchen. I want to sell the 
overall idea of the all electric kitchen— 
not a set kitchen plan. I want my 
customers to imagine those appliances 
in their own kitchen, arranged to suit 
their individual ideas. I want it to be 
their kitchen,—not my kitchen. Then 
I can bring their dream kitchen into 
actual reality in the Roll-Up Kitchen. 
The Roll-Up Kitchen is nothing more 
or less than one corner of any display 
room. Two walls are the permanent 
walls. The other two walls are ad- 
justable so they may be contracted or 
expanded in two directions. The 
frame work is pipe. The top horizon- 
tal pipes telescope. The walls are 
heavy drapes which match the perma- 
nent walls in color and texture. The 
floor is marked off in one foot squares 
The rollers are small triangular steel 
frames with three swell ballbearing 
rollers firmly attached to the bottom 
of each frame and a clamp on the top 
which fastens to the bottom corners 
of each appliance. Attach four rollers 
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to any appliance or base cabinet and it 
is ready to roll into the kitchen. 


Kitchen Follows Diagram 


Mr. and Mrs. Jones come to look at 
a range and refrigerator. We say that 
it is important to place these appliances 
in the kitchen so that they can eventu- 
ally install a complete electric kitchen 
without making a lot of expensive al- 
terations. So we diagram their kitchen 
on a specially prepared pad noting 
dimensions, location of windows, doors, 
etc. Then we transfer these dimen- 
sions to the similarly ruled off 
floor of the Roll-Up Kitchen. Close in 
the walls. Open the curtains for doors 
and roll in a complete kitchen including 
base cabinets. Then Mrs. Jones can 
walk in and actually get the “feel” of 
her kitchen. How many steps from 
here to there. How it will work. If 
she would like to see the appliances 
arranged on different walls the change 
is easily and quickly made. When she 
is satisfied with the arrangement we 
complete the picture by hanging 
dummy wall cabinets which will be 
made from a light material such as 
magnesium so they may be easily and 
quickly installed. Then Mrs. Jones has 
her own individual model kitchen just 
as though we had carted all this equip- 
ment to her own home and actually 
placed it in the kitchen for inspection. 

Mrs. Jones only buys a range and 
refrigerator. We didn’t attempt to 
sell her anything more. She had no 
idea of buying anything more—even in 
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the future. But, when the range and 
refrigerator are installed in her own 
home they look pretty lonesome for she 
has designed, seen and gotten the “feel” 
of her own model kitchen. I don’t think 
she will ever be satisfied until she 
gets it and she can accumulate it a 
piece at a time over a period of years 
knowing that every appliances or 
cabinet will fit and just what it will 
look like when it is completed. I be- 
lieve most all electric kitchens will be 
purchased piece-meal. I believe this 
will help to sell them. 


Architect-Bullder Use 


Now lets take Mr. A, the architect. 
He is designing a home for Mr. and 
Mrs. Smith. Few persons can visu- 
alize what a kitchen is going to look 
like from a blue print. More often the 
kitchen Mrs. Smith has in mind and 
the actual kitchen fail to match and 
there is dissatisfaction. Knowing this, 
Mr. A suggests that he and Mrs. Smith 
take their drawings to Davidson and 
Company where he can show her 
almost exactly how her kitchen will 
look, work and “feel”. If she isn’t 
satisfied its easy to make changes then 
and at that time they don’t cost money. 

Mr. B is a builder. He is going to 
build ten homes. The exteriors are 
somewhat different, but the floor plans 
are all alike. He wants each kitchen 
to took different although it contains 
the same appliances. We help him 
design one kitchen which will take ten 
different appliance arrangements. If 


. » + Then Mrs. Jones can walk in and get the feel of her modernized kitchen.” 


the house is sold when it is only parti- 
ally completed, as most of them will be 
for several years to come because of 
the excessive demand, he can bring the 
customer in to the Roll-Up Kitchen 
and show her just how it will look. 

You can do just as little or just as 
much with this idea as you like. I 
believe that just using the appliances 
and base cabinets will satisfy most 
people. But you can go to the other 
extreme and use dummy windows over 
the sinks, drapes on the windows and 
knick-knacks on the shelves. Start 
the sale of a kitchen appliance in this 
manner and I doubt that a competitor 
will ever be able to horn in on a future 
sale. His appliance just wont fit. 

Personally, I am going a bit further 
for I am a great believer in the com- 
bination kitchen and laundry with the 
laundry equipment concealed so that 
the laundry is used as a breakfast nook, 
snack bar, or other purpose. This is 
the so-called “living kitchen” recently 
featured in Life magazine. I men- 
tioned that I was sold on this idea in 
my article in the March issue of 
ELECTRICAL MERCHANDISING. Conse- 
quently, I am providing a Roll-Up 
Kitchen and Laundry. 

This, I believe, covers the Roll-Up 
Kitchen, but it is only part of my 
overall postwar selling plan. The 
family party and Booster Club party 
ideas may sound a bit screwy until 
you read “A Maid Training Program 
Will Sell Appliances” in a subsequent 
issue of ELECTRICAL MERCHANDISING. 
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What the lurRME . 


VANTS 


The purchasing plans for two farms — one a 
large general farm, the other a small semi-sub- 
sistence farm — What electrical household ap- 
pliances and work equipment these farmers 


will buy and when they will buy these products 
































This large general farm in New Jersey, which had an investment in prewar of approximately $6,500 in electrical appliances 
and work equipment, definitely wants immediately another $500 worth of appliances and equipment, at the very minimum 
estimate, on which the farmer has sold himself during the war years when these products were difficult to obtain. 


INANCIALLY speaking, the 
fa hange is sitting 
pretty i rie ition farm bal 


ance sheet shows 


his gross income currently the highest 
on record, his net income the like of 
which he never had before, and his 
accumulated spendable surplus the 
greatest in histo These facts ear 


Whi la ided busine en in 
the ) t m’t d int the t 
n vrapped up i 
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his peak mortgage 
debt of 1923 vintage now cut in half, 


the farm market, they know the 
equally hard-headed farmer won’t turn 
overnight into any rampant spend- 
thrift with his hard earned dough, no 
matter how much of it he has salted 
away in the bank. They know a big 
chunk of the farm dollar will go into 
new building construction and another 
big cut of it will be passed out for new 
tractors and other similar equipment. 
They also know that many a farmer 
will install some inside plumbing to 
replace an antiquated outhouse before 
he progresses any further along the 
ippliance road than his initial pur- 


chase of an electric water pump. 
These dealers know they must compete 
with plenty of other keen business in- 
terests before they clinch their full 
share of that farm dollar. 


We Make a Survey 


To learn what appliances some typi- 
cal farmers plan to buy in the immedi- 
ate post-war era, ELecTRICAL MERCH- 
ANDISING recently toured a number of 
farms in New Jersey. First we visited 
some large farms, all annual consum- 
ers of more than 20,000 kw-hrs. Next, 
we called at smaller farms, mostly of 


Loads of hay speedily zoom up into the barn— 
provided several farm hands are not occupied 
elsewhere when the hay truck arrives. 


the subsistence type except for one 
paying crop of very modest propor- 
tions. All owners were asked the same 
general questions. One farm in each 
group, fairly representative of others 
in its class, then was selected for 
further probing for these reports and 
pictures. 

After we listed the electrical appli- 
ances and work equipment these two 
farmers already were using, noting 
where they bought these things and 
how much they paid for them, as re- 
ported in our August issue, we then 
quizzed both regarding their buying 
intentions for post-war. We learned 
exactly what electrical products the 
each planned to purchase, their per- 
sonal reasons for their decisions to pur- 
chase these particular things, what 
definite steps they already have taken 
to obtain these products, and when 
they intend to purchase the balance. 


Big Brook Farm 

Here’s a brief refresher on the set 
up of the larger farm. Big Brook 
Farm: 611 acres fenced, with 366 acres 
under cultivation; top money crop 
potatoes; next is fruit; No. 3 crop is 
milk, from 33 cows; head farmer 
C. S. Conover, six of family living in 
10-room home; herdsman and family 
in four-room cottage; five farm work- 
ers living in another house, eight 
rooms, on farm; modest cold storage 
plant on property holds farm’s products 
for wintertime distribution; farm’ 
total electrical 


Ss 


investment app! 
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This tractor, pulling on rope at opposite end of barn, supplies ample lifting 
power — but tractor and driver were in distant field cultivating potatoes when 
interrupted for this work. The farmer now wants an electric hoist. 


rately $6,500 and 1944 current con- 
sumption was 57,440 kw.-hrs. 

Now, the new electrical appliances 
und work equipment, listed by 
products : 


Insecticide sprayer. Standing or- 
ler, placed months ago, is as yet un- 
filled. In summer and fall, herd is 
sprayed four times daily in the cow 
barn, both early morning and late 
afternoon before milking and then 
gain immediately after milking, be- 
lore turning cows into pasture. Chore 
now takes herdsman about 14 hours 
laily, Conover says, and there still 
emains lots more spraying to do in 
the milk room, the wash room, on 
young stock in stalls, and around barn 
generally. He estimates sprayer will 
save herdsman a minimum of an hour 
laily throughout five-month period. 
\greeing, the herdsman adds this ap- 
pliance will do better job and cows 
vill be more contented. What herds- 
man ultimately hopes to see installed 
$ an automatic, electronically-control- 
led sprayer at barn entrance which 
sprays all cows in passing, plus an 
nstallation with outlets above every 
Ww in barn operated at switch con- 
trol, and electrified screening. 

Water heater. Conover now asking 
lealers for price and delivery date on 
small unit. This will go into dairy, 
lor scalding milking machines and 
ther utensils, replacing present unsat- 
slactory pot stove in which fire now is 
milt each morning and held through- 





This is the second of two articles. The first detailed the appliances 
and equipment these same farmers already were using, where 
they bought these products and how much they paid for them. 

























Fed up with lugging heavy pails of water from sink to range 
whenever their cranky pot stove goes out, the farmer's wife 
also wants an automatic electric water heater for the home. 
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By LANSDELL ANDERSON 





Spraying 33 cows four times daily with a 25-cent hand spray gun is a tedious job. 
The farmer, who estimates an electric sprayer will save herdsman at least 150 hours a 
year, placed a standing order for this new equipment months ago. 




















Soon due to replace this unsatisfactory pot stove supplying scald- 
ing water for washing dairy utensils is an electric water heater, 
a small size model, for which the farmer now is shopping. 
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The owner of this small semi-subsistence farm, in which at start of war he had an investment in electrical household appliances 
and outside lighting of $1,178, will spend $800 for additional equipment within next year, according to present plans on which he 
already has taken the initial steps. Current load then will be double the 1944 consumption of 2,704 kw.-hrs. 


eRe ey 
"SO 


First move planned, the installation of an electric fencer unit, now is nearing completion with the posts in place and the owner 
studying the directions for hook-up of unit which the dealer has promised to deliver within next few days. The owner es- 
timates this appliance will save his son 100 hours labor annually, thus allowing increased poultry production. 


out day. The electric water heater, 
Conover says, will not cost as much 
to operate, will save the herdsman a 
lot of time, and will provide hot water 
on tap whenever wanted instead of a 
half hour or 
case. 


so later as is now the 


Water heater. If the dairy rates a 
small unit, Mrs. Conover feels the 
home rates a large one. If it’s cheaper 
to operate than a pot stove out there, 
she says, it ought to be cheaper to 
operate in our cellar than the pot 
stove we now have. The pot stove, it 
seems, goes out every few days, in- 
variably on wash days, too. Since Mr. 
Conover has to build it and tend it, 
there is an excellent chance she will 
get her wish. Short-handed during 
war years, Conover has worked longer 
hours outside, leaving less time for 
home chores which now shape up as 
more of a nuisance than ever before. 
Next spring would be a good bet for 
the purchase of this unit. 


Hay hoist. 
next season. 
received. 


To be installed before 
Price estimate already 
Conover expects it to pay 
for itself in labor saving in two years. 
The day we snapped these pictures, 
truck came in from fields with load 
of hay, and driver then went in search 
of farmhand using tractor for rush 
cultivator work in distant potato field. 
Both returned 40 minutes later. The 
hay truck driver, the tractor, and the 
farmhand were tied up for the next 
15 minutes hoisting the load to a 
third man in the mow of the barn. 
When finished there the tractor was 
a long ways from the field in which 
it was needed. But another load of 
unbaled hay would arrive a half-hour 
later. After some discussion it was 
decided to let the tractor sit right 
there by the barn. “See what I mean,” 
Conover said, “it won’t take long for 
the hay hoist to pay for itself.” He 
also stated that within still another 
year he would like to have an elevator 


inside the barn which would put baled 
hay up in the mow. 


Sewing machine. Mrs. Conover 
knows exactly what model she wants. 
Her daughter-in-law, who lives with 
her and has a young baby, agrees 
this would be the ideal model. Cost 
slightly exceeds $100. Two dealers 
told her they didn’t expect any deliv- 
eries of this model by Christmas this 
year but Mrs. Conover is confident 
she will have one after Santa Claus 
makes the rounds in 1946. 


Ironer. Mrs. Conover speaking: 
“The only reason I didn’t buy one 
before the war was because I was 
afraid I wouldn’t be able to work it. 
But the other day at a friend’s home 
I saw her ironing a big pile of shirts 
on one. That made me mad at my- 
self. If she can operate one, I can. 
And I’m going to get one as soon as 
this war is over.” Her friend’s ironer 
cost $75. 
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No other appliances or work ¢ juip. 
ment pieces were mentioned volyp. 
tarily by anyone on the farm an 
we refrained from suggesting the pos. 
sible purchase of other specific items 
for fear of influencing their reports. 

It is reasonably safe to assume Big 
Brook Farm’s investment in electrica] 
products will be increased by approxi- 
mately $500. within 18 months fol. 
lowing the free flow of appliances and 
equipment into normal retail channels, 
This, in other words, only takes into 
account those specific products on 
which they have sold themselves with- 
out any sales pressure from the dealer 
front. Nor does it include possible 
replacements of any existing appli- 
ances or equipment—because, aside 
from one motor then in the process 
of being replaced and with the new 
one already on hand, during our visit 
they didn’t mention the acute need of 
any future replacements. 


The SMALL FARM 


RIEFLY jogging readers’ memories 
B regarding the set-up of the small 
semi-subsistence farm, reported in de- 
tail in our last issue, here’s a retake 
of the general picture. Harmony 
Farm: six acres, five of which are 
devoted to family’s subsistence. Owner, 
L. B. Andrews, commutes daily to city 
desk job, Mrs. Andrews runs the 10- 
room home, processes farm’s crop for 
canning and freezing. Two daughters 
assist generally and son produces 
roasting chickens, farm’s only paying 
crop, on sixth acre. Livestock includes 
two milkers, calf for veal, two lambs, 
four pigs, one steer and a pen of 
turkeys. Truck crops cover one acre. 
Electrical investment includes $1,026.28 
in appliances, mostly household type, 
and $151.74 for wiring around outside 
farm and through scattered poultry 
units. The current load in 1944 was 
2,704 kw.-hrs. 

Two weeks elapsed between our first 
call at Harmony Farm to check on the 
appliance history there and our follow- 
up visit to learn the family’s plans, 
electrically speaking, for the future. 
For such a little farm, big things 
seemed to be happening fast. The 
interim developments were as follows: 

Electric fencer. Son was digging 
post holes while Pop, on a day off 
from desk work, was reading direc- 
tions covering proper installation of 
the fencer unit which a nearby dealer 
had promised to deliver the following 
day. The posts, most of which already 
were in place, studded a _ two-acre 
chase, let Pop Andrews tell them: 

As for the reasons back of this pur- 
chase, let Pop Andrews tell them in 
his own words. 

“You'll probably laugh because 
you'll think I’m mentally statistic- 
happy but I can’t get away from these 
figures. Son runs this place, every- 
thing outside of the house. Besides, 
he goes to school. Well, last year he 
produced nearly 12,000 young roast- 
ers. We figured he averaged three 
hours a day on that production. That's 
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Dressed for shopping trip, it's no fun for mother when daughter only finds frigid well 
water in shower. Awaiting utility company's hook-up to three-wire service being installed, 
dealer is holding large electric water heater for delivery to this home. 


about 11 marketable chickens for every 
hour’s work. 

“Now, take our two cows. Every 
day, for about six months, he leads 
them out to pasture and stakes them 
down. We haven’t any fences here, 
as you see. Later, he leads them back 
in. Every few days, he changes stake 
positions. Well, believe it or not, 
this takes 100 hours a year. I didn’t 
believe it myself, for awhile, until I 
watched the clock on him a few times. 

“One hundred hours saved on that 
simple task means that next year he’ll 
produce 1,000 more roasters. And the 
profit on them will pay for a hell of 
a lot of electric fencers! Now, he can 
open the barn door and let the cows 
go looking for their own grass.” 

At one corner of the house, an 
electrician was busy, putting in a 
three-wire service to replace the exist- 
ing two-wire service. It developed that 
he also had quite a bit of other work 
scheduled at Harmony Farm. 


Water heater. The dealer is hold- 
ing an 80-gal. unit which will be 
delivered upon the official inspection 
OK on the wiring and the utility 
company’s final hook-up to the new 
service. The dealer already has re- 
ceived his check. Mrs. Andrews re- 
fuses to try to cope any longer with 
a pot stove which is piped into the 
large chimney for the furnace. The 
pot stove goes out whenever the chim- 
ney becomes the least bit damp. It is 
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hard enough to keep a fire going three 
days in a row when the weather is 
clear, she says, and it makes an awful 
mess in her cellar which is filled with 
home-canned foods. They use large 
quantities of hot water in this home 
and they have been assured that the 
new heater will deliver the volume at 
a price they believe very favorable, as 
compared to the upkeep on the in- 
efficient pot stove. 


Fluorescent lighting. Next step 
planned for the electrician is to wire 
the kitchen for two additional ceiling 
outlets. Simple pull chain lights will 
be used until type of fluorescent fix- 
tures desired by Mrs. Andrews become 
available. Reasons for acting on this 
situation now: present single ceiling 
fixture inadequate in large kitchen; 
one temporary extension cord light 
strung around a sweaty water pipe is 
beginning to deliver slight shocks to 
anyone turning it off. 


Baseboard outlets. Not half enough 
on second floor, Andrews says, so 
electrician may as well put in several 
more as long as he already is doing 
other work on farm. 


Outside lighting. There now are 
three outside flood lights on property, 
controlled by switch in doors, but 
none cover area behind barn. Assist- 
ing the son, the two daughters often 
check poultry units for him at night— 

(Continued on page 74) 
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Scheduled for purchase as soon as available is an electric sprayer to replace this 
hand pump which requires two people for best operation in farm's ten chicken brood- 
ing pens. New unit, this farmer says, will pay for itself within two years. 


Twice last winter, failure of this old pumping unit resulted in burning out the electric 
motor, requiring a long repair job while family and farm stock hed to be served 
directly from the well buckets. A complete new pump soon will be purchased. 


With their rental of locker space in a commercial freezer exceeding $100 a year, 
plus the freezing charges and car expense also directly involved, this family is con- 
vinced a large walk-in type home freezer will be a sound investment for them. 
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Dealer Think 


4,532 retail appliance dealers told Hot- 


Sb uy Sa wee a 


tare 


point what types of washers, ironers 
and dryers they expected to sell 
post-war and reveal a definite trend 
to the “complete electric laundry” 


SURVEY made among 19,000 

apptiance dealers indicates that 

more than 60 percent of them 
will display and sell home laundry 
equipment for out-of-basement laundry 
rooms. While most dealers indicate an 
expanded laundry equipment merchan- 
dising program including such depar- 
tures as tumbler dryer displays in 53.3 
percent of the stores, as against 16.0 
percent before the war, and 62.1 selling 
metal cabinets as against one-half that 
number previously, a reversal of the 
expansion trend is noted in 62.7 per 
cent saying that they preferred to sell 
a line of washers with a single tub 


capacity. 
Types of Dealers 


The poll is the final balloting made 
by Edisen General Electric ( Hotpoint) 


Appliance Co. in connection with its 
dealers’ home study course, “Planned 
Electrical Merchandising.” Of the 
4532 who sent in answers, 2360, or 
52.1 percent are appliance specialty 
stores; 1033, or 22.8 percent are furni- 
ture stores; 256, or 5.6 percent are de- 
partment stores, while auto supply 
stores returned 86, or 1.9 percent; 
plumbers returned 81 answers, equal 
to 1.7 percent, and there were 495 
miscellaneous answers amounting to 
10.1 percent of the total. 

In analyzing possible trends reflected 
in the survey, Fred C. Margolf, mana- 
ger of the company’s home laundry 
equipment sales division called atten- 
tion to the figure showing that 79.2 
percent of the dealers would sell auto- 
matic washers, noting that 46.6 percent 
had sold them previously. He said 
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This complete laundry display room has glass partitions 


to set it off from other merchandise. 


An automatic ironer 


is shown on the left while a table-top model is displayed 
behind the glass. On the far wall, (I. to r.) is a tumbler 
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wR NEXT LAUNDRY _ 


er. 





ounter 


‘ond baskets 











dryer, metal base cabinet, automatic washer which may ° 
interchanged in the display with a conventional type, 
an unbroken work surface over the rinsing tub and ventilate’ 
metal clothes hampers with metal wall cabinets over-het 
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that all home laundry activities would 
benefit from the interest centered upon 
this new appliance. The increased per- 
centage of dealers does not indicate a 
customer preference approaching the 
dealer percentage, he emphasized, 
pointing out that all of the dealers 
would sell conventional washers. 


“Complete Laundry” Interest 


Commenting upon the answers to 
the opinion question indicating that 
more than 60 percent of the dealers 
look for 25 percent or more of the 
laundries to be desgined for rooms 
adjacent to the kitchen and otherwise 
“out-of-basement,” he attributed much 
of this sentiment to increased inter- 
est in “complete” laundry ensembles 
of appliances. The figure showing 
that more than 60 percent of the deal- 
ets will sell metal cabinets, and more 
than 50 percent will sell tumbler 
Clothes dryers, gives a line on the 
high percentage who will design “com- 
plete” laundries, he said. 

Mr. Margolf made a special point 
of the trend toward merchandising a 
Single size tub. Dealers will be able 
to carry a complete stock of washers 
with a fraction of the inventory for- 
merly necessary. A result will be that 
they can carry an adequate display of 
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“lesser known” appliances such as 
ironers and dryers. He expressed the 
opinion that ironers have suffered be- 
cause few dealers displayed an ade- 
quate selection, and fewer  mer- 
chandised them by demonstrations that 
would show customers the usefulness 
of the machines. 


HOTPOINT SURVEY RESULTS 
In Pre-War Did You Sell: 


Based on 4,532 
Dealers 
% of 
4,532 
Dirs. 
46.6% 
53.4% 
16.0% 
35.3% 


**Yes"’ 
2,110 
2,418 

727 
1,600 


Automatic washers 
Automatic ironers 
Clothes dryers 
Metal cabinets 


In Post-War Will You Sell: 


Automatic washers 3,590 
Automatic ironers 3,440 
Clothes dryers 2,417 
Metal cabinets 2,816 


79.2% 
75.9% 
53.3% 
62.1% 


Wringer Washer 


The pre-war washing machine line offered 
a selection of tub capacities, such as 6, 7, 8 
and 9 pound. In post-war would you like 
to continue this type of line, or would you 
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prefer a line made up of fewer models, all 
with the same tub capacity, and the step-up 
features in wringer detail and outward 
design? 


Prefer models with various 1,725 
tub capacities 
Prefer models with all the 2,266 
same tub capacity 
(8 pounds) 
Prefer 5-Ib. capacity tub 2 
Prefer 6-lb. capacity tub 48 
Prefer 7-Ib. capacity tub 164 
Prefer 8-lb. capacity tub 1,277 
Prefer 9-lb. capacity tub 794 
Prefer 10-lb. capacity tub 119 


38.1% 


17.5% 
2.6% 


How About Ironers 


Rotary itoners have been on the market 
for years and are proven time and labor 
savers. While the fiatplate ironer will be 
comparatively new to most homemakers, it is 
considerably simpler to operate. Please 
tell us what ironing equipment you will sell: 

Portable rotary ironer with 1,836 40.5% 

a 22-inch roll 

Cabinet model rotary 

ironer with 26-inch roll 

Cabinet model flatplate 1,663 36.6% 

ironer 


2,843 62.7% 


Spinner Washer 


The spinner washer has been popular for 
years. It “spins’ clothes dry instead of 
having to run them through a wringer. Do 


your post-war selling plans include spinner 
washers? 


Will sell spinner washers 2,994 66.1% 


post-war 
Will not sell spinner 
washers post-war 
Would you prefer to sell from one model 
or from a line of several models? 
Preter to sell from one 2,340 
model 
Prefer to sell from several 1,078 23.8% 
models 


821 18.1% 


51.6% 


Automatic Washer 


Many women are planning a “complete 
home laundry" for postwar. Some will want 
their automatic washer permanently installed 
(plumbed in), while others will prefer a port- 
able model on casters. Which model are 
you planning to sell? 

Prefer stationary 
(plumbed-in) model 
Prefer portable model on 

casters 
Prefer both models 1,923 92.4% 


Do you think your customers will prefer 
a round or square automatic washer? The 
square machine is the same height and depth 
as the standard appliances and cabinets used 
in kitchen or laundry. Hence, a square 
washer can be “built-in” as part of a work 
surface. The round washer costs less to 
manufacture, and is lower in price. 

Will prefer square modei 1,879 41.5% 

Will prefer round model 409 _ 9.0% 

Will prefer both models 1,712 37.7% 


685 15.1% 
789 17.4% 
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Sincoff Radio & Electric Service, Port Jefferson Station, Long Island, is operated by a 
husband-and-wife business team which combines retail sales with contracting. 


Mack Sincoff, currently farming out radio repairs, is very anxious 
to rebuild his service organization with returning war veterans at 
the earliest possible time. 


INCOFF Electric Service, an 
operation combining retail sales 


with domestic contracting, based 


in a small town out on Long Island, 


N. Y., is run by a husband-and-wife 
business team. 

During the lowest dip of the late de- 
pression, Mack Sincoff became thor- 
oughly fed up with the big-city. version 
of the electrical contracting business. 
If he never wired another store, fac- 
tory, gas station, or other industrial 
building, it would be far too soon. 
Meanwhile, Mrs. S. was unhappy be- 
cause she couldn’t find enough to do in 
an apartment to keep her busy all day 
long. So Mack and his wife moved out 
to Port Jefferson Station—and that’s 
quite a jump for a city couple. 

Port Jefferson, 60 miles east of New 
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York, is half way out on the North 
Shore of Long Island. It’s a small 
town. A quarter-mile inland, near the 
railroad tracks, is Port Jefferson Sta- 
tion. It’s a smaller town, with its few 
business buildings facing on one street. 
Let Babe Ruth stand in front of the 
restaurant at one end and he probably 
could belt a baseball over the last build- 
ing down the line at the other end. 
Two chain food stores are the busiest 
spots along the street. There is no 
concentrated residential area closely 
adjoining this small business center. 

Mack first opened in a little office 
midway down the block, hung out a 
shingle “Licensed Electrical Con- 
tractor” and filled the single room with 
lighting fixtures. Mrs. S. took charge 
of the desk, the telephone, the company 
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Mrs. Sincoff, who handles store end of the business with but little assistance, demonstrate: 
major appliances with the same confidence with which she sells knicknacks. 


Family | 


books and the retail sales of fixtures. 
These duties effectively tied her down 
to the office throughout the day—“for- 
ever waiting for that call which would 
lead to a big job”—but there wasn’t 
enough action to keep her busy a 
quarter of the time even though Mack 
gradually developed his contracting 
business sufficiently to carry four elec- 
tricians regularly on the payroll. 
Furthermore, all the shoppers walking 
past the office without ever stopping 
soon got under her skin, particularly in 
summertime when city folk moved into 
their homes in the surrounding coun- 
tryside and Port Jefferson Station’s 
main street actually became crowded 
for several hours a day. 


Enter Small Appliances 


Her initial venture, the first devia- 
tion from the course originally so 
carefully plotted for the company, was 
to load the shop window with an as- 
sortment of gifts suitable for weddings, 
birthdays and other similar occasions, 
as well as with prizes for bridges and 
other parties. The retail business 
grew so fast within the next two years 
that Mack had to rent a larger store 
where she could display a stock which 
by then consisted of 1001 different 
knicknacks. Her electrical background 
prevailed, however, and it wasn’t long 
after this move before toasters, irons 
and percolators were making an excel- 
lent showing in the sales of gifts and 
prizes through the new store. 

Her next step, a still wider slant off 
the charted course, was to take on a 
complete line of appliances and radios. 
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The company became an authorized 
General Electric appliance dealer. 
Additions in the radio line included 
Zenith, RCA, Emerson and Majestic. 
Mack hired a young school girl to 
assist his wife, employed a dependable 
radio service man, and hung up his 
own overalls so he could develop more 
contracts for his busy crew of elec- 
tricians. 

During the last couple of years be- 
fore the war, Mrs. Sincoff wrapped a 
surprisingly large number of gifts and 
prizes, especially table appliances. 
She sold a creditable volume of radios 
for a territory of this limited potential 
and was just getting her teeth into 
major appliance sales when the freeze 
iced over this part of the operation for 
the duration. During the last good 
year she moved 40 refrigerators and an 
equal number of washers. 


Extends Coverage 


At the same time, Mack extended his 
contracting coverage to include a strip 
along the Sound shore about 25-miles- 
long and eight-miles-wide holding 4 
year-around population of perhaps 
10,000 persons, mostly on farms. When 
city schools are closed there is a sum- 
mer influx of approximately 15,00 
vacationists who reside in homes if 
new developments and on _ estates 
spread over this portion of Long 
Island. When the Sincoff business 
team checked the final figures in the 
books at the end of that year the part- 
ners found that her total store sales 
almost exactly equalled the gross bill- 
ings on his contracting business which 
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The record stock, displayed on a table in the middle of the sales floor, is confined solely 


to popular albums which serve nicely for gifts and prizes. 


While Mack Sincoff develops a 


thriving electrical contracting 


operation in a small town out 


on Long Island, N. Y., his wife 


conducts the retail radio and 


appliance business — with 


happy results for this family 


business team. 


IN THE ELECTRICAL BUSINESS 


they always previously had supposed 
would deliver the main share, if not 
virtually all, of the company’s income. 

“And to think we just sort of backed 
into this fine retail appliance business 
because my wife wasn’t content to take 
it easy sitting still in my first office 
here,” beams genial Mr. Sincoff. But 
Mrs. S. graciously explains that “it 
wasn’t particularly difficult to build 
this volume because Mack helped me 
over all the rough spots and it fitted in 
ideally with his contracting business.” 

The sales floor of the new store 
opened a year ago, is 24 x 50 feet. In 
the rear is an office, a kitchen, and a 
combination stock room and repair 
shop. Rental receipts from an apart- 
ment on the second floor currently off- 
set taxes on the building but in post- 
war this space may be given over to 
stock and the main sales floor extended 
to cover the entire first floor, only ex- 
cepting the kitchen. 

The complexion of the stock natur- 
ally has changed with the war. As 
appliances went out, the inventory of 
non-electrical items naturally was in- 
creased. In striving to adhere as 
closely as possible to her prewar idea 
of offering “gifts and prizes in the 
electrical fashion,” however, Mrs. 
Sincoff finds a wide assortment of 
lamps gives the store the proper air. 
Although she sells records, she con- 
fines the small selection to albums 
which are sold primarily as gifts and 
prizes rather than directly to users. 

Leading nonelectrical items include 
glassware, leather wallets and travel 
cases. Other lines featured are pic- 
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tures, knicknacks, ornaments and mir- 
rors. Lighting fixtures for ceiling 
and wall, always prominently dis- 
played, have sold well throughout the 
war and greeting cards suitable for all 
occasions have proven excellent traffic 
builders. All electrical items such as 
batteries, heaters, desk lamps, trouble 
lights, radio tubes, irons, clocks, broil- 
ers, two-burner ranges, plus whatever 
appliances they have been able to pur- 


Spread across the rear portion of the sales floor, which is 24 x 50 
feet, are fixture displays and domestic wiring stocks. 


1945 


chase, always rate due space in the 
window where several service and re- 
pair signs also are carried. 

Since Mrs. Sincoff’s sister opened a 
city store specializing in gifts some 
years ago, Mrs. S. now is in a good 
position to cite the major differences 
encountered in a retail operation of 
this kind in a small community. She 
says: 

“Trends in fashion click here about 


a year later than in the city. You 
simply can’t rush this market. My 
sister was doing a fine business in pic- 
tures more than a year ago, for in- 
stance, so I tried to introduce them out 
here but these people seemed contented 
to stick to their personal pictures of the 
family. Consequently, these nice pic- 
tures here are only beginning to move 
this summer. We have to start feed- 
(Continued on page 86) 





Despite wartime appliance shortages, 
electrical air in store front through a large assortment of lamps. 
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Servicing WEBSTER-CHICAG( 


It is found on Zenith, Stromberg-Carlson, Philco, Magnavox, 
Wells Gardner, Galvin, Packard Bell, Fried and Ansley Radios 





Tone Arm Out 
of Adjustment 


Don't monkey with a tone arm while it is playing a 
record. Yanking it around while cycling will put the 
record changer out of adjustment. 


2 This illustrates a symptom of what happens—this tone 
arm has now been set down missing the record entirely. 
It could start too far on, also. 


Aid for this trouble is easy with a Webster-Chicago 

changer. Put a screw driver in this slot and turn left 
er right, according to which way the changer is going 
wrong. 
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Trip Difficulties 


When the changer trips too soon for a change, or 

keeps repeating, this set screw offers the remedy. If it 
trips too soon, take a screwdriver and turn screw right; if 
it keeps repeating, turn left. 


There should be only so much play in the clutch; you 

can feel it by using the hands this way. Should the 
amount of play be wrong, you will find the changer keeps 
on tripping. 


Loosen two set screws on the clutch and insert an .015 
feeler gauge. Tighten up. This will give it the proper 
amount of play. 
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When tightening up play in clutch, hold the spreaders 
together with the left hand, as illustrated, and tighten 
up with the right. If you don't the “set down" will be off. 


Another thing in clutch tightening: See to it the tone 
arm is up against the rest bracket while adjusting screw. 


Curing ‘‘Slice’’ 


~ on a 


When the selecting blade gets out of adjustment, it 
causes trouble. It will either chip the record, or drop 
a couple at a time, as illustrated. 


1945—-ELECPRICAL MERCHANDISING 


ag 








RECORD CHANGER 
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HIS is one of a series of “how to" service articles on specific 

makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, |941); ranges (August, | 943); 
Maytag washers (April and September, 1942); Knapp-Monarch 
toasters (November, |942); Premier vacuum cleaners (November, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, 1943); lronrite ironers (April, 1943); General 
Electric and Hotpoint irons (April, |943); General Electric washers 
(May, 1943); refrigerators, Type CA (October, |943); Blackstone 
ironers (May, |943); wringers (September, | 943); Universal irons (May, 
1943); washers (July, 1943); percolators (October, 1943); toasters 
(November, 1943); cleaners (April, 1944); ranges (August, 1944); 





Previous Service Articles 


waffle irons (December, |944); Lovell wringers (June, 1943); Hotpoint 
ranges (June, 1943); Apex washers and ironers (July, |943); Easy 
washers and ironers (August, 1943); Chromalox electric range units 
(September, 1943); Thor washers (September, 1943); Norge refrigera- 
tors (November, |943); Bendix washers (November, |943); Gibson 
refrigerators (December, 1943); Telechron clocks (February, !944); 
Dexter washers (March and April, 1944); Motorola radios (March, 
1944); ABC washers (April, 1944); 1900 washers (May, |944); Crosley 
refrigerators (June, 1944); Automatic Laundry Queen washers (July, 
1944); Frigidaire refrigerators; Frigidaire ranges (September, |944); 
Horton ironers, washers (October, |944); Electromaster ranges (No- 
vember, 1944); Kelvinator refrigerators (February, 1945); Wilcox-Gay 
record changers (March, |945); Hamilton-Beach mixers (April, | 945); 
Sunbeam Mixmaster, (June, |945); Emerson Electric fans, (July, 1945); 
Voss washers, (August, 1945) 











readers 
tighten 
| be off. 





the tone 


Use a .060 gauge to check the distance between 1 
por the shelf and the slicing blade. If in the field, and 
you have no gauge, use a record. blame. 


If the turntable runs at the wrong speed or is noisy 
or vibrates, chances are the idler wheels are to 


Turntable Runs At Wrong Speed 





1 Clean them off; put a drop of oil on the felt washer 
in the center but be sure to keep it off the edges. 





tment, it 
, or drop 


11 Bend the slicing blade with @ tool until correct. If 
you have no tool, by putting a pair of pliers over a 
cloth you can usually do the job. 
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1 The idler wheels being rubber surfaced get slippery 
if by error they get oil on them. 


15 The man's two fingers and screwdriver point to the 
three oil holes; use a good sewing machine oil. 


(Continued on page 57) 
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top customers... 


Because Newsweek reaches the top of the market, the best and 


most prosperous customers in your community, these and other 
leading manufacturers are using its pages to lay important ground- 
work for your selling. Advertisements such as these are steadily 
building acceptance for merchandise you carry among a selected 
group of high-income home owners. Take advantage of this job 


being done in your behalf. Feature products advertised in Newsweek 
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| Servicing WEBSTER-CHICAGO RECORD CHANGER 


(Continued from page 55) 





Changer Doesn't 
Run at All 





19 But to show what goes on this picture is taken hold- 
ing up outside the parts in position; when the changer 


Tak i 
ts eyeing Gn eine Adenia tite anteeniiiaiond ake a hammer and tap the stator gently until the 


rotor is freed. 





Most common cause of changer not running at all is 
due to the fiber gear wearing and failing to mesh 
properly. To remove you first take out the spindle screws 


that hold up the spindle and gear. 


OT FI /4 SS / 





When the changer has completed cycling, the cam 
connection rod roller should release from cam groove. 
If this fails to do so the changer will continue cycling. 





24 There are three springs on the clutch; if they become 

loose, or lose their tension, the tone arm will not set 
down right. The remedy is to replace them, which is easy 
to do. They should always be inspected during a repair job. 





17 The new fiber gear going in as replacement is held 
in man's left hand; the screwdriver points to the gear 
in place. 











21 Remedy is to use a special bending tool on the cam 
until it operates properly. If you don't. have tool, 


Cam Trouble Symptom: one can be made of a rod by putting a slot in it. Clutch Pulsation 









Keeps Tripping 


sy 


Motor Trouble 









While changer is in operation the clutch should pul- 

sate approximately .010 of an inch. If there is no 

" pulsation the changer would likely trip in the middle of 

18 You actually do this repair job by reaching in with 2 Sometimes when the motor fails to start you will find record. To increase pulsation (see picture) loosen the 

@ tool arid straightening the cam this Wey. No tear that the rotor is jammed against the stator. You two nuts and turn set screws clockwise, to decrease turn 
down is necessary. should be able to see daylight between them at all times. counter-clockwise, then tighten nuts. 
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The shortest distance to dealer profits is the re-tooling and into streamlining our production 


tric Range models that are genuinely new. are new—not ‘‘made-over’’ ’42 models. 
So 
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> : ; 
take advantage of Kalamazoo’s tremendous reser- 


Kalamazoo gives you a quality line to offer at un- 





possibilities for you. We are pouring $2,500,000 into 
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OME months ago the Los Angeles 
e Bureau of Power and Light set out 

to interview the dealers of that 
ommunity to learn what sort of ‘a 
supporting program for appliance pro- 
sotion they would like to see put into 
effect by the Bureau in the postwar 
period. (ELEectrRIcAL MERCHANDIS- 
nc, June, 1945). Based on the previ- 
' . “no merchandising” 











pus program ol 
pnd the dealer cooperation policies of 
he Bureau, a questionnaire 
up which was turned over to a corps 
hf interviewers. calls 
sade on practically every dealer in the 
os Angeles area, as well as on manu- 
‘acturers and wholesalers, and answers 
were recorded covering eight major 
ubjects. Occasionally follow-up meet- 
ngs were held with groups of dealers 
o make sure their attitude was fully 
nderstood. On the basis of the re- 
plies, the Bureau has formulated its 
postwar program. 






vas drawn 






Personal were 
















Appliance Financing 





In response to a series of questions 
bn appliance financing, dealers indi- 
ated that they were in favor of some 
port of finance plan by which payments 
ould be made by the customer in con- 
ction with payment of Department 
yater and power bills. Down payments 
anging from 15 to 25 per cent were 
avored, with time contracts running 
rom 24 to 36 months (subject, of 
ourse, to such provision of Regulation 
‘W” as may continue in effect). A 
on-recourse feature is desired, with a 
probationary period of about three 
ionths. It is generally felt that con- 
racts should be simpler and expressed 
n readily understandable terms, and 
hat the granting of credit and the re- 
axing of credit regulations should be 
xpedited. 

Six subsequent meetings were held 
ith dealers on this subject to work 
but a program which will meet with 
heir desires. Here the opinion was 
xpressed by many that if the payment 
period is restricted to ‘not more than 
f4 months”, there is little advantage in 
making payments through the Depart- 
nent. [n fact, many dealers on second 
hought prefer to have bills paid at 
heir store in order to maintain closer 
ontact with the customer. It was 
urther pointed ouf"that numérous low- 
ost financing plans {vill undoubtedly 
be made available through’ private 
gencies with whom it was not desir- 
bble for the Bureau to enter into com- 
petition. Wiffi these points in mind, 
he Department has decided not to 
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What Dealers Want 


The Los Angeles Bureau of Power & Light, 
which does not merchandise, interviewed every 
dealer in its territory to find out what type 
of cooperative support it could provide deal- 


ers in post-war appliance merchandising 


reasonable and payments in connection 
with the water and power bills are not 
needed as an additional sales stimulant. 
The Bureau’s policy of non-merchan- 
dising has kept it from competition 
with dealers in the sale of electrical 
equipment and it prefers not to enter 
into competition with private finance 
agencies so long as they are handling 
the business adequately. 

Most of the dealers report that they 


have no salesmen spotted to meet their 
post-war requirements when business 
shall again become active. The aver- 
age need is three salesmen per store, 
which will amount to from 800 to 1,000 
salesmen in the Los Angeles area 
needed by the retail stores alone. 
Nearly all dealers favor a salesmen 
training course of some sort, but they 
are divided about evenly as to who can 
best conduct such a school. Fifty per 





1945 








lavor 


cent one conducted by the 
3ureau, while an equal number would 
prefer a program sponsored by manu- 
facturers and jobbers, with the city 
lending its cooperation and support. 
All of them felt that a dealer refresher 
course on “How to Operate an Elec- 
tric Merchandising would 
be a good thing. 

In response to this latter request 
the Bureau has already conducted one 
successful refresher course, consisting 
of six lessons provided by the Dis- 
tributive Education Service of the 
state and city departments. 
Over 140 electrical appliance repre- 


3usiness” 


} 1 
scnool 


sentatives enrolled, and average at- 
tendance was 85 at each of the six 
meetings. The course may be re- 


peated later or supplemented by more 
advanced lessons if it seems desirable. 
Plans are already under way to sup- 
port an industry-wide dealer-salesmen 
training school as soon as salesmen 
material is available. 


Store Modernization and Displays 


Practically every dealer interviewed 
plans to modernize and expand his 
store facilities and wishes to install 
an all-electric demonstration kitchen 
as part of the store equipment. They 
feel that these kitchen installations 
should be furnished on some coopera- 
tive basis worked out between the 
Bureau, the manufacturer or distribu- 
tor and the dealer. The majority of the 
firms are not planning to expand in the 
sense of establishing branch stores in 
other parts of town. 

In response to the expressed desire 
of the dealers to remodel and their 
request for advice, the Bureau has set 
up a “Store Layout and Lighting Ad- 
visory Service”, which offers free 
service to all retailers in the electrical 
field who contemplates building new 
stores or remodeling their old ones. 
Store layouts and exteriors are fur- 
nished, utilizing to best effect the tore 
location and space available. 


Lines of Merchandise 


Practically all dealers plan to handle 
the same lines which they carried be- 
fore the war. Of those interviewed, 
+7 per cent said they will handle house- 
exclusively, and 27 
per cent of these will be 100 per cent 
electric. The remaining 53 per cent 
will merchandise other articles, such 
as furniture, hardware, records or 
musical instruments. About 26 per 
cent indicated that they will specialize 
or feature a particular appliance, con- 
centrating efforts on washing 
machines, or refrigerators. Very few 
of the stores plan to carry one brand 


(Continued on page 82) 
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There are two ways to look at your coming refrigerator fonta 
business. ealers 
Ive, in 
vy dist 
flush of buying. par 











One way is to look only at your “immediate” sales in the first 


From that point of view, just about any refrigerator line is good tateme 


—no doubt about it! quipm 
. : ‘ nd th 
But a more farsighted view will tell you that to start your PB rospe: 


business right—and keep it right—you want the refrigerator line The 
that’s best for your business! o the 
nay be 
le mai 
nform: 
erest t 


We sincerely believe that the G-E Refrigerator line is your best 
foundation for a prosperous business — a lastingly prosperous 
business! Here’s why: 








@ The war has brought home the importance of depend- tudy | 
ability in refrigerators. The fame of the G-E “‘sealed-in. 9P'"° 
steel” unit, bagked by unprecedented advertising, is more hird 1 
widespread than ever. “A million G-E Refrigerators in se Pp 
sertiee tein years or longer” is a fact—an established fact! —— 


eck Refrigerator production plans are geared to today’s 
to the needs of your prospects. We are concen- 

texting our first production on the 7-foot de luxe model 
described at left, plus a standard 7-foot model, and a rie a 
limited number of 6-foot standard models. mfr 


@These models are most wanted today—as established FR of 
by extensive consumer surveys. In addition, our policy of yi 
concentrating our first production on fewer models means “3 of 
that there will be a greater number of G-E Refrigerators 2 
for you to sell in the coming period when demand will 
exceed supply. That means more business for you! 


@ Later, of course, G.E. will produce other models —new PR 
models with new and profitable features. Both our “im- 
mediate” models, now well along in production, and our 
later models, are G.E. all the way through. 
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A firm foundation for your business! Fee 

ood 

This 7-foot G-E de luxe refrigerator is in production now. It’s the ~~ Freez 
most saleable, profitable box you could handle! The size is right ’ Furi 
(independent surveys show the 7-foot size is most wanted today). 4 Gift 2 
The features are right: Ample storage space for frozen foods inside f ) Hards 
“Super Freezer.” Adjustable sliding shelf. Big (10.1-quart ca- Side J be 
pacity) high-humidity drawer. 550-cubic inch fresh meat com- b 
partment. And its price will be right, too—a “real-value” price ; + 
that people want to pay, but with ample margin for you! Paper 
If you're interested in establishing a prosperous, lasting refrig- _ 
erator business, then G-E is your line! Sign , 
rt 

des 
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Haat “Thar’s Gold in Them Mon- 
tana Hills” is the theme of a 
report recently issued by the 
fontana Power Company, listing all 


Healers, prewar, present and prospec- 


ive, in its territory. The report is given 
by districts and towns, with the name 
f each store given, together with a 
tatement of the types of electrical 
quipment handled in the prewar period 
nd those for which it is a possible 
prospect after the war. 

The booklet is directed particularly 
9 the manufacturer and jobber who 
nay be looking to Montana as a possi- 
le market for electrical wares, but the 
nformation provided is of general in- 
erest to all in the electrical field. The 
tudy is introduced by a brief word 
icture of Montana which, as the 
hird largest state in the Union, will 
ffer possibilities for greatly increased 
lectrical sales postwar. 


Facts About the Area 


This is primarily an agricultural 
rea, with emphasis on grains, sugar 
beets and cattle, but mining and lumb- 
ring as well as many smaller indus- 
ties add to the wealth of its residents. 
ut of almost 500,000 persons listed as 
mployable in the state, only 613 were 
lassed as unemployed in December, 
943, according to figures of the Unem- 


The Dealer Outlook in Montana 
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vants, or public employees) averaged 
an income of nearly $1,800 per home 
during 1943. 

Unlike the uncertain period after 
the last war, when there was a large 
individual indebtedness, indicated by 
the amount of bank loans on record, 
Montanans now possess bank deposits 
of more than $320,000,000, plus gov- 
ernment bonds totaling more than 
$400,000,000. The thirteen intercon- 
nected hydroelectric generating plants 
of the Montana Power Company pro- 
vide a generating capacity of 349,750 
kw., supplemented by fuel generating 
plants in the eastern section. 

Serving Montana and a portion of 
Wyoming, the Montana Power Com- 
pany reports 74,626 domestic custom- 
ers. Before the war these homes were 
served by 1,102 firms*handling elec- 
trical equipment, from lamp bulbs, to 
motors and farm appliances. The pres- 
ent listing includes 1,838 firms which 
are interested in selling electrical 
equipment after the war. Of these, 
736 have not previously been in the 
electrical field. These vary in type 
from grocery stores and meat markets, 
planning to stock lamp bulbs and small 
appliances, to automotive firms which 


look forward to handling major ap- 
pliances. An idea of the type of firm 
which is regarded as a passable outlet 
for electrical wares in this area is in- 
dicated by the accompanying table. 


Many Types of Stores 


Of the firms listed, the drug stores, 
food stores and some of the general 
merchandise stores look forward to 
handling only lamp bulbs and small 
appliances, or in some cases, lamp bulbs 
alone. On the other hand, among gen- 
eral stores, the Penny stores will carry 
a full line of equipment, including mo- 
tors and farm lines. 
cery stores or drug stores will be found 
which plan to handle major appliances 
or farm equipment as well. In fact, 
almost every possible combination is 
to be found somewhere on the list. Of 
the 1,102 firms listed as in the electri- 
cal field before the war, 416 carried 
major appliances. Practically all of 
these plan to take on some line of major 
appliances after the war. In addition, 
303 dealers who formerly carried other 
electrical lines plan to add major ap- 
pliances after the war, while 407 other 
firms which have not hitherto been in 
100) 


Occasional gro- 


(Continued on page 
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) An Independent Distributor Gives Some 















have discussed post war sales possi- 
bilities with hundreds of appliance 
dealers. All of them see large oppor- 
unities for volume sales. All of them 
ave ambitious expansion and promo- 
tion plans, so we think it is timely to 
tter a mild word of warning. If retail- 
ng of appliances becomes a boom busi- 
ess it won’t be that way forever. It is a 
preat thing to expand display rooms, to 
emodel, decorate and make them beau- 
iful, but all such plans must not exceed 
he dealer’s financial resources nor be 
ore elaborate than his natural and 
iormal needs. Otherwise, if the going 
ver gets tough “old man overhead” 
ill “get you if you don’t watch out.” 
Some dealers plan enlarged sales 
orces, even going so far as to employ 
hem now. Other dealers are attempt- 
ng to write orders now for post-war 
lelivery. Still others are programming 
big direct mail and other advertising 
ampaigns. None know for certain 
iow much nor when they will get deliv- 
ries. Wouldn’t it be tragic if a dealer 
were to get 50 refrigerators, 100 radios 
pid 50 washers during the first six 
nonths of resumed production and had 
expended a pile of money in advertis- 
ng and salesmen’s salaries and had ac- 
ually sold 3-or 4 times more than he 
was able to deliver—- The sad part for 
uch a dealer of course is having hun- 














eee | lreds of dissatisfied customers and no 
59] et profit left on those appliances he 
—— . . * 

lid deliver. How much smarter to pace 
JON AL 


ales activity and advertising along 
vith production and deliveries! Why 
inleash big sales power to sell a hand- 
ul of products? We don’t believe a 
iealer can or should try to beat the 
tarting gun, but rather he should de- 
relop and expand his sales and adver- 
ising activities right in step with his 
icliveries, so that his timing will be 
‘all out for sales when deliveries are 
plentiful.” Then the profits on his early 
Wrap-up” sales can stick with him, 
ind even provide a cushion to support 
is future aggressive sales program. I 
bdvise dealers to plan store moderniza- 
lon and decoration now but postpone 
Sales and advertising commitments 
until your suppliers can give you an 
idea of how many units they will sup- 
Ply and when you will get them. 

Many retail dealers adopt names that 





DISING 


sometimes handicap them instead of 
helping. Some dealers like to use im- 
posing names; one recent one we heard 
of is “International Major Appliance 
Shop”. Others apply names having to 
do with their location, using the street 
or community name for their store. 
Such names must be changed and are 
valueless if the store has to be moved 
some time to another street or com- 
munity. I believe a retail store is best 
off being known by the name of the 
owner. I believe that “Joe Doakes & 
Co.” carries more weight than “The 
Broadway Appliance & Radio Shop”. 
This is especially true if Joe Doakes is 
active and does most of the selling, and 
then his name and personality becomes 
known in the neighborhood. I think it 
good business for Joe Doakes to use a 
photograph of himself in his advertis- 
ing, letterheads and even signs, because 
all money spent in such advertising 
creates valuable (but intangible) good 
will that always belongs exclusively to 
only one man, namely Joe Doakes. 


The Shape of Things to Come 


Few changes in appearance and per- 
formance in radios and appliances can 
be expected when production is re- 
sumed. Refrigerators will be exactly 
like pre war models, except for pos- 
sibly trimming, hardware, etc. Radios 
will also be similar except for new 
portable and table model sets, incor- 
porating technical improvements and 
radically changed. designs. Washing 
machines will be exactly like pre war 
models, likewise electric ranges and 
gas ranges. For two years now feature 
writers in magazines and Sunday sup- 
plements have pictured dream products 
of bizarre design that are a long way 
from reality, but which may create 
some sales resistance. Every dealer 
should start now telling customers that 
radios, refrigerators, and other appli- 
ances will not be different in appear- 
ance post war, but rather will look 
like their 1942 counterpart. 


About Taking Orders 


Some dealers are accepting deposits 
and taking orders now for future 
delivery on radios and appliances. 
Others maintain a priority book. While 
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By 
HARRY ALTER 


President, The Harry Alter Co., 
Chicago, Ill. 


all of these plans are good, they should 
be used carefully. First, until a dealer 
knows what his allotments will be for 
the first three or four months (such 
information is not yet available) it is 
possible for him to oversell. Again, 
even if he gets a deposit he may get a 
cancellation should the customer get 
faster delivery elsewhere, and wind up 
in an argument over the refund of the 
deposit. Some smart dealers I know 
refuse to take any orders now. They 
feel that for quite some time they will 
be able to sell all the radios and 
appliances they get single handed. They 
reason that they will give deliveries to 
customers who either buy other things 
or who are prospects for other appli- 
ances. In other words, they want to 
sell where it will do them the most 
good. 


About Fleor Samples 


One thing is certain; initial deliv- 
eries will be very light. Some day 
you will receive one refrigerator or 
one washer or one phono-radio. Your 
problem will then be whether to leave 
it on the floor or deliver it to a cus- 
tomer, Again there are two schools of 
thought. Maintaining floor samples 
(“nailed to the floor”) enables the 
dealer to take future delivery orders, 
puts him on the map in his community, 
and makes his store look complete. 


ADVICE TO DEALERS 


Some timely warnings on over-expansion, 
post-war products, pricing, sales train- 
ing, advertising and kindred subjects. 


Arguments advanced in opposition run 
like this: Booking future orders is dan- 
gerous; rationing of some appliances 
might prevail; a customer needing a 
refrigerator badly will resent it if he 
cannot buy your sample; and finally 
future orders could be booked by the 
dealer just as easily by showing pic- 
tures of the product instead of actual 
samples. There you are, both pros and 
cons; take your choice. 


“Inflation”, Stay Away From Our Door 


Price control under O.P.A. has been 
icksome to most business people but 
without price ceilings we wonder what 
things would cost; from a loaf of bread 
to a suit of clothes. What rents would 
landlords ask with a shortage of apart- 
ments and no ceilings? I had just 
started in business after the first World 
War and all prices were skyrocketing 
including commodities. Copper for in- 
stance was around 30¢ a lb. Now it is 
pegged at 1l¢. By 1921 the inflation 
spiral had climbed to ‘a peak. What 
happened? Buying stopped and thou- 
sands of merchants went busted when 
prices hit the toboggan, and everyone 
else in business took a terrific licking 
devaluing inventories. It must not hap- 
pen now, so we for one hope that price 
control remains until scarcities are 
over. The safest and best investment 
today is in good saleable merchandise 
because generally speaking its value 
is unchanged, and I hope they keep it 
that way. I believe prices on radios and 
appliances may be slightly higher when 
deliveries start but kept a long way 
from inflated. 


Radio First 


I believe that one of the first items to 
be delivered after the war will be table 
model radios speedily followed by con- 
soles and other cabinet radios. But: 
small table models will come quickly 
and in ever increasing quantities be- 
cause they lend themselves to mass pro- 
duction and the problem of cabinets 
won’t be as critical. Knowing that to 
be a fact, smart dealers will plan their 
postwar activities so that radio gets 
the first break, the first push and the 
early emphasis. Such planning now 
should contemplate store layout, win- 

(Continued on page 98) 


PAGE 63 








ee 
casserole dishes 
and complete 


= . / 
cookies, pies / 
and light / 
baking 


ooo ope high domed Joh: 


juicy, tender Jon 
roasts cover to increase td 

at lun: 

roaster depth te 

these { 

Roaster is flush with - e. ~ 


cooking top when SSS From national magazine advertis- and 


closed, ° : 
RA A PE = . ing and radio announcements, in- note 
2 = quiries are pouring into the office that 


“Be 


for Monarch Roaster Range litera- slied 
ture, delivery expectation, nearest _ Tha 


as m1 


Monarch dealer, etc. The volume affair 
people 


of these inquiries indicates, defi- thing 
nitely, that the public is focussing — 
IF ITS A <i | its eye on Monach — that the ex- | Dec, 2 


flanne! 


RO ASTER R iy CE | clusive Monarch Roaster Range Tod 


will ride the crest of electric range lars ea 
ITS A | popularity. Write today for fran- as 
chise particulars. ra 
MALLEABLE IRON RANGE CO. me 
3895 Lake St. Beaver Dam, Wisconsin tives t 
are di 

(1) Th 

far 

(2) Cri 


lor 


(3) Me 











hot on 
Privat 
and St 
12.0 10 
Growe 
celebr: 
the co 


E 
SEPTEMBER, 1945—ELECTRICAL MERCHANDISING '® 





YISING 

















Co-operatives have made their greatest progress in distributing staples. Surround- 
ings like this are scarcely the set-up for educating, selling and servicing specialties 
such as electric appliances. 


These groups do $4 bil- 
lion annually, but click 
best in staple fields. 


John Di Valeria of Television Radio 
Company, Chicago, said the other day 
at lunch: 

“T’ve never paid much attention to 
these co-operative movements, but re- 
cently I heard that the labor unions 
and returning veterans are fixing to 
set up co-ops and sell themselves elec- 
trical appliances. I’m wondering where 
that will put a dealer like me?” 

“Behind the eight-ball, brother,” re- 
plied another storekeeper. 

That the business of co-operatives 
has mushroomed to a $4 billion annual 
iffair will come as a surprise to most 
people who feel at best co-ops are some- 
thing farmers join to save a little 
money on fertilizer and binder twine. 

The movement itself was born on 
Dec. 21, 1844 when 28 shabbily-dressed 
flannel weavers met in a warehouse on 
Toad Lane, Rochdale, Lancashire, 
England. They put in about five dol- 
lars each so that they could buy candles, 
sugar and other house supplies in 
larger quantities and thus get them 
cheaper. Today there are 143 million 
members of 810,000 co-operative socie- 
ties throughout the world. Co-onera- 
tives to date cover a much wider field, 
are divided into three main types: 

(|) Those that handle consumers goods and 
farm supplies. 

(2) Credit co-ops supplying short term and 
long terlp credit. 


(3) Manufacturers co-ops which supply 
goods to purchasing co-ops. 
Biggest and best known are the 


marketing co-ops which sell products 
not only to their own members but to 
Private enterprises like A&P, Safeway 
ind Standard Oil. Last December the 
12,000 farmers who own the Fruit 
“rowers Supply Co. of Los Angeles 
celebrated the 100th anniversary of 
the co-operative movement by buying 





NEWS ITEM 


Approval of the design for the 
new co-op refrigerator has been 
made by the Appliance Com- 
mittee of National Co-operatives. 
Contracts have been signed, says 
Otto Nurkkala, coordinator of 
the appliance division. 

Provision has been made for 
additional men to devote their 
entire time to refrigeration and 
home freezer promotion and 
service. A budget has been ap- 
proved to finance service and 
merchandising materials. 











an entire town. For $10 million the 
co-operative got the company town of 
Westwood, Calif. (pop. 3,500). Main 
reason for buying the town was to get 
100,000 acres of timber for packing 
cases for the citrus fruits. It was one 
of the biggest lumber deals in U. S. 
history. The Fruit Growers Supply 
Co. was formed in 1907 by packing 
houses that were also members of the 


Can The Cooperative Succeed 
In Selling Electrical Appliances? 






Pointed out as a very successful co-operative is the Co-Operative Consumers 


Society of Ithaca, N. Y. 
near a railroad track. 


California Fruit Growers Exchange. 
It also manufactured insecticides, and 
fertilizers, and ended 1943 with gross 
sales of $13,111,753. 

In North Kansas City, Mo., the Con- 
sumers Co-operative Association, which 
started with $30,000, now owns 289 
oil wells, 867 miles of pipeline, two 
refineries, two canneries, two sawmills, 
a feed mill, a soft drink bottling plant, 
and an insurance agency, and a paint 
factory. 

No co-operative organization need 
pay income tax so long as it allocates 
profits from its sales to the members 
on a proportionate basis, and cooper- 
atives receive the further advantages 
Section 101 (12) of the Internal 





Certain retailers are worried for fear ex-soldiers and unions will 
set up co-ops to sell themselves appliances, and thus upset the dis- 


tributing structure. 
They should realize that— 


Present co-ops have no specialty selling facilities. 


ded on d d merchandise. 





They have suc- 


Store locations are usually near railroad tracks or in poor districts 


for display. 

Co-ops are not price cutters. 
on price. 
patronage dividend. 


They could not expect to cash in 
Best appeal to customers in this direction would be a 


With the licking the public has taken getting repair service on private 
label and orphan appliances during the war, it is likely to be wary of 


unknown brands in the future. 


The co-op, without service facilities, faces a difficulties program in 


this direction. 
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Its group of buildings are out of the business center, 


Revenue Code. Intent of Sec. 101 is 
to help the farmer. Forced to sell his 
products at wholesale prices, he has to 
buy what he needs at retail markup. 
Congress tried to give farmers a bigger 
profit by helping them to sell at retail 
and thus eliminate the middleman 
through co-ops. 

Today U. S. co-ops are a $4 billion 
business. Several factors account for 
this tremendous growth: 

1. Savings in advertising. A single 
advertising campaign covers all co-op 
branded products. Since most non- 
agricultural co-ops sell largely to 
members, advertising is scarcely 
needed. 

2. Lower wages and salaries. Be- 
cause many top co-op executives and 
white collar workers are crusaders, it 
is claimed they are willing to work for 
less than corporation executives and 
employees. 

3. The biggest asset is,the exemption 
of co-op earnings (more profits, sav- 
ings or rebates) from much taxation. 
Farmer co-operatives are the only ones 
wholly income tax free while others 
pay taxes only on returns over and 
above patronage refunds. Many co-op 
members are paid in stock dividends 
instead of cash, which means that co- 
ops (in contrast to tax paying corpora- 
tions) are in a prime position to save 
tax-free cash and thus create large 
reserve funds for further expansion. 
page 94) 
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Less than seven weeks after the War 


Ball lS 


Production Board authorized resumption | of 
refrigerator manufacture, newspapers carried 
the a that the “first refrigerator produced 
D after reconversion” was a Frigidaire. This event 
marked the beginning of a new era in the 
refrigeration business and unparalleled oppor- 


tunities for Frigidaire Dealers and Salesmen. 
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in War Production Division of 


GENERAL MOTORS 
i n M fe | n U £ Gi C t U ri n 4 DAYTON 1, OHIO °* LEASIDE 12, ONTARIO 


REFRIGERATORS - RANGES - WATER HEATERS 
HOME FREEZERS ~- ICE CREAM CABINETS 
COMMERCIAL REFRIGERATION - AIR CONDITIONERS 
BEVERAGE, MILK, AND WATER COOLERS 
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FAITH MADDEN 






whose experience in farm cooking has run 
the gamut of coal stoves, oil, bottle gas, 
manufactured gas and electric ranges. 


SIN 
ber 
MIs, 







ESTLED in the _ southeast 
corner of Nebraska, near 
Pawnee City, is the prairie 
flat farm where Miss Faith Madden 
grew up. 

A huge iron stove graced the kitchen, 
with its copper reservoir on the side. 
Buckets of cobs and coal stood around 
ready to feed the hungry fire. A very 
pretty picture, with its polished copper, 
but Miss Madden nurses no illusions. 
fi, “If a woman is cooking for a 
threshing crew, I don’t know but what 
that coal stove, whose top gets hot, will 
enable her to turn out the greatest 
amount of food,” says Miss Madden. 
“There’s so much cooking space.” 

But from such a stove in summer- 
time, she remembers, pours heat that 
makes the kitchen and the whole end 
of the house seem like a hellish inferno. 
Heat is so sickening that one loses 
appetite. Then, too, coal stove tem- 
peratures are variable and as the fire 
burns down you have a lot of drops 
that you must make allowance for. 
This is equally true in winter when 
the heat given off feels very good. 







Escaping the Heat 


All of this accounts for the reason 
why farm women some 40 years ago 
started trying to get away from the 
coal range, adopting kerosene stoves 
that smoked in those days, gasoline 
outfits that frequently exploded and 
moved their cooking to porches—any- 
thing to escape the tortures of heat. 

If you are seeking an adventure in 
pure economics, Miss Madden points 
out, you will retain the coal stove 
because it is cheapest to operate. In 
the Corn Belt nature supplies corn 
cobs, a free fuel that catches fire easily, 
burns up with quick, hot heat. 

_ “But,” remarks Miss Madden, who 
is an expert on household equipment 
Inthe home economics department of 
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An Expert Opinion On 


COOKING FUELS 


Faith Madden, of lowa State College, Who Has Tested All Sorts of Farm 


Towa State College, at Ames, “farm 
people just like anybody else, are inter- 
ested in»the convenience and comfort 
as well as low cost, and will buy it to 
the limit of their ability. It is the 
story of the automobile versus the 
horse and buggy all over again. It 
isn’t penny pinching that will influ- 
ence them—it’s convenience.” 

Your reporter had come. to Ames, 
Iowa, to interview Miss Faith Madden. 
With the furore going on over the 
introduction of certain new fuels into 
farm cooking, and the “all is lost save 


honor” attitude in some fields, it seemed’ 


that Miss Madden’s point of view 
would be of general interest. For, 
several years ago, she got her master 
of science degree on a thesis called 
“The Operating Efficiency of Certain 
Liquid Fuel Ranges.” To be per- 
fectly fair, it must be said that Miss 


Cooking. Devices, Talks About Some: of the Results of her Researches 


Madden did not include an electric 
range in her comparisons. But she 
has had about as much experience as 
anybody on all types of household cook- 
ing devices, and it was for general 
recollections and impressions that your 
reporter talked to her. 

Miss Madden thinks that if she were 
on a farm and could afford it, she 
would have an electric range in her 
kitchen. The perfection of its oven, 
the coolness of its operation, the fact 
that it gives exact temperature put it 
head and shoulders® over, any other 
cooking fuel. 


Testing New Devices 


Under the guidance of Mrs. Louise 
J. Peet, head of the household equip- 
ment department, Ames has always 
shown a lot of horse sense in testing 
out new devices. The smart and logi- 


THREE DAYS TYPICAL FARM MENUS WERE 
USED IN TESTING 


Dietary 


é 


1945 








cal way Miss Madden approached her 
problem was to cook on the different 
types of ranges typical farm meals. 
Menus used are presented elsewhere. 
By doing exactly the same thing on 
each type of range she was able to get 
a reaction as to how it behaved. 

At the time she wrote her master of 
science thesis, in 1936, she says there 
were between 7 and 8 million oil stoves 
in use in the United States, a fact 
which indicates that the oil stove has 
met a real need and is an important 
kitchen utility. In 1930 Marian Rapp 
made a study of fuels used for cooking 
in 1,403 Indiana rural homes. She 
found that 70.6 percent of the families 
were using: kerosene as the principal 
fuel during the summer months, and in 
5.5 percent of the households it was 
the only fuel used throughout the year. 
In the Indiana rural homes it was 
found that of 10.5 percent of the home- 
makers using gasoline, the average 
weekly consumption was 2.45 gallons. 
The average time required for cook- 
ing a meal with all types of burners 
was the least with the gasoline pres- 
sure burner and the greatest with the 
kerosene burner. 

It quickly became apparent in the 
experiments that it took a degree of 
skill to operate different types of liquid 
fuel ranges. Miss Madden herself said 
that of the millions of owners less than 
10 percent were receiving the degree 
of efficiency and satisfaction from the 
oil stove that it is capable of giving. 
In test ranges B and C tended to flare 
up when turned quickly to a high or 
low position. On range D the heat 
localized when frying foods in "the 
center of the frying utensil, causing 
food to stick and burn. Foods baked 
in range A were too brown on the side 
towards the back of the oven and were 
frequently burned on the bottom. This 
was especially true in the case of short- 
cake, cornbread, muffins, cookies and 
bread. On range C it was necessary 
to place the food as nearly as possible 
in the center of the oven and to avoid 
having the baking utensile extend 
beyond the edge of the oven bottom. 
Range oven A preheated rapidly but 
it was difficult to adjust the flame to 
obtain a constant temperature for a 
period of time. 

It required six minutes to clean the 
five burners on range A. When the 
ranges were properly cleaned and oper- 
ated little odor of kerosene or gasoline 
occurred. It was noted that on days 


(Continued on page 72) 
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THOR IS FIRST 


with a WASHER THAT WASHES 
BOTH CLOTHES and DISHES 








. You’ll wonder why no one ever thought of it before! 


Here is a washer that works not only on wash day—but 
seven days a week. The Thor Automagic is a seven-day-wonder 


that will bring new, amazing advantages to millions of homes. 


Sell the THOR Automagic Three Ways 


‘Sell the Thor Automagic to folks who want the very best 
clothes washer available. They can buy the dishwashing unit 
separately Jater if they wish. 


Sell the Thor Automagic Dishwasher to women who have 
been yearning for a quick, economical, easy-to-use dishwasher. 


These women may want the clothes washing unit Jater. 


Sell the ‘Thor Automagic as a combination clothes washet 
and dishwasher, ready to install in the kitchen to do both 
washing jobs. . : 


hind 
wh 
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No Elaborate Installation 


The Thor Automagic doesn’t need to be bolted to the floor 
—can be installed upstairs or down. Designed to fit in the mod- 
ern kitchen, the new Thor is beautifully designed to be seen 


as well as to be used. cu 

. Vibration and noise have been eliminated—the Thor } : o 
—but 

4 Automagic can’t be heard a room away! ™ bigs 
onder 


* es 
* ae 2 er | _: 
omes. Notice the Name—Automagic | , ¢ Bae » 


The Thor isn’t merely automatic—it’s Automagic—does 


ns things that were never, never dreamed of before. 
y st : 


y unit The Thor Automagic is BIG NEWS. 


Let your customers know that you will 
. have be headquarters for the new THOR © 
asher. Automagics as soon as they are 


released! 


HURLEY MACHINE DIVISION 


yashet Electric Household Utilities Corporation 
both Chicago 50, Illinois 


Thor-Canadian Company, Lrd., 
Toronto, Canada 
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DISING 


Don't disappoint 
your best customers 


Women have been waiting 
patiently for postwar home ap- 
pliances. They'll be expecting 
something new and better. And 
you don’t want to disappoint 
them. 

One thing they'll want is 
Alcoa Aluminum. They know 
about its light weight, its dura- 
bility and its ease of cleaning. 
Alcoa Aluminum in appliances 
will stimulate sales appeal. 

Are you prepared to tell your 
market, “Alcoa Aluminum is 
used in this appliance?” This 
Alcoa advertisement reaching 
millions of your best customers 
is one of a series to help you 
sell that market. 

ALUMINUM COMPANY OF 
America, 1860 Gulf Building, 


Pittsburgh 19, Pennsylvania. 


Look For Alcoa Aluminum 


Alcoa Aluminum will 
ne appli- 


Lightweight, attractive . 

al on 

oon be at your service again when hor 
8 


ances are back on the market. 


i i tors, 
The use of Alcoa Aluminum in refrigera 


hers, troners. vacuum ¢ lea ners toasters, 
i] i i] p . 
was : 


7 4 » make 
mixers and other home equipme nt helps t« 
i -asie andle 
these appliances more attractive, cast rtoh ° 
= 
easier to clean. , 
i ~e ps make 
Alcoa does not make applianc es but does m 
‘ p ors will use 
the aluminum which many manufacturer ' 
i a 
When you see Aleoa Aluminum im 


in them. 
% t's designed to give you long. 


product, you'll know i 
satisfactory service. 
Aluminum Company of America, 








Look for Alcoa Aluminum. 
1912 Gulf Bidg., Pittsburgh 19, Pe. 





An Expert Opinion 
on Cooking Fuels 
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when the humiditv was above normal 
there was more odor. 

All ranges proved safe when ordi. 
nary rules for the use of gasoline and 
kerosene were observed. If the master 
generator for the oven on range D 
was turned on and the sub flame not 
lighted immediately, gas would collect 
and when a match was applied a small 
explosion occurred as would in many 
gas stoves. } 

Bread baked in ranges B and D was 
a satisfactory product. In range A the 
two front loaves were well shaped and 
a golden brown color but those in the 
back were uneven in shape, very dark 
brown and burned a little on the 
bottom. Four loaves were too many to 
‘bake well in range C. The loaves 
raised unevenly and the ends of the 
loaves toward the walls of the oven 
were burned on the bottom, the sides 
and the top. 


Test Bottled Gas 


Later to supplement the Madden ex- 
periments on kerosene and gasoline 
ranges, the Household Equipment De- 
partment ran tests on bottled gas, 
manufactured gas and electric ranges 
(old models); this took place six or 
seven years ago. 

It was found that it averaged 14 
minutes and 35 seconds per meal longer 
to cook on bottle gas than on the manu- 
factured gas range, and 5 minutes-and 
20 seconds longer on bottle gas than 
on an electric range. Costs were com- 
puted with bottle gas costing $14 for 
the first thousand cubic feet, manu- 
factured gas costing $1.55 for the first 
thousand cubic feet, and electricity at 
3c per kw-hr. Average per day was 
20.5c for electricity, 12.3c for manu- 
factured gas and 23.7c for bottle gas. 
You must remember that these cost 
figures are not recent. Average fuel 
consumption per day was 6.88 kw-hr. 
for electricity, 79.13 cu. ft. for manu- 
factured gas and 16.90 cu. ft. for bottle 
gas. 

With gas ranges, as compared to 
kerosene or gasoline very little time 
was required to keep the ranges clean, 
Miss Madden points out. She dis- 
covered that meals cooked entirely on 
the surface burners required less time 
and were cheaper to cook with all three 
fuels than the meals where the oven 
were used. 

Looking back on a wealth of experi- 
ence in working with different types of 
ranges, she repeats the Madden house- 
hold would have an electric range if 
she had a free choice. And she feels 
that where electricity is available, and 
line voltage maintained, there is no 
reason why farmers who can afford 
it could not be sold on the coolness and 
comfort and convenience of the elec- 
tric range. 

“In the electric range I work on 
today,” she said, “The oven is perfect. 
The operation of every part is positive 
and I do not have to even think of how 
to operate it. Convenience like this is 
something that every farm wife wants.” 

Quod erat demonstrandum, as they 
say in school. 
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America’s Hottest Sign Deal! 


Here’s your opportunity to take advantage of 
Admiral’s nationwide advertising — to get your 
Neon sign up and selling far ahead of competition 
—to identify yourself as an Admiral dealer. 
Admiral is able to offer this attractive sign pro- 
gram only after months of planning. There’s a 
sign for every purpose. For information about 


Admiral’s cost-sharing plan, write today! 


TUNE IN CBS Sundays 1:30 PM EWT for 
Admiral "World News Today.” 


ADMIRAL RADIOS + DUAL-TEMP REFRIGERATORS + ELECTRIC RANGES + HOME FREE 
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FIND THE MAN 


who's slated to sell ‘em ALL! 
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What the Farmer Wants 











Don't ese sales because of fvelish arguments 
LINE UP WITH THE “‘FUEL-PROOF’’ LINE* 


ESTATE 


Sfcaleola 
RANGES & HEATERS 


RANGES FOR CITY GAS, LP-GAS, ELECTRICITY 
SPACE HEATERS FOR COAL, WOOD, OlL 


Why talk up ONE 
fuel when you can 
chalk up sales 
for ‘em all? 











39,500,000 reasons why Estate Heatrola dealers will be 
out in’ front and stay there. Additional advertisements 
this fall in The Saturday Evening Post, Good Housekeep- 
ing, True Story, American Home, Country Gentleman, 
Pathfinder, Grit, Popular Mechanics and Popular Science 
Monthly will sell the out-in-front features of Estate 
Heatrola Ranges and Heaters to your best prospects. 


*Estate Heatrola is the ONE line of cooking and heating appliances for 
ALL FUELS...all sold under one famous, nationally-advertised trade 
nome. (Want the name of your Estate Heatrole distributor? Write or wire.) 


THE ESTATE STOVE CO., HAMILTON, OHIO + House founded 1842 





Twice a day, cooling milk ties up the kitchen 
sink, especially when they cool four cans in- 
stead of the normal two. Daughter thinks 
some milk cooler manufacturer could solve 


problem by designing very small unit 


| and on dark winter nights the girls 


simply don’t like to walk through that 
black area behind the barn. Outside 


| lighting is the best insurance against 


tramps and thieves, says Andrews, 
whose business requires him to be 


| away from home several nights a 
| month. 


So far we have reported only their 


| electrical plans which are in the pro- 


cess of immediate fullfillment. Now, 


| for their future plans: 


Range. Combination four-plate elec- 
tric with wood/coal section. To be 
purchased as soon as available. Dealer 
has order. Reasons for purchase: 
When they moved from town to farm 
they brought along a range designed 
for city gas. This was converted for 
bottled gas fuel. Operation now is 
inefficient and very costly. Pilot lights 
had to be sealed. In summer, with 
windows open on three sides of 
kitchen, fluttering flame doesn’t pro- 
duce the heat in the right place. With 
windows closed, kitchen becomes un- 
bearable.“ Monthly bills run from 
$6.50 to $8.50, then really soar during 
canning season. They recently ran 
out of gas just before time to cook 
dinner on a weekend when they had 
house guests. That was the last straw 
—they priced combination electric- 
coal/wood range the following Mon- 
day. 

The coal/wood section will be used 
late fall and early spring when fur- 
nace is not in operation. Dining room 
fireplace chimney, backing on kitchen 
wall, proves a fortunate break. Utility 
company’s estimated operation cost 
showed substantial saving very prob- 
able. A neighboring farm wife who 
made a similar range switch shortly 
before the war ever since has been 
highly enthusiastic about the many 
advantages of cooking by electricity. 

Finally, Mrs. A. speaking: “I don’t 
in the least mind getting down on my 


CONTINUED ON PAGE 49 





hands and knees to scrub the kitche 
floor because I can’t think of ap, 
other way to get it as clean. By | 
do object to getting down on my hang 
and knees every time I want to ligh 
the gas under that darn oven. Thy 
seems entirely unnecessary. And |’ 
not going to pay $25 extra a ye 
just to keep pilot lights going, eithe, 
We found by actual test that they ra 
up the bill more than $2 a month,” 


Radio and record player. The ty 
daughters want one for their adjoin 
ing bedrooms. They now have a smal 
portable radio which is singing j; 


last notes and an inexpensive portabj 
record player which does not do th 


discs justice. Doing farm chores, th 
older girl earns $1.50 and the younge 
girl $1. weekly. Both have been pu 
ting half their earnings away for th 
past seven months and Pop has agre 
to ante $25 to the final pot. 


Sprayer. Poultry units require com 
plete sanitation treatment between ou: 
going and incoming batches of chick 
Total of approximately 50 hours » 
year, Andrews says, spent with prese: 
hand equipment which requires tw 
people to operate. With electri 
sprayer one of the girls easily cou) 
handle the job alone, he says, th 
relieving son.for heavier or more im 
portant work around the place. H 
expects to purchase the new wi 
within year. The hand pump unit the 
will be used for garden spraying an 
on the farm’s dozen small fruit tree 


Complete laundry. This is family 
major project and realization of it 
planned, step by step, for completic 
before end of next year. First mo 
will be construction of a sizeable x 
joining kitchen, with concrete floorin 
and drainage facilities. Present pla 
provide for toilet and built-in show 
Rough estimates of cost have be 
made by Andrews. 

First appliance to be installed 

(Continued on page 76) 
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With only one baseboard outlet in ma 
bedroom, octopus wiring is natural res’ 
Add a heat pad and sun lamp to this jum 
and you have a picture of the winterti 
situation. New outlets now being insta 
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HOOVER CLEANER 


Uncle Sam has given us the green light to 
manufacture and sell new cleaners. 

Part of our plant capacity has been re- 
leased from the wartime jobs (which won 
the “E” flag four times) and is now tuming 
out our Hoover Cleaner — Model 27, in 
limited quantities. 

This new Hoover model offers important 


advances in ease, speed, convenience and 
thoroughness of cleaning never before 
available to women at so low a price. 

If you too have been waiting for a 
Hoover Cleaner be sure to see your author- 
ized Hoover dealer now for further details. 


THE HOOVER COMPANY, North Canton, Ohio : Hamilton, Ontario, Can. 


BEATS .. AS IT SWEEPS ..A5 © CLEANS 
The Army Novy “E award received four times bor 
high ochtevemes! in the produciios of essential 
wer equipment 


It’s Hoover’s kickoff in the sales battle-royal now starting. 


it appears: Life, August 24; Collier’s, August 24; 


The Saturday Evening Post, August 29; Cosmopolitan, August 31; 


American Magazine, September 4; Look, September 4 


FACTS YOU HOOVER DEALERS WANT TO KNOW: 


We are in limited production on the new 


Hoover Model 27. 


You can tell your customers the new Hoover 
is on its way. It is worth every minute of 
waiting, even if the wait may be longer than 


you and we would like. 


It is every inch a Hoover—in thoroughness 
and speed of cleaning, in convenience and ease 
of use, in quality and engineering. 
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It is priced at a new low— for so much Hoover! 


That says—the future looks good for Hoover 


dealers... 


THE HOOVER COMPANY « North Canton, Ohio 
Canada: Hamilton, Ontario « England: Perivale, Greenford, Middlesex 


THE HOOVER 


REG. U. S. PAT. OFF. 


IT BEATS ... AS IT SWEEPS ...AS IT CLEANS 


The Army-Navy “E’’ award 
received fouy times for high 
achievement in the production 
of essential war equipment. 
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Boost radio sales with 


Telechron Selectors 


2 Here’s a double-duty timer to give your radio receivers 
the extra appeal needed for successful post-war selling. 
It’s much more than an absolutely accurate electric clock. 

It turns on the set automatically at any pre-selected time 
in the morning to waken the owner with music. 

It fwitches the set on for favorite programs during the 

day and evening — then shuts it off at bedtime. 


* The cost to set makers is remarkably small — less 
than $4. Installation expense is low, too. Volume producers 


are already choosing it for moderate-price sets. 


* Radio listeners will like the Telechron Selector’s easy 
finger-tip control. There are no knobs to turn, no difficult 
calculations. Programs are selected for any 15-minute 

period by flipping out one of the 48 keys around the large, 
legible clock dial. Keys are automatically reset to 

“off” position after timing periods are passed. Programs can 
be selected 10 hours in advance. 


* The C-28 Telechron Selector is only 
one of the full line of automatic timing 
and control devices we can supply for 
the sets you’re now building or 
planning. All use famed Telechron 
movements and self-starting 


synchronous motors for a@ccurdcy, 


dependability and long life. 


* For full information about 
the C-28 Selector and other 
Telechron timers, wire or write 
Automatic Control Division, 
Dept. G. 


PEG. U.S. PAT. OFF 


WARREN TELECHRON COMPANY, ASHLAND, MASSACHUSETTS 
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be an automatic washer. This will re- 
their present oldtime washer 
which was carted to repair shop the 
day of our second visit. Reason for 
purchasing automatic: They have to 
buy some sort of replacement in the 
near future, anyway, and they prefer 
solid products with top names to bar 
gains at any price. 

Next appliance will be an ironer 
Mrs. A. would like a clothes 
dryer but doesn’t feel they can afford 
to include this unit for another couple 
of years. 

Completion of these home plans en- 
tails an expenditure of approximately 
$800 for electrical appliances and 
equipment within the next 15 to 18 
months. Current consumption, exclu- 
sive of the load drawn by the water 
heater at a special low rate, probably 


place 


also 


| will be about double the 2,704 kw.-hrs. 





used last year. 

Although no definite steps as yet 
have been taken, this farm family now 
is discussing the advisability of the 
following appliances : 


Home freezer. Large walk-in type 
with freezing compartment. The new 
laundry, as planned, will be sufficiently 
large to accommodate this type of 
home freezer. 

In 1944, in a commercial freezer 
plant about five miles from farm, they 
stored the following: two veal calves, 
one small steer, four youg pigs (ex- 
cept for smoked cuts), four turkeys, 
two spring lambs, butter, a large 
quantity of vegetables, some fruit and 
berries, nearly all of it produced on 
this subsistence farm. Freezer space 
fluctuated seasonably between six and 
12 lockers. Locker rental exceeded 
$115 for the year. Freezing charges, 
of course, were extra, and plenty, too. 
Making at least one round-trip a week, 
Andrews estimates yearly car expense 
about $40—plus a lot of wasted hours. 
He therefore now is mulling over the 
idea of a home freezer in terms of a 
sound investment. His wife thinks of 
it from a convenience angle, as also 
does the son who makes half the trips 

On Andrews 
undoubtedly could be sold on this put 


a time-payment basis 


Any further expansion in farm's poultry plant 
will find electric brooders used instead of 
coal stoves. 
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Extremely dangerous is this extension cord 
rigged around sweaty water pipes to sink. 
Fluorescent lighting will replace this light. 
chase today. On a cash basis our 
snap judgment is that the purchase 
may be made in 1947 or a year later. 

Water pump. Replacement is due 
but the time is anyone’s guess. Fail- 
ure of the very old pumping unit 
twice last winter burned out the 
which each time had to be 
rewired, but a new pump unit could 
not then be secured. 

Rather casually mentioned—but at 
least showing they thought about these 
things—were the following: 


motor, 


Electric blanket. Because Mrs. A. 
enjoys sleeping under one when visit- 
ing her mother’s home. This is a 
wonderful appliance, she says. 

Electric hovers. Further expan- 
sion in ‘the poultry plant will find 
electric brooding equipment used 
rather than coal. Some present coal 
brooders also may be replaced by 
electric units. Reasons: all purely on 
labor saving basis. 

Milk cooler. The daughter who 
does the milking wishes some manu- 
facturer would market a small cooler 
for farm families. Every time she 
now cools the milk she ties up the 
sink so no one else can use it. The 
rest of the family gripe about this con- 
dition but no one has a better solution 

Oil burner. An attachment for coal 
furnace now in cellar. Son, who tends 
it at night and carries the ashes, men- 
tioned oil burner first. Mother, 
who tends it daytimes and “hates the 
mess it makes,” seconded the idea 

The information gathered during 
the preparatory calls made on a num- 
ber of 


idea 


farmers, along with the data 
through 
interviews, 


obtained two detailed 
this reporter 
that the constructive educational p: 
grams—keynoted on the basis of sou 


business—directed to this farm market 


these 
convinced 


over the past several years have sti 
lated considerable thinking among 
these people about the use of elec 
tricity, more particularly as a pro 
ductive power and secondly as a c 
venience power, 
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Travel with 
Trav-Ler 


“Presenting the incomparable Hildegarde!” . . . 

















To the announcer’s introduction, Trav-Ler might well- 
add, “‘at her charming best!” For every note is 
captured with such fidelity by Trav-Ler Radios that- 
Ste IS Ke raveING from home to studio. 


Not only electronic advancements, but 






modern cabinet design and attractive <@Raies 
prices will also distinguish your postwar Trav-Ler 
showing. Future-minded dealers 

are invited to write. 


TRAV-LER KARENOLA RADIO & 


TELEVISION CORPORATION 
General Offices: 571 W. Jackson Bivd., Chicago 6, Illinois 
Factories in Orleans and Bedford, indiana 


Hildegarde, 
“Raleigh Room”, NBC 


(RAV-L FRR KARENOLA 


RECORD PLAYERS 
RADIOS : 
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Westinghouse 


, — ri 5 
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Ps 
eee 


are getting local 


Westinghouse 
advertising ap- 
pears in Life, 
Post, Collier’s, 
and Time — 
30,000,000 


readers. 


The Gold Seal Em- 
blem which iden- 
tifies franchised 
Westinghouse 
Radio Retailers 
appears in 
Westinghouse 
Radio Magazine 


Advertising. 


ae 
_— 
—— 
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: aan wien Radio Fran- Radio Identity for franchised re- 
chise is backed by an organized _tailers. Coming campaigns will 
promotion plan. Now, for ex- stepupthe pace until the day when 
ample, the plan is designed to Westinghouse can open up with 
glenn a strong Westinghouse their outstanding product story. 


Hot te feat Promotion Package! Every month {st 4 — vowel - Seal 
window di ‘eaturing 


your appointment. 


franchised Westinghouse Radio Retailers get a new display 








Seal medallion two feet (| Actin, 7-piee cle nia for your door person- durable wood construction 


nd A three - dimension Gold (| arin 7-piece display iE A Gold Seal decalcoma- Ath he miniature billboard of 
in diameter. CU cs Radio Retailer. alized with your name. -new posters 12 times a year. 


your customers they'll be able to buy a Westinghouse 
Radio at your store. 


Weta nghouse 


nd Mame All of this display material is ready now! Every piece tells 


RADIO TELEVISION 
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The New Everhot 
Electric Roaster 
(unveiled this 
fall probably) 
can't quite drive 
a car, but it will 
give thousands 
of women more 
time to do so. 


Made only by 


The Swartzbaugh Mfg. Company 
Toledo 6, Ohio 


EVERHOT 
PRODUCTS 


ROASTERS..HEATERS.. APPLIANCES 


What Dealers Want 








of merchandise exclusively. Praeti- 


| cally all of them will carry a complete 


line of electrical merchandise. 
Delivery and Installation 


The majority of dealers plan to make 
their own deliveries and installations, 
but will work through electrical con- 
tractors for the necessary appliance 
connections. Almost all plan to operate 
their own service departments. 

The Bureau has expressed the belief 
that in the post-war period it should 
be the responsibility of the manufact- 
urer, distributor and dealer to see that 
all merchandise is assembled, tested, 
delivered and installed in the home in 
first class condition, and that such 


| operations should be handled through 


regular trade channels. The Depart- 
ment does not intend to set up an as- 
sembly, test and installation service 
such as it carried on before the war, 
but it will encourage the establishment 
of these services by the trade. 


Floor Displays 


Before the war the Bureau operated 
on a rotation plan of appliance dis- 
play, whereby “approved” appliances 
were rotated by the Department on its 
main and branch office display floors 
according to the makes handled by the 
retail firms located in the vicinity of 
various offices. Dealers almost unani- 
mously requested a return of this 
system. There was a division of opin- 
ion as to the best way of manning the 
displays, about half the dealers pre- 
ferring to have their own men on the 
floor, while the remainder desire De- 
partment salesmen in charge who will 
take the names of prospects and dis- 
tribute them fairly between the retail 
outlets in the area. 

The Bureau has tried out both sys- 
tems in the past and has found ad- 
vantages and disadvantages in either 
method. The question has been dis- 


CONTINUED FROM PAGE 59 





cussed thoroughly at district dealer 
meetings. In all but one group mecting 
it was finally agreed that Departmen; 
personnel on the floor would bring 
fairest division of prospects—and this 
is the plan which the Bureau has 
adopted. Since all Department em. 
ployees come under Civil Service and 
have fixed compensations, there is no 
incentive to compete with dealers or 
to show favoritism. Each salesman 
will be given a thorough training in 
the general principles of electric cook- 
ery and electrical equipment, and will 
be taught the proper handling of pros. 
pects. Names secured in this. way 
will be cleared through a central source 
and distributed on a fair basis. The 
Department promises that records will 
be available for inspection at all times. 


Sales Helps 


Many suggestions came from deal- 
ers as to type of assistance they will 
want from the Bureau. The majority 
ask for a cooperative advertising pro- 
gram supplemented by direct mail ad- 
vertising, such as bill stuffers. Closer 
dealer tie-in advertising is recom- 
mended. They would appreciate 
market surveys, results of which would 
be available for their use. They 
would like to have a listing of homes 
wired for major appliances, but with 
no such equipment installed. Cooking 
schools, store demonstrations, public 
school cooking classes, assistance with 
window displays in dealer stores, ap- 
pliance shows, adequate wiring pro- 
motion and business counseling were 
among the major requests. A kitchen 
planning service was regarded as a 
good sales help, but they felt that this 
requires more publicity than had been 
given it in the past. It was suggested 
that dealers’ salesmen might be trained 
to gather the necessary data, from 
which the Bureau’s engineers might de- 

(Continued on page 82) 














Mo BE $3.95 FOR THE SPARE PART FOR THE SWEEPER AND A MINK COAT FOR 


SEPTEMBER, 
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a . ¢ -, € 
res, ap- . 1 
ng pr Orse saves 
ng were 
. kitchen . . . 2 
ed asa A time and motion study on Joe Motz’s farm in W. Farmington, Ohio, 


fim showed the family lugged 11 tons of household HgO over 49 miles per year. 
ad be 


uggested . .. Dairy cows took 605 tons of whistle-wetter — requiring 350 hours 
e trained 
ta, from q e 
night de- pump, with 14 h.p. motor—now saves 35 full man days. 


1 MAN-MONTH! 


in winter when the stock was barn-watered. So Motz put in a deep-well 


) ...F. Norris, near Jonesville, Mich., with $500 of materials made a 
water works of his old windmill well, now gets 2,500 gals. daily—has hot 
and cold water in the kitchen, bath, laundry; septic tank; scalding water 
for milking machines and dairy utensils; bubblers for a hundred bossies, 
faucets for hogs and hens. 
... The first year, the system more than paid for itself in lessened labor 
—and incidentally saved the old manse from fire! 


A watering system is a first and must on most farm lists; and with the 








removal of war restrictions, represents a market of hundreds of millions of dollars 

... and only a small part of the whole farm market for electrical power and machinery! 
In addition, there is a wholly separate, vast home appliance market in the farm field. 
First to recognize twenty years ago the revolution in the industry of farming .. . 
SUCCESSFUL FARMING had been protagonist and perpetual propagandist for labor sav- 
ing-methods, mechanized operation, better farm living. And with its more than a 
million subscribers among farm families segregated in the Heart states, plus New 
York and Pennsylvania... serving the business farmers with the largest invest- 
ments in land and equipment, highest yields, largest profits and cash incomes .. . 
SUCCESSFUL FARMING is direct access to the largest quick and lasting market for 





electricity and appliances in the world of today! Get the facts from any SF 
office... SuccessFUL Farminc, Des Moines, New York, Chicago, Atlanta, San 


AT FOR 





Francisco, Los Angeles. 
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IT TAKES 
MURE THAN A 
OOD REL 
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It also requires a good cook. .. . In the case of Chromel 
resistance wire, we devised the original formula for the nickel- 
chromium alloys. And it was a good one. No basic change in 

it, in almost 40 years. And we have learned long since, how to “cook” 
it. Chromel is a mature product, made by mature brains and hands that 
are skilled with experience. Chromel is a fundamental alloy. Its 
discovery created the widespread use of electric heat. It 
made heating appliances, good and useful. And through the 
years, Chromel has become known as a resistance alloy that is 
reliable all the time, in good heating devices. Actually, millions of devices 


have Chromel elements. So Chromel must be good. 


First in the Field of 
Nickel-Chromium Alloys 


| CHROME! 


HOSKINS MANUFACTURING CO. oto DETROIT 8, MICHIGAN 
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What Dealers Want 


meee CONTINUED FROM PAGE 80 aemmn, 


sign the kitchen layouts, which could 
then be returned to the salesmen and 
presented by them to the customer, 
The majority of dealers felt that the 
best assistance rendered by the Bu- 
reau’s home economists was the call 
made upon new customers for individ- 
ual demonstration of major appliances 
approximately ten days after they have 
been installed in the home. They also 
would like to see the cooking schools 
continued at Department demonstra- 
tion centers, with the privilege of send- 
ing prospects—and they like demon- 
strations in their own stores to prospect 
geoups. Cooperation will be main- 
tained throughout the post-war period 
between the Bureau’s sales department 
and dealers. All these suggestions 
will be put into effect as soon as con- 
ditions permit. 


Free Wiring 


All of the dealers have expressed the 
belief that the greatest possible stimu- 
lus to sale of electric ranges would be 
for the Bureau to continue its prewar 
policy of free wiring. They are not 
agreed on the best type of wiring 
participation plan, about half prefer- 
ring a cash reimbusement, with a limi- 
tation on the number of such free wir- 
ing installations any one customer 
may qualify for. The remainder pre- 
fer a plan which will include a free 
service entrance unit with every in- 
stallation without restriction, plus a 
cash reimbursement on the original 
appliance installation. The present 
Department service policy on major 
appliances, which includes free labor, 
transportation and parts at approxi- 
matley retail price after the guarantee 
period is satisfactory to the majority of 
dealers. The Bureau’s range and 
water heater specifications, which in 
the past have set a standard for certain 
basic details of construction are con- 
sidered satisfactory and most dealers 
consider it advisable that these speci- 
fications be maintained. 

The Bureau has announced that it 
intends to continue its policy of setting 
standards for electric ranges and water 
heaters which must be met in order to 
qualify for approval for wiring reim- 
bursement. These may be modified 
only to the extent necessary to permit 
improvements in design and manu- 
facture. It also expects to continue its 
policy of allowing reimbursements to 
offset wiring costs for “approved ap- 
pliances”. The present wiring allow- 
ance is $35 for the first major appli- 
ance, and $10 for the second. 

In general it.may be said that the 
dealers have been permitted to write 
their own ticket—and that Bureau of 
Power and Light policies for the post- 
war period will be based on their sug- 
gestions. Six dealer follow-up meet- 
ings were held for further discussion of 
undecided points, as well as one with 
distributors and manufacturers, and 
one with the merchandise managers of 
downtown department stores. The re- 
sult is an outstanding example of 
“community planning” in establishing a 
post-war industry program—a_ real 
experiment in economic democracy. 
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EveryRetailer Profits 
Four Ways with 


ivid- 

= Tested G-E Displays... 

ols 

os Store surveys and tests prove that it’s good business to use G-E 

pec Lamp displays...in the window, on the counter, or elsewhere in 

ied the store. Everybody needs lamp bulbs. Needs them repeatedly. 

tions And General Electric Lamps offer a postwar program of compel- Pell “om ial You can . . . with General Electric 
con- 


Lamp displays like this. It’s a colorful, pre- 
tested G-E display that fits small space any- 
where in your store. 


ling, hard-selling displays with these big profit-making advantages: 
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Customers buy quality! And General Elec- Want more turnover? Then do more busi- 
tric displays stimulate quality buying. ness with attractive, attention-getting G-E 
They identify your store and tie-in with displays as pictured above. They build 
consistent G-E national advertising. traffic for lamps and other merchandise. 


Use a complete service! A variety of inter- 
esting display material pays off in better 
business. You'll get it... with a complete 


selection of bigger and better postwar 
G-E displays. 
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Hear the G-E radio programs: “The G-E All-Girl Orchestra,” Sunday 10:00 p. m. EWT, NBC; “The World Today” news, 
Monday through Friday 6:45 p. m. EWT, CBS; “The G-E Houseparty,” Monday through Friday 4:00 p. m. EWT, CBS. 
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Your ABC Franchise represents a name —ABC—as old as the power washer itself. It has won 
friends and sales for nearly 40 years. 


ae It permits you to sell a balanced line of washers and ironers—built by specialists in the business. 
& It is the bedrock for a sound and secure washer-ironer merchandising operation. 

* It is an asset that can be acquired only through evidence of aggressive merchandising ability. 
. 4 It covers products that are priced right—in line with competition for volume sales and profits. 


Your ABC Franchise brings to you aggressive sales promotion— intensified advertising—close 
factory co-operation. 


* It stands for nation-wide dealer recognition for extremely low service costs. 


It is supported by product research and development that have contributed to every major ad- 
vancement in the washer-ironer field. 


The ABC Franchise is available only to a qualifying dealer, and its form shall never clutter the 
mails for promiscuous signatures. 


2 In short, the ABC Franchise means washers and ironers of top-flight sales appeal—leaders by 
every comparison—known the world over as the “’Precision-Built’’ Washer and lroner. | 


Write or Wire Today for Information 
Regarding ABC Franchise Opportunities ! 








= é 
we >» 
ABC Flies |\\) 4 “eE” 


Wational Oletributors for Canada 
NORTHERN ELECTRIC COMPANY, Lid. Americah Leading 
HEAD OFFICE MONTREAL, QUE. 
WASHERS AND IRONERS 
ALTORFER BROS. COMPANY : PEORIA, ILLINOIS 
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PST-I-[ 


wind of what SPERTI has up its 


sleeve for fall...in “SUNLAMPS” 











.».new models that are really 
eye-openers...new features... new 
prices.. and quantity deliveries 
THIS fall 





...and SPERTI 


is putting the biggest 
consumer advertising and 





merchandising program 
in its history back 
of these “SUNLAMPS” 











NOT JUST A RUMOR! Sperti is already beginning to 
swing into production on a brand new line of “Sun- 
lamps.” With new, dramatic features. With exclusive 
basic patents that give you a real sales story to tell. 
And, most important of all... with deliveries in quan- 
tity, this fall. Consumer advertising? Merchandising? 
An unprecedented program that will put Sperti and 
Sperti dealers way out in front. Better plan, now, to 
include Sperti “Sunlamps” in your BIG plans, for fall 
and winter. 


Sperti, inc., CINCINNATI 12, OHIO 
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DEVELOPMENT * MANUFACTURING 


Family Teamwork in 
The Electrical Business 








(CONTINUED FROM PAGE 53) 








This kitchen in rear of store, now used for luncheon and supper, will be turned 
into a model electrical kitchen display in post-war—and continue being used. 


ing new things to customers very 
slowly. They don’t seem the least in- 
terested in smart new fashions at all. 

“I gift-wrap everything free and as 
tastefully as possible. I think that is 
the main reason my customers are 
willing to pay me more for many arti- 
cles than they could buy them for in 
the city. Anyway, I receive lots of 
compliments for that gift wrapping 
and I rarely have any chiseling on 
price. Once in a great while a city 
person, here for the summer, may ask 
if I can’t do a little better on the price 
of some article but everything is 
clearly marked and I never retreat one 
inch from the figures on the. tag. 


Trade-ins 


“We can afford to be conservative 
on radio and major appliance trade-in 
values. Of course we have to be fair. 
But we don’t have to give long allow- 
ances to make a trade. The local 
service answer offsets any argument 
on that score. Mack insists the sale 
must show an immediate profit without 
consideration of what we later may 
make on the trade-in. 

“We don’t have the overhead wor- 
ries which fret city retailers. The taxes 
are easy to meet and the upkeep is very 
low. A young girl to help me keep 
the store spotlessly clean is all the 
assistance I’ve ever needed. One thing 
women gift buyers demand is a spick- 
and-span store. They’re death on 
dirt; so we dust all day long. 

“Today we're in a seller’s market. 
Anything we can lay our hands on, 
we can sell. But we’ve always been 
careful in giving credit. Mack would 
rather see me make two good sales out 
of five prospects than take a chance on 
all five and have one of them fall down 
later on payments. In all our years 
we've only had one radio repossession. 
We won't touch that $l-a-week stuff 
at all. 

“Although our customers are iso- 
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lated from each other, for the most 
part, and shopping news therefore 
doesn’t travel very fast, I’m always 
careful to treat all customers the same 
way, playing no favorities. On the 
other hand, I never ride roughshod 
over any of them, either, the way I’ve 
personally been treated a few times 
when shopping in the city myself. As 
post-war merchandise is released to us, 
we will protect our regular customers 
by giving them a chance at it in the 
order in which they are listed in our 
book. Strangers don’t get on those lists. 

“In a community like this, we have 
to keep long store hours, particularly 
in these times. People don’t like to 
drive 10 to 20 miles for something they 
want or reed and then find the store 
closed. Mack works on appliance re- 
pairs at night so I keep one store light 
on and the door open. Another mer- 
chant in town locks up at six every eve- 
ning, then works in the rear of his 
store until ten or eleven o'clock. Cus- 
tomers pound on the door but he never 
budges even though they know he is 
there because of the lights in the rear. 
You would be surprised at the number 
of times my customers have made re- 
marks about. that merchant’s short 
store hours. In a place like this, that 
policy doesn’t go well at all. 

“On the other hand, we can close up 
tight for two or three weeks every 
year and no one kicks.- Every winter, 
after the holidays, we take a fifteen- 
day cruise to some place in the West 
Indies. During the war, of course, we 
had to be satisfied with trips to the 
mountains instead, skiing and other 
winter sports. Customers don’t com- 
plain because they know we are en- 
titled to a vacation. We always ar- 
range for a serviceman to take care of 
emergency repairs which have to be 
done while we're away. Can you 
imagine locking up a city store like 
that? 

(Continued on page 88) 
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RADIO 
PAVES PROSPERITY HIGHWAY 


CLARION RADIO national advettising, 
over the last year, has totaled more than 
195,000,000 individual selling messages. 
They are paving Prosperity Highway 
over which prospects will travel to the 
CLARION RADIO dealer’s store... . 
There is still time to join the CLARION 
dealer organization, if you act promptly. 
. .. Write today for the name of your 
distributer. 


WARWICK MANUFACTURING CORP. |= __ 


4640 West Harrison St. e Chicago 44, Ill. 
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NO 
"RAILROAD CURVES” 


IN THIS 


REFRIGERATOR 
GASKET 


Tiee wavy 


refrigerator door gasket has 
been a problem child for a long time— 


but it has been licked 


Johnson's two-hardness extruded refrigerator door 
gaskets won't wrinkle or crawl; keep the seal tight 
and cushion the door when closed 


They also come in 


colors which adds to the appearance of a refrigerator 


Johnson's “round the corner” gaskets are being widely used 
on a great many different products. with unlimited possibilh 


ties because they actually go around corners without wrinkling. 


Drop us a line today for more 


information 


THE JOHNSON 
RUBBER COMPANY 


Middlefield, Ohio 
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Family Teamwork In 
The Electrical Business 








| ered. 


| self. 





Post-war Plans 


Getting set for post-war, the com- 
pany’s first major step was the acquisi- 
tion a year ago of the new building. 
The next move, now underway, is the 
gradual reduction in inventory of non- 
electrical stocks to make room for ap- 
pliances and radios as these products 
become increasingly available. In 
time it is expected the general gift line 
will be culled to a point where it will 
not require more than a quarter, at 
most, of the floor space. 

In this connection the Sincoffs agree 
they would much rather cart out a 
refirigerator than sell a greeting card 
but they'll never let go of their card 
department because a card customer 
always can become a refrigerator cus- 
tomer. The gift lines bring in the 
women and the Sincoff’s aren’t fussy 
how they get people into the store 
where they become exposed to radio 
and appliance merchandise displays. 
And the Sincoffs have complete con- 
fidence in their ability to clinch big 
ticket sales at later dates with cus- 
tomers who first ventured into the store 
for a card or a small gift. 

Continuing with GE’s full line after 
the war, the partners also intend to 
stick with RCA, Emerson and Zenith 
radios. New franchises include Royal 


cleaners and Bendix washers. A few 


| other specials now are being consid- 


On two of the newer appliances, 
dishwashers and garbage 
Mack sees trouble ahead because all his 
customers depend on cess pools for 
sink and Sincoff believes 
these two appliances will upset these 


disposers, 


clearance 


systems in the space of a year or two. 

Before the war Mack left refriger- 
itor service and repair to the manu- 
facturer while he handled the small 
volume of other appliance repair him- 
Since Pearl Harbor this has in- 
creased to such an extent he now has 
to spend several hours on it every 
night. He also checks tubes and tackles 
minor radio repairs but the bulk of this 
work is farmed out to a local man. In 
a small town Mack feels that this is 
a poor policy, generally resulting in 
a loss of radio service business. It is 


CONTINUED FROM PAGE 8 





only natural, he says, for customers to 
go direct to the man who actually re- 
pairs the sets if they learn all the work 
is not completed in the Sincoff store, 


Store Layout 


Mack built the step-type, movable 
wall cases along the left side of the 
store. Mrs. S. finds she can triple 
her store display space by the use of 
such cases, and also likes the idea of 
being able to store merchandise stocks 
inside them. Inventory charts on each 
case keep her posted on stock contents, 

The table displays down the center 
of the store, she says, make good self- 
service fixtures. One usually is given 
over entirely to Silex coffee makers 
and another to record albums while 
the other two are changed frequently 

A bank of 46 long, deep drawers of 
varied widths hold a great deal of the 
small parts needed in the electrical con- 
tracting work. These are located in 
back of the cashier and wrapping 
counter under which there is another 
bank of eight similar drawers. The 
stock room in the rear, 16 x 20, is 
loaded to the ceiling with lamps and 
fixtures. Wire stocks are carried in 
the basement. 

Mrs. Sincoff’s kitchen, where she 
now prepares luncheon and supper so 
they can keep the store open during 
those hours, soon may serve another- 
purpose. If modernized to the last 
possible degree, she feels it would 
make a fine model kitchen for sales 
purposes. A friendly distributor does 
not agree with her in this but she con- 
tends that many of her customers al- 
ready have glanced across the office, 
seen that there was a kitchen in the 
rear of the store, and then asked to see 
why not capitalize on their 
natural curiosity and show them a sale- 
able model .which actually is in opera- 
tion. This, she insists, would have far 
more appeal than a cold front-of-the- 
store display. The idea probably 
wouldn’t spark in a city, she admits, 
But in a small community it should sell 
a bill of goods better than any other 
possible sales method, in her estima- 
tion. 


it—so 


Long hours now are commonplace, with Sincoff spending daylight hours on contract- 
ing business, then turning to repair bench in store every night to service appliances. 
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WHIRLPOOL washers and ironers measure high on the dealer- 
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sales yardstick. Mechanically sound . . . long-lived . . . designed 
by top-ranking engineers . . . production in big volume for 
low cost. Dealers’ sales are simplified . . . their profits multiplied. 


WHIRLPOOL also multiplies housewives’ free time . . . subtracts 
hard work from the washing process . . . and divides washday 


hours into minutes. 


The WHIRLPOOL WHIRL-0-MATIC completely automatic washer 








operates from start to finish by a single turn of the dial . . . 


soaps ... washes... rinses . . . damp dries. 
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WORLD'S LARGEST MANUFACTURER OF HOME LAUNDRY EQUIPMENT 
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GET SET 10 GO 


We’re Ready to Roll the Minute Materials 
Are Available! 


“IM~ production lines are tooled up and ready 
to roll! Huge new high speed assembly lines have 
been installed and plant facilities vastly increased 
to step up our production to an all-time high! 
We’re ready to start turning out “%M~ appli- 
ances in volume the instant materials are available 
—which is anybody's guess, but will be soon! 
Your customers are ready, too! “WM~’s 20-year 
reputation plus over 130 million advertisements 
currently appearing in America’s leading maga- 
zines and newspapers are constantly selling them 
on the quality, dependability and value of the 
“eM~ line. 

* A leading distributor in your area has the “%M~ 
franchise. Contact him now and get set for greater 
profits with “%iM~—the most complete line in 
the industry. 


A 


President 


ONLY KNAPP-MONARCH OFFERS YOU A 


Bor MPLETe 2a... 
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WITH 


Only Nationally Advertised “KM~ Offers You 
These Four Big Advantages 


1. The most complete line in the in- 
dustry. Exclusive items, exclusive 
features, that get customers and hold 
them. 


2. Profit-proven, time-tested, trouble- 
free appliances backed by 20 years 
manufacturing experience. 


3. Consistent national advertising 
that is building consumer demand 
right now. 


4. Immediate volume production as 
soon as materials are available. 


true, . 
Sion) oJ) 


+— 


wor, SAP. CITIES, BS asses 

apock Al Along Ae oe 
Ol eee At Pl 
Week in and week out, powerful consum- 
er advertising in these leading national 
magazines and newspapers is building 
future customers, future profits for %M~ 
dealers and distributors. 
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For Bigger Profits and a Bigger Future get set to go with ~&M~ 


KNAPP-MONARCH COMPANY 
ST. LOUIS 16, MISSOURI, U. S. A. 


Buy more, and more, and more WAR BONDS! 
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THE FIRST CHOICE 


VERY Lt ae 
WHO KNOW HOME- 


WASHING BEST 


TWIN-TUB 


New Dexter Twins will soon be in limited 
production. And, that’s good news for 
thousands of housewives all over America. 
Right in your own community there are 
many women who will have no other Washer 
than the DEXTER TWIN—for once a 
Twin Tub user always a Twin Tub user. 
If you hear of a woman that has a “knack” 
of turning out the whitest wash in the 
neighborhood, and getting it on the line in 
half the time, chaftces are she has a Dexter 
Twin Tub Washer. 

Of course, DEXTER has a fine line of 
Single Tub Washers, too, so with the Dexter 
Twin plus Dexter Single Tub machines, the 
Washer Dealer with this line is set to 
build the most substantial and profitable 
WASHER business in any town or city of 


any size. 


Oke DEXTER Coax 


Fairfield «© * * * + + + lowe. | oo 


Price Cutting and 
Loose Trade-In Policy 








know how many employees it takes to 
do a certain amount of business. and 
you must anticipate a certain volume in 
order to budget your overhead. There 
is a good “rule of thumb” to note 
here—management or store sales 
should account for at least 25 percent 
of the total volume in a successful busi- 


| ness. If store sales are less, the owner 
| is probably working for the salesman, 





instead of the salesman working for the 
owner. 

“Let us see How this operator we 
have been talking about proposes to 
chart his postwar business. He is 
estimating annual sales in the three 
first postwar years beginning with 1946 
(we hope), at only 30 percent more 
than his best prewar years. He thinks 
he knows how many employees he will 
need to handle this business. 

“With the exception of a few items 
such as rent and ‘heat, depreciation 


|and possibly insurance, all overhead 


items are adjustable. Being set on 


| a percentage of volume, they can rise 


or fall in relation to actual sales vol- 
ume, so he is playing safe. His books 


| show him every month how his ex- 


penses and margins are running in re- 


| lation to sales volume, and necessary 
adjustments can be made in a reason- 





| ably safe time. 


Let me emphasize 
here the vital importance of monthly 
statements which will show the true 
condition of your business in relations 
to your sales quota and expense 
budget. 


30.3 Percent Margin 


“Tt will strike some of you rather 


| hard to note that the average realized 


margin shown by the 12-year history 
of one dealer’s business was only 30.3 
percent. That margin closely parallels 
the record in the hardware business, 
and the dealer whose figures we are 
using, had some side lines which could 
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be found in hardware stores. It is im. 
portant to understand that in this case 
and all others where we are looking 
for facts, it is not the discount yoy 
get or the profit you hope to make 
that counts. What you need to know 
is, how much did you actually realize 
or how much can you expect to realize 
after you have cleared up all adjust- 
ments, necessary markdowns on dem 
onstration models, close-out of white 
elephants, etc. You will get stuck with 
a bad bargain or a poor buy occasion 
ally, and that cuts into the margin you 
realize on your business as a whole 
Then don’t forget those “hot shot” 
specials which come in a normal com- 
petitive market; the low-end refrigera- 
tors, washing. machines; radios and 
other appliances which carry margins 
of only 30 percent or less. 


Figure Lower Margins 


“Tf you have thought in terms of 46 
percent or greater average margins, it 
may come as a shock to realize that 
you will be safer if you count on only 
33 1/3 percent as the average margin 
you might ‘realize in the future. Then 
if you find yourself actually realizing 
a better average margin it ought to 
make you very happy. On the other 
hand, if you figure you are going to 
realize an average margin of 40 per- 
cent and budget your expenses ac- 
cordingly, it will make you very sad 
if your expenses total 36 percent and 
your actual margin turns out to be only 
3311/3 percent. I shall not attempt 
to tell you what your margins or dis- 
counts are going to be on postwar ap- 
pliances, but I would be very much 
surprised if they were going to be in- 
creased. And, in setting up your sales 
quotas, remember to give extra atten- 
tion to the top quality lines which pay 
better margins to offset the low dis- 
count lines.” . 














“Better slip something on, Miss Burke—you're wanted on the phono-electronic 


televisor!" 
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$-tube AC-DC table model. 
Walnut cabinet, inlaid strip- 
ing. Extra large full-vision 
“slide rule” dial. Big dynam- 
ic speaker. Amazing tone 
quality — “Clear as a Bell.” 





SUNORA MEANS 


Here are 3 of the 37 beautifully-styled Sonora 
radios that will soon be building business, build- 
ing customer satisfaction for Sonora merchants 
Good to look at? Plenty! But just wait until you 
hear them! Because every Sonora model — from 
portable to de luxe console combination—must 
meet this rigid test at the Sonora engineering 
laboratories: It must have the best tone in its price 
class or it isn’t good enough to be called a SoNnorA! 


Get in touch with your Sonora 
distributor today. Get all the 
facts about the Sonora franchise... 
the franchise that means business! 





HOME 








RADIOS © F M © TELEVISION § « 
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Big-set reception made possible 
by newly perfected patented 
chassis circuit dis: i this 
6-tube AC-DC walnut table 
model. Unique dia! styling. 


Sonora means BEAUTY 
Sonora means VALUE 












ENTERTAINMENT 
RECORDS « 


This de luxe 6-tube AC-DC 
table model sounds like a 
console! And it’s a beauty — 
in walnut or blonde prima vera. 































That's. mighty important, because it’s tone that 
makes the sale! 

Sonora built-in value is backed up by alert 
merchandising, aggressive promotion, and power- 
ful national advertising that builds checkable 
store traffic for Sonora dealers! Yes. . 
means business . . 


. SONORA 
. business for you! 

Sonora RADIO AND TELEVISION Corp. 
325 N. Hoyne Avenue - Chicago 12, Illinois 


Onora 


ClearasaBell 


AT ITS BEST 





PHONOGRAPHS © RECORDERS 
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This is one 















































of the new 








For Natural, Arti- 
ficial or L. P. Ges 


. - which will be ready 








for you during the 


last quarter of 1945 


GRAND HOME APPLIANCE CO. 


2323 EAST 67th STREET « CLEVELAND 4, OHIO 





























At 213 S. Fulton St., Ithaca, N. Y. 
is an outstanding retail co-op. It has 
a cold storage locker, an up to date 
grocery and meat market, sells oil and 
gas, feed and some hardware. Prices 
in the grocery and meat market, sells 
oil and gas, feed and some hardware. 
Prices in the grocery store were what 
one would currently see in downtown 
Ithaca and about the chief difference 
is the fact that the meat market car- 
ried more meat. Literature was on 
display, such things as a pamphlet en- 
titled “Cooperative Consumers Society 
certificate of incorporation and by- 
laws,” free copies of “The Cooperator” 
published by the Eastern Cooperative 
League at 44 W. 143rd St., New York 
City, and notices of the Cooperative 
Consumers Society quarterly meeting 
were available to all customers. 

Holders of common stock in the 
Ithaca Co-Op get about 5 percent on 
their investment. Owners of pre- 
ferred shares enjoy cumulative divi- 
dends of 6 percent. Stockholders, no 
matter how many shares they own, 
get only one vote in the Society. 

The buildings of the Consumers Co- 
operative Society of Ithaca are modern, 
the business well run. It undoubtedly 
deserves to be pointed out as an out- 
standing example of the movement. 


Deal in Commodities 


One will note, however, that these 
stores are dealing in necessities: groc- 
eries, meats, oil and gasoline, feeds, 
fertilizers, seed, fencing and articles 
the farmer or town dweller must have, 
to live on. To the average customer, 
outside of the 5 percent that he gets 
on the money he invests, it is not 
apparent to the outside eye where any 
great savings are to be made. The lo- 
cation of the Ithaca store is far from 
the downtown district, in an awkward 
area, near the railroad tracks. It is 
much handier for a farmer driving in 


Can the Co-operative Sell Appliances? 


CONTINUED FROM PAGE 65 





with his truck than for a city customer 
carrying a basket. 

What then, is the reason for co-op. 
erative success? This writer is jp. 
clined to agree with Joseph Leopol 
of Dallas, Texas, southwestern manga. 
ger of the National Tax Equality As. 
sociation, that farm cooperatives are 
one thing but the urban cooperative js 
formed to avoid taxation. 


Distribution Costs 


Whether this saving on taxes js 
enough to make a co-op a formidable 
factor in appliance distribution, this 
writer doubts. In the report of the 
Federal Trade Commission on Dis. 
tributing Methods and Costs published 
in 1944, this is the breakdown on re. 
tailer’s distribution costs of 82 retailers 
of household electric appliances scat- 
tered throughout the country: 


Costs in Cents per Dollar of Net Sales 
100.0 
Cost of merchandise sold (net) 68.38 
eh, SO ee 31.82 


Distribution Expense 





Compensation of officers..... 4.79 
Other salaries and wages.... 15.33 
REE IOI «ok tabe ess cc. 2.03 
Taxes: 
Social Security/unemployment J 
Other (excluding income 
Tess) ee : aan: & a + ene 1.01 
Advertising expense......... 2.53 
Other distribution expense 
Cat b> « Wh ds- de> &- curse 4.09 
Total distribution expense... 34.51 
Provision for bad debts.... w/ 





Total distribution expense and 
provision for bad debts.... 31.21 


The sale of an electrical appliance 
is not a trade on something that the 
(Continued on page 96) 





























: 


SEPTEMBER, 





HENRY !!! 


1945—ELECTRICAL MERCHANDISING 














a ee ee eee 








‘Sure she's happy- 
she just 
ran into a door!” 
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eS Scat- 
let Sales 
100.0 
68.38 
31.82 
479 
15.33 
2 03 * 
7) And what a door! That Shelvador* on the Crosley, First thing, show the customer the side-by-side refrig- Then you raise the blind on the Shelvador* and step 
Tom, is a salesman’s dream. You don’t have to say erators. You have the Demonstration Blind pulled back. Bang! She gets it right away. Not much left to 
1.01 anything. You let the refrigerator do the talking down over the Shelvador*. You explain that both are do but get out the order book and ask, “Name and ad- 
253 and does it talk! excellent refrigerators—with all modern improvements, dress, Madam?” The Crosley, opened, looks like two 
gadgets and so on. refrigerators with that double front-row storage space. 
49 : . - 











3051 SEEING is Believing 


ae? A SOON AS we go into production, we are confident 
the Crosley Refrigerator with the patented, exclu- 
sive Shelvador* will again be the talk of the trade. You 




















ppliance Onpinary comptere: can expect refrigera- a 12 
that the BLANK DOOR THE SuEiVADOR™ , > 4 www 

tors with every modern 

improvement and de- | hae at — - er 4 
7s velopment in home re- www 
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Shelvador*—the door — | da 
that sells itself. Typical . 
"ty of all Crosley home ap- ¥; we i. 
= TWIiICe AS MUCH h * Ste 
a FOOD TO THE FRONT pliances, Crosley gives to! 
WITHIN EASY REACH you not only the : c 8 a aa 


Shelvador* but radios, radio combinations, and house- 
hold appliances with features the customer can see, hear, 
or Sonl—fonnuses that let you profit handsomely. 


"nec. U.S PAT OFF 


-EROSLEY 


THE CROSLEY CORPORATION, CINCINNATI 25, OHIO 















That's just the beginning. Because a new refrigerator is an event in any home 
and every woman loves to show it off to her friends. And when her friends get a 




















— load of that Shelvador* with all that storage space—brother, they come in 
to see me. You just can’t beat a product that delivers its own sales message! 

RADIOS + RADIO-PHONOGRAPHS + FM + TELEVISION + SHORT WAVE + ELECTRONICS + RADAR + REFRIGERATORS + HOME FREEZERS 
LAUNDRY EQUIPMENT + RANGES + KITCHEN SINKS & CABINETS + HOME OF WLW, “THE NATION’S STATION” 

SING ELECTRICAL MERCHANDISING—SEPTEMBER, 1945 , PAGE 95 


| Can the Co-operative 
Sell Appliances 
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customer has to have such as groceries, 
coal and the like. It is a sale to the 
customer of a device which involves a 
change.in his habits. Education js 
required. Being’ a big ticket item it 
| is a deal in which the salesman must 

° bolster up the prospect’s nerve to com- 

Ov r readers are ditte Ye nt mit himself for that much money. This 
‘ all takes salesmanship, ahd to date this 

writer has seen no exampleef a co-op 
which has exhibited le sales- 


When th C sho th SHO { manship. Unloading fertilizer out bf 

Pp oa é / t railroad cars, putting meat in a frozbn 

food locker are items which save 

money for the consumer, but it can 

(BUT DO THEY BUY YouR PRODUCT?) scarcely be said that they take sales- 

manship. The high cost of sales— 

15.33 percent out of a gross margin 

of 31.62 cents is there because it costs 

this much to make a sale. Closing an 

order involves endless demonstrations, 

talks, calls, disbursing of literature. 

The co-op expecting customers to come 

in under their own power will find that 

only those who have been sold by 

demonstration elsewhere will come call- 
ing. 


Little Price Appeal 


Not being’a cut price organization, 
it is likely that co-op prices will not 
be much below price leaders for any 
other type of dealer. Therefore, there 
is no chance of a price appeal bring- 
ing customers on the run as in the days 
of cut prices. 

One other feature that the co-op 
needs to fear: The public, like a burned 
child, fears the fire. Any number of 
private label and orphan lines of elec- 
trical appliances went whamdoozle 
during the war. They went out of 
whack and due to the fact that service 
and parts had not been maintained by 
the manufacturer, the owner was abso- 
lutely out of luck. We can safely 
expect a greater clinging. to known 
brands of merchandise after the war 
by the entire public. It has had its 
fingers burned and learned its lesson. 
Co-ops without service departments, 
without the uniformity that the national 
brands bring to a line coast to coast, 
can naturally expect some reluctance 
on the part of the public which will 
continue to buy coal, feed and other 
stuff over its counters. 


Summary 


Looking at the dope that could be 
dredged up in July, 1945, it didn’t 
appear as if the cooperative movement 
can cut a big swath in the appliance 

Our 2,350,000 families apparently dote on a magazine that’s 100% field. It is quite true that the move- 

: : ° : ments are on foot to include appliances 
* about homemaking—no fiction nor fashions, no gossip nor glamour! 


a in cooperative setups, under private 
And maybe it’s because a// our pages supplement the ads that we get labels. Some of this will undoubtedly 


such startling sales results. Whatever the reason, The American Home be mp But ~~ ree ~ - _ 
aed ae ! Tha’ ; boa ing, for servicing, for beating the drum 
magazine certainly pulls! That’s why YOUR product belongs in it. and educating the gublie’ deat stam to 
be in the cooperative movement orbit 
—and the fellows who sold the most 
li@aces in this country think these 
factors are still what counts. The sav- 
ings on taxes doesn’t seem to be enough 
to-turn the trick. 


’ 
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Again it's SAMSON Heating Pads 


0-Op 
ales- 
it fof 
ozen 
Save 
can 
ales- 
les— 
rgin 3 Fixed Heats, each controlled by 
costs 
g an 4 precision thermostats. Perma- 
ions, 
ture. nently sealed 100% wetproof cover 
come 
that of DuPont Fairprene. Zelan-treated 
d by 
call- water repellant and stain resistant 


for quality features that mean vol- 
ume sales and customer satisfac- 


tion! Patented SAFE-T Circuit, with 


extra covers. Cushion-comfort 


padding. Strain-relief switch with 
. - exclusive “Touch-Tell” indicator 
dhare for night use. 8-foot cord. Each pad 
ont individually boxed to form a com- 


co-op pact, self-selling counter display. 
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FACTS ABOUT SAMSON UNITED TODAY AND FOR THE FUTURE 
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As you read this, another Sanson electrical appli- 


ance—the Samson Heating Pad—is now in produc- 
tion. Initial shipments will be limited, but as fast as 
more of our war-expanded facilities are released 
for peacetime production, larger and larger quan- 


tities will go forward to Samson distributors. 


In addition to the Samson Duo-Dial-A-Heat Flatiron 
which dealers are already receiving, the Samson 
Safe-flex Rubber Bladed Fan and the Samson Vari- 
able Control Table Range will be made available as 
soon as conditions permit. Watch for news of these 


and other Samson profit-making appliances. 


= © 6 ki 


SAMSON UNITED CORPORATION, ROCHESTER 10,N.Y. 


Samson United of Canada, Limited, Toronto 
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or Smart 


@ An attractive, accurate cook- 
ing-timer and clock mechanism 
that can be readily styled to 
match the trim of any modern 
range. 

@ A large dial and well-spaced 
adjusting knobs make it easy to 
read, to set, and to clean—-selling 
features that count. 

@ Has a maximum cooking time 


®@ Simple to install, either built- 
in or aS an accessory. 
@ Simple to understand and op- 
erate—pull pins opposite the 
cooking period desired are pulled 
out to operate the range; the 
pull pins indicate when the 
timer is in operation. As cooking 
is completed, the pull pins return 
to normal position and auto- 
matically turn off the range. 
Send for Booklets GEA-4418 


*Trade-mark reg. U.S. Pat. Off. 
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For panel mount- 
ing (left) or in 
plastic case. 


-03 


of 8 hours in a period of 17 
hours—another sales point. 

@ Designed for vertical or hori- 
zontal mounting, and utilizing 
the famous Telechron* motor. 
Made in two sizes: with a 3- 
inch or a 24-inch dial. 

@ Produced by the largest manu- 
facturer of timing devices— 
mass-production economies as- 
sure low price. 


For panel 
mounting (ex- 
treme left) or 
@s on accessory 


and GEA-4449. For prompt de- 
livery (following WPB release) 
order now from our nearest 
office, or address: General Elec- 
tric Co., Schenectady 5, N. Y. 














An Independent Distributor Gives Some 
ADVICE TO DEALERS 





dow display and customer relations. 
Profit minded dealers will concentrate 
their selling time on what they can 
deliver and get paid for. 


Frozen Food 


An amazing thing is going on in the 
food industry which will change the 
eating habits of the nation after the 
war. That is the enormous increase in 
the consumption of frozen foods. It is 
assured that the cost of frozen foods 
will be less than that of fresh foods 
as consumption increases. Of course, 
with lower costs, still further increases 
in consumption will occur, thus bring- 
ing prices still lower. Some day every 
family will require storage space for 
frozen food. The sales of refrigerators 
having two compartment—one for 
frozen food and one for fresh food— 
will soar, 


Training Salesmen 


Selling radio and appliances requires 
expert salesmanship. Starting with the 
store owner and including his staff, 
sales work is of greatest importance. 
You must do business every day—day 
in and day out. Therefore, you can’t 
afford to lose sales from ineffective 
selling. 

What qualities must a salesman 
possess to be a producer ? First he must 
have a likable personality and an in- 
offensive appearance. No one will do 
business with a man that they dislike 
or who is repellant in appearance. He 
does not have to be a Clark Gable but 
he must not be disliked. Second, he 
must know his product thoroughly. 
Customers respect the salesman that 
can answer questions intelligently. You 
can’t just assume that customers are 
dumb because over the years the gen- 
eral public have proven to be smart 
buyers. So knowing everything about 
every item he has for sale is a must 
for salesmen. Third, he must learn how 
to close a sale. That is the hardest 
job and the real test. Too many sales- 
men are nice, pleasant, courteous, and 
are expert in knowing their product, 
but they generally forget to ask the 


| customer to buy. Volumes could be 


written on how to close a sale, but the 


salesman must start out by wanting the 


order, wanting to close the sale, want- 
ing it so badly that his persuasion be- 
comes overpowering. 

So in planning a sales force take into 
account your training procedure. Tell 
your men all there is to know about 


| the products you handle. Insist that 


they read manufacturers’ literature— 
quiz them on it. Make them attend 
any product sales meeting. The better 
they know the product the easier is 
their selling job. Finally, teach them 
how to close—show them by example. 
Compensate them with incentive pay 
so that they will want to make a sale; 
want to close a sale so badly that they 
will put their heart, into it. 


Military Brides 


The big increase in military mar- 
riages has developed another postponed 
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sales potential for after the war when 
many thousands of young couples will 
be reunited and set up housekeeping, 
“Life” magazine reports on its sur- 
vey—‘“compared to civilian brides, 
military brides have only one-third as 
many refrigerators, less than half as 
much furniture,” etc. I wonder if the 
marriage bureau at the City Hall has 
not got a swell mailing list for an 
appliance dealer. 


Direct Mail Advertising 


Like other forms of sales promotion 
direct mail advertising can not be 
planned or handled in an off-hand man- 
ner, it must be done right to be suc- 
cessful. 

Radio and appliance dealers in the 
past have preferred newspaper adver- 
tising, one reason being that direct 
mail was “too much trouble”—sure it 
is, but once you go to the trouble you 
really have something. Direct mail sup- 
plemented by newspaper advertising is 
a winning combination. 

With direct mail properly organized 
your advertising can hit your exact 
target—your community—families you 
know—who are on your books—or who 
have been in your store or pass by it. 
With direct mail you can reach them 
once a week or once a month or when- 
ever you have something “special” to 
announce. 

To use direct mail advertising effec- 
tively and properly here are some sug- 
gestions: The heart of any direct mail 
program is the mailing list. Make up 
two lists, one of customers, and the 
other of prospects. Your community 
phone books are helpful. Have both 
your customers and prospective cus- 
tomers names put on addressograph 
plates (cost about 3¢ per name). Just 
send your list of names to any one of 
a number of firms who make addresso- 
graph plates (listed in the phone book) 
and they will make the plates. Make 
arrangements with some “letter shop” 
to multigraph your letters and do the 
mailing, and send them your addresso- 
graph plates to keep for you, also let 
them have a good supply of your let- 
terheads and envelopes. Now any time 
you want to mail anything to your list 
you can do so on a day’s notice at mini- 
mum expense and no trouble. Plan reg- 
ular mailings of your own letters, post 
cards and manufacturers’ direct mail 
pieces. Your letter shop will get them 
out on a schedule. 

But to actually use this direct mail, 
you should get your list made up on 
plates and left with a competent letter 
shop. Once you do that you are all set. 
Just think of what can be accomplished: 
You get in a carload of washers and 
the very next day every customer and 
prospect you have can know about it 
for the cost of a penny postcard. Right 
now you will find direct mail most 
effective for soliciting radio repairs, 
phonorecord sales, swap campaig"s, 
etc. But remember do it .right, other- 
wise direct mail will always be “‘00 
much trouble.” 
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DUO-THERM back in production of 
CIRCULATING HOME HEATERS 
with PATENTED POWER-AIR ! 














Propuction SCHEDULES for the full Duo-Therm line of fuel oil space 
heaters have been set up, and shipments to dealers are being made as 
rapidly as these new heaters come off the line. 


This means that all dealers should be selling the complete line of 
Duo-Therm Radiant Circulators and Duo-Therm Royal Circulating 
Heaters before the end of the year—handsome models that have Duo- 
Therm’s Dual Chamber Burner, Co-ordinated Controls, Waste-Stopper 
and many other exclusive selling features. 


Some good territories are still open. Send the coupon for full informa- 
tion on protected Duo-Therm franchises. 


Duo-THERM 


America’s Largest Manufacturer of Fuel Oil Heating Appliances 


© 1945, Motor Wheel Corp. 


DUO-THERM Division of Motor Wheel Corporation 
Dept. K-23, Lansing 3, Michigan 


| 
| 
| 
| would like full information regarding the Duo-Therm Appliance market in my terri- | 
tory as well as the Duo-Therm protected franchise story. | am interested in selling | 
Duo-Therm Fuel Oil Space Heaters [[] Duo-Therm Automatic Fuel Oil Water Heaters | 
[-] Check one or both. | 

| 

| 
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Packard Sunlight motors are individually designed 
and engineered for the particular job they are to 
do. They are tailored to the needs of the products 
you sell, to assure rugged, dependable service. 


In designing motors to serve your customers well, 
Packard Sunlight motor engineers have de- 
veloped the proper size, shape and performance 
characteristics for each make and type of product. 
Packard’s extensive manufacturing and research 
facilities are ready to meet the requirements of 
leading manufacturers in the appliance field. 


Every Packard Sunlight motor has extra-quality 
features to assure long life and satisfied customer 
reaction—such features as self-oiling cast bronze 
journals, full-gauge copper wire, extra-heavy coat- 
ings of dielectric insulation, and full-rated starting 
capacity. The efficiency of these motors safe- 
guards product performance. 


Packard Sunlight motors do the job better 
because they’re designed for the job they do. 


The World’s Best Investment— War Bonds 


100 








The Dealer Outlook in Montana 





the electrical business count on enter- 
ing the major appliance field. This 
gives a total of 1,126 which are pos- 
sible prospects for handling major ap- 
pliances in this territory after the war. 


Character of Stores Vary 


The character of the stores vary 
with each district. The Billings area, 
is primarily agricultural, with live- 
stock and crude oil and occasional 
manufacturing plants concerned mostly 
with the processing of natural prod- 
ucts. It is estimated that the effectual 
buying income for this area (including 
a portion of Wyoming) is approxi- 
mately $65,000,000 annually. The 
population, including the Wyoming 
sector, is approximately 207,000 per- 
sons. It is expected that 179 dealers 
will serve this area in the postwar era 
with major appliances. 

The Bozeman district includes the 
Montana State College, the State Ex- 
periment Station and the State Ex- 
tension Service, with two large fertile 
valleys in its hinterland. Deposits in 
local banks total over $10,000,000, 
which average about $1,100 per person 
for the less than 10,000 population. 
Postwar dealers carrying major appli- 
ances are expected to number 70. 

The Butte Division takes in the larg- 


| est city of the state and is a rich min- 


ing area, with extensive agricultural 
development as well. Almost 180,000 


head of cattle were shipped from this 


area last year. The annual retail ex- 
penditure in this area tops $42,000,000, 
yet there is on hand in the banks sery- 


| ing the territory additional cash re- 


serves of approximately $59,000,000 
and every War Loan drive has been 
oversubscribed. Major appliances deal- 
ers in the postwar era will number 


| about 165. 


Great Falls is the largest division of 
the Company and is characterized by 
diversified agricultural development, 
stock raising, natural gas and oil, plus 
some mining. Some 10,000 stockgrow- 


CONTINUED FROM PAGE 6! 





“= 


ers alone do a business amounting tp 
about $50,000 annually. Business re. 
ports show the region’s business recor; 
to have been uniformly good. Thre 
hundred fifty nine major dealers wij} 
serve this area. 


The Helena Division 


The Helena division is rated “the 
steadiest market in the Northwest.” [ts 
background country includes stock. 
raising and mining enterprises on 4 
large scale. Within a 100 mile radiys 
of Helena lives 65 percent of the popu- 
lation of Montana, receiving 90 percent 
of the entire state’s payroll. For Helena 
alone this figure runs to about $1,000. 
000 monthly. Eighty one major deal- 
ers will serve this territory. 

Wheat, cattle, sheep and coal min- 
ing, with various industries and rail- 
road repair shops mark the Lewistown 
division, which records 4,295 domestic 
customers served as of October, 1944. 
Major dealers in the postwar period 
are expected to number about 115. 

The Livingston Division is a tour- 
ist center (with its approach to Yellow- 
stone Park), as well as a prosperous 
agricultural, cattle raising and min- 
eral area. Residental customers served 
numbered 2,578 in October, 1944. Say- 
ings reported in banks and war bonds 
from this area totaled more than $9- 
000,000. Thirty-six dealers are ex- 
pected to carry major appliances in 
the postwar period. 

Missoula is the westernmost divi- 
sion of the Company, with diverse agri- 
cultural development. Here too, is lo- 
cated the state University and the re- 
gional Forest Service offices. Not far 
from Missoula is the largest sawmill 
of the state. More than $17,000,000 
are on deposit in Missoula banks, plus 
an additional $3,000,00 in the banks of 
Hamilton. This is exclusive of wat 
bonds owned. Residential customers in 
this division numbered 9,552 in Octo 
ber, 1944—121 dealers handling major 
appliances are expected to serve them 
after the war. 








“IT'S THE KITCHEN I'VE ALWAYS DREAMED ABOUT." 
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lf you want to know “who’s who” in radio retail 
merchandising you need only look at the list of Bendix 


Radio dealers. You'll find the fine old names that 


have made radio history ... fast-action merchandising 


organizations that have made home radio big business 


+». the sound substantial companies that judge on facts 


ee Listen to“ MEN OF VISION” every week over CBS 


not fancies. Who are these organizations? Why are 
they building with Bendix? Get the answers to these 
basic questions before you take any franchise. Write 
to Bendix Radio Division, Baltimore 4, Maryland, 
for all the reasons why America’s top-flight dealers 


call Bendix Radio “*The Franchise With a Future.” 


—_—_Aa> 
BENDIX RADIO} 


AVIATION CORPORATION 


OIS'NBUILD BEST WITH BENDIX FOR PRESTIGE - PROFITS © PERMANENCE 
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POST YARNS 
T 


An idea and a pocket-size book have developed into 
something pretty serious —and pretty powerful—among 
the members of the armed forces. 

The book is Post Yarns. Its several editions have 
gone free to some six million in the service. No one 
knows how many more millions have read them. 


BUSINESS TOOK A HAND 


The first two million Post Yarns were 
mailed by American industry to their 
employees in the Armed Forces. Never 
has a Post venture met with more en- 
thusiastic response. 

Six months later, in answer to the 
tremendous demand created by the first 
mailing, these same firms mailed out 
an additional two million. 


THE NATION’S RETAILERS 
TOOK A HAND 


In honor of Father’s Day, the nation’s 
leading department and men’s wear 
stores joined The Saturday Evening 
Post in a patriotic service to the armed 
forces. Through their cooperation, Post 
Yarns were mailed free to millions of 
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servicemen and women throughout the 
world. Close to two million copies 
were mailed in what many of the stores 
themselves applaud as the greatest pro- 
motion in their history. 


THE OVERSEAS MAILBAG 
BRINGS THE ANSWER 


And it comes from every fighting front 
— through thousands of letters straight 
from the hearts of the men who will be 
the builders of tomorrow's America. 
The accompanying letter from a ser- 
geant in New Guinea is typical. 

Post Yarns have become something 
more than good reading. They are 
ambassadors of good will and friend- 
ship to this nation’s men of tomorrow 
—the founders of tomorrow's families 
—the very leaders of postwar America. 








1945—ELECTRICAL MERCHANDISING 


S BUILD FUTURE FRIENDS 
N JUNGLES OF NEW GUINEA 
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SINKS + 


GET IN THE 


KITCHEN BUSINESS 


THE WAY 


for Big New Profits 
































1. Double Your Profits... 


Selling a range or refrigerator often sells an AMER- 
ICAN kitchen—yet the kitchen is usually twice as 
profitable as a refrigerator!—and sells for very little 
more. PLUS: With AMERICAN kitchens you have no 
trade-ins . . . no installation problems . . . no ware- 


housing worries. 


2. Complete Line... 


The all-steel AMERICAN units can modernize any 
kitchen, new or old. These soundproofed units include 
cabinet sinks, base and wall cabinets, corner sections, 
and broom and linen cabinets to fit any size kitchen. 
All these are the products of 12 years’ research in 
the world's largest kitchen factory. 


ey 


HETCHERS — 


CABINETS + DISHWASHERS + GARBAGE DISPOSALS 


FOR FACTS ON THIS POSTWAR BUSINESS ASSURANCE, SEND THE coupon WOW 


AMERICAN CENTRAL MFG. CORPORATION 
Dept. 9EM 45, CONNERSVILLE, INDIANA 


Tell me how | can cash in on this new opportunity. 


Name 





Address 


City and State 





Refrigeration service class in progress at Sacramento College, Adult Education 
Dept., under the direction of Owen C. Cooper, Henshaw Supply Co. 


Sacramento Training 
Refrigeration Men 


22 graduates have completed course— 
second group now being organized 


WENTY refrigeration dealers in 

Sacramento, California responded 
in the spring of 1944 to a call from 
the local unit of The Northern Cali- 
fornia Electrical Bureau for a meeting 
to consider ways and means of meeting 
the local shortage of refrigeration serv- 
ice mechanics. The answer found was 
a training program to be carried out 
hy the Adult Education. Dept of the 
Sacramento College, with Owen C. 
Cooper of the Henshaw Supply Co. as 
instructor. 


First Course Completed 


The first course which was inaugu- 
rated in September, 1944 has now been 
completed, with 22 graduates having 
completed a thorough training in gen- 
eral principles and in shop practice. 
The fundamental groundwork was 
covered in a course of approximately 
150 hours, while the second division 
devoted to actual shop practice, cover- 
ing 150 hours or more, has been held 
in the vocational shop located at the 
Sacramento College under the War 
Production Training program. Sub- 
ject matter of the course covered: 1. 
General principles of refrigeration. 
2. Domestic refrigeration and 3. Com- 
mercial refrigeration. 

Prospective students were selected 
from among men working in the indus- 
try who did not feel competent to carry 
on refrigeration repair work alone, 
from among newcomers to the indus- 
trv, who might be recommended to the 
course by a dealer, and from men 
selected by the State Bureau of Voca- 
tional Rehabilitation. Care was taken 
to select only men who might reason- 
ably be expected to complete the 
course, and to stay in the electrical 
industry upon its completion. 

The course of study was developed 
by the National Refrigeration Service 
Manpower Committee, using the text 
“Modern Electrig and Gas Refrigera- 
tion”, published by the Goodheart-Wil- 
cox Publishing Co. Equipment, tools 
and expendable materials were made 
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available to the class through the War 
Production Training program. This 
cooperation made it possible for the 
group to have actual experience in 
assembling, servicing and repairing 
equipment. Sacramento dealers also 
cooperated in supplying equipment for 
class practice and training. 


Came From Other Jobs 


During their training period four 
of the trainees were working in the 
refrigeration industry; two were em- 
ployed as aircraft technicians; one as 
a sheet metal mechanic; one a journey- 
man machinist; one a radio technician: 
one a building engineer ; one employed 
by U. S. Engineers ; one, city fireman; 
two retired. Post-war plans indicate 
that practically all of them plan defin- 
itely to specialize in the refrigeration 
field. Five have stated that they will 
specialize in refrigeration service and 
repairs. Six are interested in the sales 
and service cnd of refrigeration equip- 
ment. One will specialize in cam- 
mercial refrigeration engineering and 
sales, One plans to go into the field of 
refrigeration parts and supplies. 

Results of the course are already ap- 
parent in the improvement shown in the 
work of those who were already in the 
refrigeration industry. Their ability 
to analyze the cause of trouble and to 
make adjustments and repairs has visi- 
bly increased. Several trainees, not 
hitherto in the refrigeration’ industry 
had during the period of training al- 
ready started working parttime for re- 
pair dealers. 

Success of the first class is responsi- 
ble for the organization of a second 
training group., Classwork had al- 
ready started early in June, with am 
enrollment of 20. The Sacramento 
school department is also sufficiently 
interested so that it has signified its 
intention of continuing the course of 
its regular schedule in the future, ac- 
cording to Carl W. Anderson, secretary 
for the Sacramento Unit of the North- 
ern California Electrical Bureau. 
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INK || € ORDIC 


RECORDING INSTRUMENTS FOR HOME, 
COMMERCIAL AND PROFESSIONAL USE 


Manufactured by 


WILCOX-GAY CORPORATION 
CHARLOTTE, MICHIGAN 


DEALERS: Mail This Today! 





' i 
fi WILCOX-GAY CORPORATION ' 
§ Charlotte, Michigan i 
i Gentlemen: Tell me more about the coming RECORDIO . 
§ ©Ppportunity that is stilt open in my territory. . 
f i 
kop ih RE a a ESE 4 
' i 
1 PT Oy, Oppo BIN4 AS ae ancccsgaesecesseceonncennaie 4 
not ' 
| eo ee beng ccceceseecerene ZOE « «- «Stab overcece & 
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Finds Profitable Sideline in 


MODEL AIRPLANES 


Southtown Radio in Springfield, Ill. 
caters to boy hobbyists from all over town 


é¢ HE addition of 
helped solve our wartime 
“cost-of-labor problems,” 
says Maurice Huth of the Southtown 
Radio Shop in Springfield, II. 

“Our sales in these lines can be 
handled by untrained personnel. This 
releases trained repairmen who can de- 
vote their attentions to our regular 
work.” 

A check-up reveals that this neigh- 
borhood radio shop is handling model 
airplanes; has a large record retailing 
department; carries a line of electric 
lamps; small household electric items 
and paints. 


sidelines 


Variety in lines and activ- 
ities have tided this shop over during 
the present difficult period in merchan- 
dising. 


Attracts Boy Hobbyists 


In referring to their line of model 
airplanes and other hobby kits, which 
the shop has featured for the past 
three years, Huth stated, “this division 
of the business is attracting boy hobby- 
ists from all over Springfield.” 

This shop entered the record busi- 
ness some time ago when they first dis- 
posed of a large stock of used records. 
This proved to be such a profitable 
undertaking that they expanded their 
line and started handling new records. 
Their line is now the most complete in 
the section of the city in which the 
shop is located. 

Southtown Radio Shop finds that a 
high school girl can handle the sales of 
the lines mentioned. This procedure 
leaves Huth and other radio men free 
to take care of the repair business. 

In order that their side-lines would 
be brought to the attention of the city, 
the shop in recent months has co-oper- 
ated in a program of “‘news-ads” spon- 
sored by the local newspapers. These 
ads have proven highly successful. 


“News-Ad" Program 


In the “news-ad” program, the shop 
—by paying an additional rate—ac- 
cumulates space for news ads which 
are illustrated and regular news copy 
stories telling of their business services. 
The illustrations for the ads are actual 
photos taken in the shop and :*:¢ story 
copy is written by experienced news- 
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men, These ads appear in the Monday 
editions of the local papers. South- 
town has exclusive rights for this 
service—an idea which may be devel- 
oped in any locality. 

The “news-ads” are in addition to 
the regular classified advertisements 
used by the shop. The ads appear on 
a special page of the newspapers are so 
marked in order to meet UV. S. postal 
regulations. 

The shop is a partnership, with 
Maurice Huth, Fred H. Brinkman, 
and Edwin Mohan, Jr., as owners. 


Each man carries out a service spe- 
cialty of his own and the merchandis- 
ing activities are participated in jointly. 
Huth is a radio repair man; Brinkman 
an automatic phonograph distributor 
and Mohan an electrical contractor. 
The diversity of interests and abilities 


makes this combination a winning - 


team. 

In the repair line, Huth has added 
electric irons, toasters and lamps. He 
has also developed extensive operations 
in “juke” box repairs for local jobbers 
and distributors. 





Boy customers gather round attractive display rack for model airplanes in Southtown 


Radio. 
according to Maurice Huth, partner. 


Airplane models have become an important business in recent months, 


Interior view of Southtown Radio. On left is record department; at right is model 
airplane kit department and radio service shop is in rear. 
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Self-Enforced Rationing 


Keeps Appliances 
Available 


There are two schools of thought on 
the merchandising of available electri- 
cal appliances and radios under war- 
time conditions. Disciples of each 
school are firmly convinced that their 
own method is the best. Earl Fletcher, 
head of the G. A. Fletcher Music Com- 
pany Ltd., 22 Commercial Street, 
Nanaimo, B. C. recognizes this fact, 
but he makes no attempt to seek to con- 
vert others to his opinions. He, how- 
ever, firmly believes in the principle of 
rigidly self-enforced rationing of 
stocks. In the Fletcher store at 
Nanaimo, and in its branches at Port 
Alberni and Courtenay, all types of 
electrical appliances are still available 
every month. This has only been 
achieved through the adoption of a 
policy of placing a limit on the num- 
ber of each type of appliance offered 
monthly in each of the stores, and as a 
result of this policy, the firm expects 
to be able to continue selling ap- 
pliances until well on into the present 
year. 


No Waiting List 


Mr. Fletcher does not believe in 
building up a long waiting list for ap- 
pliances, nor does he believe in offering 
appliances to the public as an induce- 
ment to buy other lines of merchandise. 
He says that the average business man 
in the smaller cities and towns cannot 
afford to develop a waiting list of the 
priority idea for several reasons. In 
the first case, the building-up of such 
a list means nothing in terms of de- 
veloping post-war sales, as the same 
person may place their name on the list 
in half a dozen stores and, of course, 
only one sale is actually represented. 
In the second case, where a list is 
built up, no matter how fair and" hon- 
orable a firm may be, some customers 
will always feel that some others have 
received the preference in the matter 
of quicker deliveries. In the Fletcher 
store, the policy followed is to tell all 
enquirers that they receive a very 
limited number of appliances and radios 
at the first of each month, and when 
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these are on the display floor it is a 
case of first come, first served. 

Mr. Fletcher has no quarrel with the 
electrical appliance dealer, who has 
added new lines to his stock to meet 
his overhead under wartime conditions, 
but he personally has found it has been 
possible to maintain the operation of 
his large organization through the ra- 
tioned sale of appliances, and the busi- 
ness of the sheet music, recording, 
pianos, and pyrex department, which 
have always been operated by the firm. 
The service end of the company’s busi- 
ness has also been developed on a 
larger scale than ever before, and this 
is considered of major importance in 
maintaining contact between the firm 
and its former customers. 


Music Dept. Active 


It is felt that this contact established 
by the service department will pay off 
in considerable new business when 
radio and electrical equipment is again 
available on a large scale. 

The music department of the 
Fletcher store was always an active 
one and the record department has 
been developed to a major degree under 
wartime conditions. Comparatively re- 
cently the firm installed a number of 
centre floor stands for sheet music 
and this has resulted in over 300 per- 
cent increase in folio sales through 
self-service. Displays of albums of 
records has also been found to have 
resulted in enormous increase in the 
sales of such supplies as are available. 

The firm has a pyrex arrangement 
on a case just inside the store with a 
spot light playing on it at night and 
this display has been found to have 
stimulated these lines. 


Two War Lessons 


Mr. Fletcher feels that wartime con- 
ditions have taught at least two les- 
sons to the trade. One is the value 
of sane terms and the other the value 
of floor traffic. In the past, he points 
out, his own organization, like many 
thers, largely depended on salesmen 
to dispose of its merchandise. Today, 
all sales are made on the floor. While 
Mr. Fletcher realizes that this is, to 
some extent, due to the demand for 
existing available supplies, at the same 
time he points out that attractive and 
adequate merchandising within the 
store, operation of a service depart- 
ment, etc., might all be utilized by a 
retailer to develop floor traffic and 
transform it into sales. 

As far as the future is concerned, 
Mr, Fletcher feels that the entire trade, 
and to a lesser degree, the appliance 
trade, must stand together and present 
a solid front. He believes that if cut- 
price competition in terms is reintro- 
duced that it will eventually result in a 
a situation where dealers will be sell- 
ing terms, rather than merchandise, 
and the total result will be the crea- 
tion of a condition of the most chaotic 
character which it is possible to con- 
ceive, 
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First floor view of the new headquarters of Springfield Electric Supply Co., Spring- 


field, Ill. Counter space runs 36 feet. 


Springfield Distributor 
In Streamlined Quarters 
PRINGFIELD, (Ill.) Electric 


Supply Co. moved early this year 
to a building entirely remodelled and 
renovated for efficient merchandising, 
stock control and display, according to 
William R. Schnirring, proprietor. 

Features of the building include 
service drives on both sides for incom- 
ing and outgoing shipments and a base- 
ment parking garage for 15 cars. The 
street level entrance leads into a glass 
brick lined lobby and the entire first 
floor’s front half is floored with red 
and black asphalt tile. The customer’s 
service counter, which dominates the 
first floor layout is in two sections, 
totalling 36 feet. Behind the counters 
are 14 aisles of metal shelving for 
small, packaged electrical merchandise. 

On the first floor are two display 
rooms. The larger is devoted to resi- 
dential lighting fixtures, appliances 
and other equipment. The smaller is 
devoted to storage, but may in the 
future house factory and shop equip- 
ment. The rear section of the first 
floor is devoted to shipping. A mer- 
chandise chute leads from fhe second 
and third floor storerooms and base- 
ment, supplementing the elevator serv- 
ice on the south side of the building. 
The chute elevator combination, plus 
the inter-communicating system 
(Operadio), expedites the handling of 
materials throughout the building. 

Special attention has been given to 
lighting. The main aisle on the first 
floor is lighted with sample fixtures of 
fluorescent and cold cathode types now 
available. All lighting on the first 
floor, except those in the residential 
lighting display, are fluorescent. 


Governor Dewey Plugs 
Home Freezer Use 


“3 OWN on my farm we. bought 

a farm freezer about three years 
ago. We all felt it was an experiment 
and a novelty. Today it is a neces- 
sity,” said New York’s Governor 
Dewey recently in a speech dedicating 
a pioneering community food-freezer 
plant in Ithaca, N. Y. 
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Continuing, he said:, “It is just as 
much a part of our living as the refrig- 
erator or a modern bathroom. When 
Helen Stohl, our housekeeper, bakes 
bread on Friday she always puts one 
loaf into the freezer. So, if we have 
company and need extra bread there 
are always two or three loaves in the 
freezer, just as fresh as the day they 
were made. 

“A year ago last Thanksgiving our 
whole family expected to go to the 
farm, but found we couldn’t make it. 
Did that mean any food went to 
waste? The turkey and vegetables just 
stayed where they were, in the freezer. 
Helen had prepared her mince pies 
and pumpkin pies and instead of bak- 
ing them had put them into the freezer, 
ready to be baked. So, instead of eat- 
ing them at Thanksgiving, we ate them 
at Christmas, and they were just as 
good as if they had been made that 
day.” 

Governor Dewey described the 
Ithaca enterprise as a model of what 
can be done by every, community for 
all its citizens through freezing foods, 
and said he looks for the day when 
everyone can have a freezer in his own 
kitchen. He warned that peace can 
neither be built nor kept while great 
countries of people starve, and asserted 
that the United States faces the great 
task of feeding its own people and help- 
ing the rest of the world to get on its 
feet now and after the war. 


Man-and-Wife 
Radio Service Team 


C. WAMSER, owner of the 
eWamser Radio Service, Cedar 
Rapids, Iowa, says that the war has 
taught him an important lesson—that 
his wife is the best all around assistant 
that he could possibly get for his busi- 
ness. Mrs. Wamser helped Mr. Wam- 
ser off and on with office work before 
the war, but when help became hard to 
obtain right after Pearl Harbor, she 
stepped right in and put in full time. 
By taking the load off her husband’s 
schedule, at least so far as the front of- 
fice is concerned, Mrs. Wamser has 
given"him more time to concentrate on 
repairs. When the war is over—when 
appliances are again available—this 
husband-wife team plans to sell appli- 
ances without any outside help. 


Does Office Work, Too 


“My wife is a good saleswoman,” 
says Mr. Wamser. “She knows how to 
handle the public. She can also handle 
all the office work, including the book- 
keeping. That’s another job that re- 
lieves me of a lot of work. Last but 
certainly not least, she can and does 
step in and help me on radio repairs. 
There are many, many small repair 
jobs that she can do for me, and she is 
steadily learning how to do more.” 

Wanser points out that during war- 
time women have played an important 
part in factory, farm and home in help- 
ing with the war effort. In numerous 
businesses women have shown their 
ability in assisting in technical opera- 
tions and even in running a business 
while husbands were in service. In 
private business, he believes many 
dealer’s wives will go right on helping 
their husbands, cashing in on the train- 
ing and experience gained in wartime. 

Wanmser tries to get all his customers 
to bring in their appliances during war- 
time and call for them when repaired. 
However, in some instances he will 
call for and deliver radios for folks 
who cannot bring them in. When this 
is the case, usually one day or more a 
week, his wife takes care of the shop 
and also continues radio repairing. He 
and his wife work long hours, but in 
most instances they are always a week 
or so behind the flow of business. 





Mr. & Mrs. O. C. Wamser of Cedar Rapids, lowa, at work on radio repairs 
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Made lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 


in Newton, 


Everybody Knows the ‘‘AUTOMATIC’’! 
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MAGIC WITH ELECTRICITY—The stage is set at Public Service of Colorado for a 






demonstration of electrical magic, including a harmless but realistic-appearing electric 


chair. 


| Electrical Magic Show 


Popular in Colorado 


Y expanding and elaborating upon 

the familiar experiments of the 
high school physics laboratory, Public 
Service Company of Colorado has built 
an electrical show, “The House of 
Modern Magic,” which is very much 
in demand by schools, clubs, Boy Scout 
troops and other organizations. 

Bulbs are lighted without connecting 
wires by the use of high-frequency cur- 
rents; heart-beats and watch-ticks are 
amplified to auditorum-filling magni- 
tude; stroboscopic light stops whirling 
geometric designs; and _ ultra-violet 
“black” light reveals objects in utter 
darkness. The climax of the show is the 
“electrocution” of some popular and 
prominent person present, such as the 
president of the organization or the 
head of the local ration board. Sparks 
fly and hair stands on end as the 
harmless high-frequency currents are 
applied to the “victim” in the realistic- 
appearing electric chair. 

Although the entire show is of an 
entertaining and unusual nature, Chief 
“Magician” G. J. Lindeman and his 
able assistants weave in an effective 
story on safety, the economy and de- 
pendabiligy of electric service, and the 
need for supporting whatever wartime 
campaign may be in progress. 


Fixing A Refrigerator 
Down Mexico Way 


4 I ‘ney don’t trust the help with food 
in the kitchen, except under lock 


-and key, in Mexico, writes Edmon H. 


Hoben in the Journal of Housing. So 
many of the refrigerators sold to the 
Mexican trade are equipped with locks. 

When the Hobens rented a Mexican 
house, the electric refrigerator was in 
the dining room. “We failed,” he said, 
“to understand the landlord’s remark 
that the refrigerator needs a ‘slight 
repair.’ ” 


The Procedure 


Four days after we moved in, four 
men arrived to remove the fan from the 
refrigerator. Ten days later two men 
and a helper returned the fan, but they 
had forgotten their tools. There is 
ample time for another good visit 


| while the helper returns to town. Now, 
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for some strange reason, they discon- 
nect the line carrying the refrigerant 
fluid, thus gassing everyone out of the 
house and leaving two immense stains 
on the porous brick floor. 

When the line is reconnected, it is 
discovered that a wire is missing, but 
it is now not only too late for another 
trip to town but it is Saturday, to be 
followed by the usual Sunday holiday, 
plus a Monday fiesta. The mechanics 
disappear with exceeding politeness 
and abundant assurances that they 
will be back the first thing Tuesday. 
On Friday they return. 

The machine runs for two hours 
without any appreciable effect. It is 
apparent that its anemia or low blood 
pressure is serious to the point of 
mortality. We call the landlord. The 
landlord calls the mechanics. The me- 
chanics coroborate our diagnosis and 
advise us that the whole refrigerator 
must be sent to a town 50 miles away 
to be refilled. 


Siesta's Interfere 


All is peaceful for a week. Then 
three stevedores appear who grunt the 
refrigerator out of the dining room and 
into the patio. It won’t go through the 
door to the drive. The solution of this 
impasse obviously calls for someone 
capable of using a screwdriver to re 
move the door. There is a siesta while 
a man with such talent is found. Now 
the refrigerator moves through the 
doorway, but not to the nearby town— 
only to the garage adjacent to the 
house, where it waits for a week while 
the carpenter who is going to crate it 
sobers up from his last fiesta. 

Another week has passed—I asked 
when the refrigerator is going to de- 
part. “Quien sabe? I have telephoned 
for a truck 14 times, senor,” says the 
landlord (who is also mayor of the 
town ). 

Now it is Tuesday and two months 
since we moved in. The refrigerator 
rests serenely in its crate in the garage. 
Six times a day the cook makes a 
trip to the landlord’s house, a block 
away, braving the onslaughts of a brace 
of formidable watchdogs. Our menus 
are becoming shaped more and more 
to avoid the use of perishable foods, 
but even with these changes there is 


‘frequently an awkward gap in the mid- 


dle of dinner while the cook runs off to 
get the missing course. 
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nea ladies who plan and 
household meals have bée 
complimentary remarks about, L&q ges 
for a long time. It started about 7 years 
ago, when L&H put their ae modern 
range on the market. It has gréwn fo be 
traditional with many families ‘that the 
“new home” be equipped with L& H = %be- 
cause it has all the latest improveme' its.” 
Today’s models, with time and tempera- 
ture controls, labor-saving devices and 
that famous kitchen-proved cooking eae, 
sparkle with practical and useful featufes. 


THE SHERIDAN 


J. LINDEMANN & HOVERSON CO. 
MILWAUKEE 7, WISCONSIN 


Wauseon 
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Appliance merchants like to be identified 
with merchandise that people say so many 
nice things about. And here’s a tip for 
that new business you're eyeing so eager- 
ly. Its a honey of an idea to plan for a 
money-making future with the long estab- 
lished and revered L&H line of cooking and 
heating appliances. The vigor of aggressive, 
sales-provoking merchandising and the 
stability of vast experience fit so perfectly 
into your profit-pattern. Take one moment 
of your time, now, to write for the inter- 


esting and highly profitable L&H story. 


THE BILTMORE 













ELECTRIC 
WATER HEATER 


Manufacturers cof ELECTRIC RAKGES © ELECTRIC WATER HEATERS © GAS RANGES © GIL STOVES + PORTABLE OVENS + OJL HEATERS + WICKS 
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HISING 








E-CONDITIONED COOLERATOR 
ELECTRICAL MERCHANDISING—SEPTEMBER, 1945 


@ When the Roman sculptor’s chisel slipped, he used wax 


to patch the flaws in his creation. ‘Vary Roman buyers 
eyed each new statue for such underhanded camouflage. 
Perfect statues prompted an enthusiastic verdict, ‘‘sine cera’”’ 


. without wax... sincere! 


Sincerity produces perfection in the Detrola radio receivers, 
automatic record changers and other electronic instrument: 


expressly created for the world’s foremost merchants anc 
their customers. 


DIVISION OF INTERNATIONAL DETROLA CORPORATION |poe DETROIT 9, MICHIGAN 
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Tom J. Woodmansee, manager of Lee 
Thagard's calling all dealers to check 
their assets. 


W hat the Independent 
Dealer Has to Offer 


ORN under a tin roof and copper 
sky of Cherokee, Oklahoma, Tom 
J. Woodmansee, manager of the Lee 
Thagard Music Co., 407 W. Main St., 
Oklahoma City, majored in economics 
at University of Oklahoma and is well 
fitted to weigh post-war imponderables. 
As he runs his eye up and down the 
street, and sees the Harbour-Long- 
mire department store, Jenkins Music 
Co. and others and ruminates upon all 
the tire stores that expect to handle 
appliances when the war is over, one 
angle sticks in his craw: Will the ap- 
pliance business be watered down so 
thinly that there won’t be any profit in 
it for any dealer of whatever kind? 


The Dealer's Assets 


Tom Woodmansee thinks it time to 
trot out the assets of the independent 
dealer, lest in the flurry of post-war 
production manufacturers may tend 
to overlook what he has to offer: 


1. Name and background, A lot of people 
know the independent dealer personally and 
place more or less trust in his judgment. 

2. Good will. If he has been in one location 
for a number of years there are a lot of 
people who have found that they weren't 
stung in dealing with him and can trust him. 
3. The local independent dealer can change 
his plans rapidly. This is something that the 
chain or larger store cannot do. 

4. A local dealer's sales people have a fol- 
lowing. Chains on the other hand, shift 
clerks about so they won't get too chummy 
(butchers in chains’ have been known to give 
a long wéight to friends. 

5 The customer list of an independent re 
tailer is one of the best things he owns. 
It gives him a picture af each family he has 
sold, its peculiar qualities, and this informa- 
tion enables him to deal with each family 
specifically. 

6. On repair work the independent dealer 
with a small organization is in the most 
efficient position for taking care of what 
people buy. 

7. The independent dealer is a specialist. He 
can put all his weight behind one product 
and push it, which the large stores cannot do. 
As long as a specialty selling push is needed, 
this is his advantage. 


The Thagard store which is 17 
years old, handles musical instruments, 
pianos, as well as appliances and pro)- 
ably will continue in this sort o! 4 
breakdown after the war. 
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KEY T0 GOOD SERVICE TODAY and 


GOOD BUSINESS TOMORROW 





f Lee 
check 





Here are the 3 Plans 
that will help you service 


G-E fractional-hp motors 
1. THE EXCHANGE PLAN 


-opper 
, Tom 
e Lee 


in St., 






Covers the most commonly used types 
of G-E fractional-horsepower motors. Makes 
possible immediate replacement, from G-E 


vn the 
field stocks or from your own buffer stock. 




































= Replacement motors carry the G-E new- 
a motor warranty, except for finish. 
ay 2. SPECIAL REPAIR SERVICE PLAN 
— Provides for factory repair of semi- 
nd? > : standard G-E fractional-hp motors not 
. Our Factory Service Plans will open covered by the EXCHANGE PLAN, at 
o established prices. Enables you to make 
ime t the way to futu re appliance sales quick, accurate, on-the-spot estimates. Re- 
ope paired motors carry the G-E new-motor 
aa In these days when new appliances are scarce or un- warranty, except for finish. 
: obtainable, it’s a big job for dealers to promptly service 
people appliance motors. You can take care of this job if you’re 3. REGULAR REPAIR PLAN 
lly and prepared to repair or replace inoperative motors quickly, Covers fractional-hp motors not in- 
at economically, and expertly. And the good service that you cluded in either of the other two plans, 
ery" render today will bring you customers for appliances when except extremely old or obsolete models. 
weren't new appliances are again available. Inspection is made at the factory, and a cost 
ast him. estimate is submitted before work is 
change G-E Factory Service Plans enable you to make repairs started. These motors also carry the G-E 
hat the and replacements on practically any G-E fractional- new-motor warranty, except for finish. 
» a fol horsepower motor, regardless of the type or make of This plan rounds out this G-E service and 
1, shift appliance on which the motor is used. And there’s no enables you to handle repairs on practi- 
~~ need for you to train repairmen: G.E. makes the repairs cally any G-E fractionathorsepower motor. 
quickly and at reasonable cost—and you know your profit 
lent re beforehand. You provide convenient, satisfactory service 
» owns. to your customers without doing 
nde the actual repair work. 
| famil 
Your distributor has, or can 
dealer get, complete details about these Schen copy od all 
- me simple and profitable Plans. Ask eat send , onl moto 
; him about them, today. Or just describes iar G-E fraction _ ee 
ae FRACTIONAL-HP fill in and mail the handy coupon. help me $ ee 


Buy all the BONDS you can— 


othe M 0 T 0 & S and keep all you buy 





GENERAL @ ELECTRIC 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1945 PAGE 113 





| A picture to 
REMLMEER 





Dip Coating Food 
Prior to Freezing 


Ip coating is a new meth. {or 

covering. frozen foods which 
avoids of the disadvantaces of 
the wrappers‘gn pse today, report. Wij. 
liam Rabak at the western reviong) 
laboratory of the United States De. 
partment of Agriculture. 

Waxed paper and cellophane wrap. 
pers, though greatly improved in recen; 
years, still offer various difficulties jn 
sealing. 

Instead of wrapping, Mr. Rabak re. 
ports dipping frozen food in a “molten, 
thermoplastic material”—that is, 








There will be millions of homes built when restric- 
tions are lifted. These homes will need to be sup- 


plied with basic needs, 


And there are millions of these 
people too, who know that living 


comfort makes for happiness. 


And there'll be millions of 
these sold, because they too 
supply a basic need. There's 
not a fad in the trio. 


Naturally Victron Dealers won't run into the millions, but there’ ll 
be enough and they'll be happy too—selling products that people 


know about—really want—and will buy. 


3.6.10 


ELECTAICAL Apriamces 





MANUFACTURERS OF VICTRON DESK AND PEDESTAL 
FANS — VICTRON VENTILATORS — VICTRON 


PRODUCTS 


@ This 40-second survey of basic Americana is 
worth 100 pages of involved guesstimating by 
the experts. 


Here's another well-known fact. Victron Electric 
appliances are quality built for the great 
American Market, whose solid background stems 
from home sweet home. 


Victron Ventilating Fans— Victron Portable lroners 
—Victron Fans—constitute a small line—product 
wise—but manufacturing wise it means we can 
take the time necessary to make each Victron 
product good enough to be outstanding—in de- 
sign engineering, customer appeal and honest 
value. Victor welcomes inquiries from dealers 
who would like to keep pace with Victor's plans 
for civilian products. 


Dept. EM-945, 2950 Robertson Avenue, Cincinnati 9, Ohio 


SEPTEMBER, 


FANS —VICTRON AIR CIRCULATORS —VICTRON EXHAUST 
PORTABLE IRONERS —VICTRON F.H.P. MOTORS 


VICTOR ELECTRIC 


INCORPORATED | 


liquid which becomes solid on contact 
with the cold frozen food and leaves 
a film covering over it. This covering 
has no folds, cracks or seams to allow 
air to reach the food or moisture to 
escape. 

The material used for coating must 
be odorless, chemically stable, non- 
toxic, insoluble in water, firm but 
flexible at low temperatures, and easy 
to apply and remove. Plasticized or 
microcrystallin paraffin has __ these 
qualities, Mr. Rabak reports, and is 
available at present. 

Blocks and packages of frozen foods 
dip coated in the laboratory, held their 
quality and food value for long periods 
stored at reasonably constant low tem- J 
perature. The film coating reduced oxi- 
dation, loss of moisture, and “freezer 
burn.” When the frozen food had 
thawed slightly, the covering proved 
easy to strip off. 


RECORD CHANGER MAN—Meet Cor- 
rie Wettmer, service manager of Web- 
ster-Chicago. A Chicago boy, he was 
smart enough to see that record changers 
are the coming thing in radio, and 
hopped into the business early. His 
daddy ran a shoe repair business, but 
Corrie liked radio and became an in- 
spector at Noblitt-Sparks at Columbus, 
Indiana. He learned the radio business 
out of books. Today he spends his time 
listening to “Meet Me Tonight in Dream- 
land" and other test records while super- 
vising record changer repairs. He's @ 
Hollander, fishes; golfs around 80 to 85, 
and pitches on a soft ball team. 
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ONE MAN 


INVENTORY TAKING 
AND STOCK CONTROL 


AMUEI 
“With so 


surely it 


JOHNSON 
many people doing it, 
cannot be difficult to 
f trade.” 


“ves” 


said, 


and “no.” 
gh help anyone can have 
how how many cross 
ach the ribbon counter 
with bell bottomed sailors. 
store it often brings 
just to get together 
make out the income 
like a 
eight balls in the air 
the don- 
ngs happen, but you can’t 

on to them. 


business is 


yne against 


One-Man Method 


Milligan is newsworthy be- 
he knows 
store, and 


life With his 


what is going on in 
is stell able to enjoy 
wife, he operates a 
gift shop in LaPorte, Ind. (pop. 16,- 
180) that carries an inventory of be- 
tween $15,000 and $25,000, and turns 
about four times a year. 
Mr. Milligan knew there were plenty 
f complicated methods of keeping 
He wanted a simple 
ye. He sought a one-man method. 
He has achieved it by breaking his 
store up into seven departments. The 
girls 


perating records 


six and a boy who work in it 


-operate by boiling down the basic 
ata, like so much maple sugar sap. 


Mr. Milligan walks in, tosses his hat 


mn the hook, looks over the records. 


! 
Chey tell him where the emergencies 


ie that call for his personal attention. 
Last week the little brown book on 
1€ records showed too 


th many 12 inch 


classic records, 


$1.05. 


which retail around 
The number on hand was away 
over the number agreed upon for in- 
ventory. Mrs. Ella Claywell, the 
svelt brunette manager of the depart- 
ment who came from Washington, N. 
C., with her soldier husband, thought 
albums were selling better than single 
records. Be that as it may, from now 
on, 12 inch records are going to be 
featured in window and department un- 
til that inventory is down. 

The record department carries four 
brands of records, RCA-Victor, Colum- 
bia, These are grouped 
in to 39¢, 59¢, 73¢ and $1.05 classes 
and albums. Mr. Milligan has set up 
an inventory on the number of each 
the store is to carry. Mrs. Claywell, 
although inexperienced before she 
came to the store, does the buying 
alone. The guidance of the trade is 
so good that she makes few mistakes 
and the 5% turnback privilege cancels 
out these. 


Decca, etc. 


Greeting Card Section 


Four or five times a year, Mrs. 
Claywell counts up the stuff in each 
group and compares it with the inven- 
tory figure. Mr. Milligan sees whether 
they are over or under and takes.ac- 
tion. Outside of this, he lets the de- 
partment run itself. 

“I think the best control system in 
our place is in the greeting card sec- 
tion,” says Mr. Milligan. “In fact, 
the greeting card people have an idea 
[ think small appliance folk can bor- 
row. We carry all the major lines of 
gift cards, and believe it or not, we 
buy them without even seeing them. 











Recognition of J. W. Milligan as an ex- 
pert in small store management came 
recently when he was invited to speak 
at the Proctor Electric Clinic in Chicago. 


Technique of getting data is to let each 

department head boil down the statistics, 

like so much maple syrup, before Mr. 
Milligan looks over them. 


“The idea is this: We have our cases 
broken up for certain types of cards. 
The card itself may change, but not the 
classification. When we set up a stock, 
we put a rubber band around so many 
as areserve. With this reserve we put 
a control card. This card tells how 
many we keep in reserve, the number, 
the price, and how many ordered. 


J. W. Milligan of 
Foster's GiftShop 
- DuckstheGrindby 
Subletting the Details, 


“As sales work down to the reserve, 
the girl takes off the rubber band ang 
mails the control card into the greet. 
ing card company. It fills the order 
and returns the control card to us. On 
the book the girl makes a pencil mark 
for each re-order. There is a column 
for each month. It is very simple for 
me to glance at the book and see what 
cards are not selling. When a num. 
ber don’t stack up, we ask the com. 
party to send us something different 
for LaPorte.” 

Thus Mr. Milligan is spased a lot 
of hard detail work. A similar system 
goes for china and other departments, 

Fashion accessories are tricky, he 
says. For example, a girl may sud- 
denly stop wearing flowers in her hair, 
Purses may change. You have to 
watch trends. His experience with 
costume jewelry is worth repeating. 

“I told Nate, the Milwaukee sales- 
man, who called on us that we were 
only selling $50 worth of jewelry a 
month and were going to drop the 
department if it didn’t do better.” 

He said, “I can turn it into a pay- 
ing department if you will do as I 
say. You must have a full depart- 
ment, at least a $500 stock. If you 
make people in LaPorte think you are 
headquarters for costume jewelry, you 
will attract trade.” 

The moral is, says Mr. Milligan, do 
a good job on costume jewelry or 
don’t try it at all. 

(Continued on page 118) 





Mrs. Ella Claywell manages the record department and does the 
record buying. Four brands are carried. 
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Norld’s Largest Electric Range Plant 


swings Into Its Second Million Ranges 


~ 
ee et . 


2 SS 


* ” 
Pi 
e 


=. 
— i ee 








ae * 











= ” 


‘pS RIFT. AERP SSE EI 





i 
a * Aes 
¢ 





Section of range assembly line in world’s 
largest electric range plant, now produc- 
ing Hotpoint automatic electric ranges. 


HOTPOINT ELECTRIC RANGE PRODUCTION 
RESUMED ON PEACETIME BASIS 


OW after four years of war work, the great 
Hotpoint electric range plant in Chicago is 
again in production on Hotpoint Electric Ranges. 


In March, 1941, this factory turned out the 
millionth electric range since its invention by 
George A. Hughes. Of all major electric appli- 
ances, the electric range offers the greatest 
opportunity for increased sales volume. Mil- 
lions of American families have said they 
want, and definitely will buy, electric ranges. 


Leader in Electric Range Sales 


Today Hotpoint is well into its second mil- 
lion, with more than one-third of all electric 
ranges in use bearing the Hotpoint name. 





As Hotpoint swings into full peacetime 
production, dealers operating under the 
Hotpoint Selective Dealer Franchise are in 
a preferred position to take advantage of 
future sales and profits. Hotpoint will bring 
to its selective dealers a complete line of 
full-size automatic electric ranges of typi- 
cal Hotpoint high quality. 

Edison General Electric Appliance Co., Inc. 

5620 West Taylor Street, Chicago 44, Illinois 


Dependability Assured 
by 40 Years of Experience! 


Hotpoint Model RC-8 


ELECTRIC RANGES 


Electric Kitchens . Refrigerators - Home Freezers - Automatic 
Dishwashers - Garbage Disposalls - Electric Sinks - Cabinet Sinks 
Kitchen Cabinets - Clothes Washers - Electric Clothes Dryers 
Rotary Ironers + Fiat Plate Ironers - Electric Water Heaters 








ARMY AIR FORCES 
AWARD 
BRIGGS & STRATTON 

” 


Hyrroved 


QUALITY CONTROL RATING 
%> 


For over two years Briggs & Strattor- 
has produced the General Electric 
high-tension magnetos used on the 
18-cyl. Pratt & Whitney 2000 h. p. 
engines powering high-flying fighters, 
bombers and transport planes. 


In recognition of the high 
standards of inspection procedures 
and control in the manufacture of 
these magnetos, the U. S. Army 
Air Forces have accorded to 
Briggs & Stratton the “APPROVED” 
Quality Control Rating, 























One-Man Stock and Inventory Control 





In its promotions the Foster Gift 
Shop likes to tie in with trends. For 
example, a film played in LaPorte 
recently which featured a lot of 
Chopin music. If Mr. Milligan had 
known about it in time, he would 
have put in a display of Chopin records. 
This autumn a film on the life of 
Gershwin is coming:” He expects to 
gamble $500 and confidently antici- 
pates a $500 to $1,000 jump in sales, 
as a result.” 


“In a gift business,” he says, “you 
have constantly to take flyers on new 
types of merchandise. Our moral is 
never to gamble on anything but vel- 
vet. We never like to obligate our- 
selves to a point where, if we lose, 
it will hurt another department.” 

Patronage of the store is 85 percent 
women. The location is on the square, 
south of the court house. The Milli- 
gans have found it good to encourage 
browsing. 


“With a gift shop,” Mr. Milligan 


declares, “the supreme technique con- 


sists in knowing when to sell a visi- 
tor. When she picks up an object 
and starts looking around, that is the 
time to move in and close a sale. Often 
you can add to it. The other day we 
built up an order on pottery figures to 
$45. We still would like to know 
what the customer did with them. 


“The girls in the store know better 
than to walk up to a customer and 
ask ‘Can I do something for you?’ 
That is a sure way to get the prospect 
to clam up. Instead they walk up bright 
eyed and say simply, ‘good afternoon.’ 
It somehow makes the customer think 


the next move is up to her, and she ex- 


plains her problem, which is just what 
the sales girl needs to build up her 
order. In the dish section, sometimes 
the girls take customers down in our 
basement—our store house—and let 
them look over the odds and ends. 
They like seeing merchandise in the 
original cartons.” 


CONTINUED FROM PAGE 117 





While the sales girls specialize in 
one department, they work all over the 
store and are equally responsible for 
the housecleaning and setting up stock, 

Shift Displays Often 

The Milligans find that shifting slow 
articles around and refurbishing them 
with new displays is often a way to 
make the public feel that something 
new has been received and it stimulates 


_interest. Often, too, prizes are given 


to girls who sell certain slow mer- 
chandise. 

The store is a regular advertiser in 
local papers, and uses painted signs on 
all highways leading into LaPorte. 
The presence of a lake and summer 
tourists cause this to pay out. Its 
“chop” consists of a teapot with the 
name “Foster’s Gift Shop” across it 
and the invitation, “come in and 
browse.” 

The size of the shop is 20x95 feet. 
There is no space for an office and the 
Milligans have cleverly conceived one 
by putting up backstops to tables, which 
in turn conceal a small office. Here 
is the cash register, books, wrapping 
department and receiving depot for 
repair work. 

No mention has been made in this 
story of small appliances which the 
Milligans carried, along with radio, 
up to the war. After peace Mr. Milli- 
gan expects to run a stair to the base- 
ment on the side and have major and 
convenience appliances down there, 
brightly lighted where anyone enter- 
ing can see. 

The history of the store is interest- 
ing. Bought in 1929 by Mrs. Milli- 
gan’s father, who has the Foster gift 
shop in LaFayette, Ind., it was turned 
over to the present owners. The pur- 
chase price ran about $2,500. Today 
there is only a family relationship 
between the two stores, although the 
LaFayette firm handles bookkeeping 
for the LaPorte store, inasmuch as it 
has greater facilities. 





Believe it or not, these greeting cards are bought without the Milligans even seeing 
them in advance 
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Having trouble Ump .. . it’s a cinch to get a batter up, 
but fast, with the new Dormeyer Electric Food Mixer. 
And the Dormeyer boxscore shows a winner, without 
errors, every time. 


American women deserve the best . . . they get it in 
this trim, quiet work-saver. For tops in mixing perform- 
ance look to Dormeyer, pioneer maker of quality elec- 
tric food mixers. 








4300 N. KILPATRICK AVE. 
CHICAGO 41, ILLINOIS 
eing 














SING ELECTRICAL MERCHANDISING—SEPTEMBER. 1.945 PAGE 119 





























STOKOL 
DOMESTIC 














Available in both hopper 
and bin-feed models, in- 
cluding sizes for burning 
15 to 60 ibs. per hour. 
























as a dealer. 


NAME 


STOKOL STOKER CO., 
1145 E. 22ND ST., INDIANAPOLIS, IND. 


Gentlemen: Send details of Stokol profit possibilities for me 


STOKOL 





STOKOL builds a complete line of domestic, com- 
mercial and industrial stokers in- proctically all 
sizes suitable for installations requiring a burning 
rate up to 1,000 pounds per hour. Almost every 
owner of a building requiring heat for any purpose 
is a prospect. The wide range of models with special 
features for all types of coal in both bin-feed and 
hopper installations, means a virtually unlimited 
market. Over 140,000 satisfied users are spreading 
the fame of STOKOL and with it, new possibilities for 
profit to the STOKOL dealer. Get further details by 
tearing out the coupon and mailing it today. STOKOL 


Stoker Company, Inc., Indianapolis 7, Indiana. 








INC, 









ADDRESS. 








city 
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Tear Out This Coupon and Mail Today 
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COVERS THE ENTIRE 


STOKOL 
COMMERCIAL 


There is a STOKOL com- 
mercial or industrial 
model to suit all require- 
ments up to a capacity 
of 1,000 Ibs. per hour. 
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People, Products, Plans 


September, 1945 





Controls on Production of Most Appliance 
Lines Are Revoked by War Production Board 


Full Production Needed to Speed Reconversion, 
J. A. Krug, Chairman, Declares 


In a sweeping move designed to re- 
move the blocks from the wheels of 
the appliance industry, the War Pro- 
duction Board recently revoked out- 
right some 210 individual control or- 
ders, which -had been retarding the 
production of a long list of consumer 
durable goods. 

The dramatic and unexpected speed 
with which the Japanese war ended, 
following the defeat of Germany, has 
focused the attention of the govern- 
ment on the need for a quick recon- 
version to peacetime production in 
order that employment may be main- 
tained and encouraged in those indus- 
tries best prepared to take up the 
slack. 

J. A. Krug, WPB chairman, said 
that of the 130 controls still in effect 
at the time of going to press, many 
more would fall by the wayside fol- 
lowing a review of each individual or- 
der. At present, orders on civilian 
production of radio sets, refrigerators, 
ranges, electric fans, laundry equip- 
meat, oil-burning equipment and a 
number of others were taken off the 
books, 

In his statement, however, Mr. 
Krug stressed the need for avoiding 
price inflation, preemption of scarce 
supplies, or a buyer’s scramble. WPB, 
he said, had discussed with the con- 
sumer durable goods industry the need 
for going into large scale production in 
their various lines to provide economic 
stabilization. They have agreed, he 
said, to produce the same proportion of 
low-cost merchandise as they did prior 


‘to the war. He promised priorities 


assistance in raw materials on items 
which threatened to become bottle- 
necks in the over-all program to restore 
full civilian production—but only after 
the applicant had exhausted all other 
means of helping himself. He stressed 
the fact that speed in getting back 
to full production on civilian goods was 
of prime importance. 


The Appliance Outlook 


_ The nation’s reconversion program 
is steadily gathering momentum with 


limited quantities of household appli- 
ances already being produced and 
scheduled to move from factories to 
retail markets this fall, and more to 
come in the spring and summer of 
1946, Frederick M. Mitchell, director, 
Consumer Durable Goods Division, 
WPB, forecast recently. 

Sewing machines, vacuum cleaners, 
washing machines and electric irons 
should reach retail markets in small 
quantities this fall. Volume produc- 
tion, however, of these and many other 
products is not expected to be obtained 
until the spring or summer of 1946. 


Mechanical Refrigerators 


Assistance has been provided for the 
manufacture of 265,000 refrigerators in 
the third quarter of 1945. Material 
procurement difficulties probably will 
cut the number actually made in this 
quarter to between 125,000 and 150,- 
000 units, Mr. Mitchell said, even if 
sheet steel for which allotments have 
been granted is delivered promptly. 
Some 500,000 domestic mechanical re- 
frigerators may be made in the fourth 
quarter, assuming materials are avail- 
able. WPB still restricts deliveries of 
these refrigerators. 


Washing Machines 


Domestic washing machine manufac- 
turers are receiving priorities assist- 
ance for the production of 350,000 
machines in the third quarter, but 
actually only about 50,000 are expected 
to be made then, because of recon- 
version difficulties. In the last quar- 
ter of 1945 some 500,000 washers may 
be made, if sheet steel and grey iron 
castings are available to that extent. 
The first washers may be expected to 
appear on the retail market in limited 
quantities during the last quarter of 
1945, and should reach the market 
in greater volume early in 1946. Dis- 
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tribution of washers will not be ra- 
tioned. 


Sewing Machines 


The sewing machine industry is not 
limited in production by direct WPB 
control, nor is it assisted in obtaining 
materials. Production will ‘e limited, 
however, by the scarcity of castings 
and lumber. Because of the time re- 
quired to start the wheels again and 
procure materials, only some 10,000 
may be made in the third quarter. In 
the fourth quarter of 1945 limited num- 
bers of sewing machines should be 
available to retailers. A large part 
of the early production is expected to 
be of the portable models. 


Fans 


Although about 25,000 electric pro- 
peller-type fans are scheduled for pro- 
duction in the third quarter with 
priorities assistance, none of these will 
be available for home or office use. 


Electric Irons 


Electric irons may be produced to 
the amount of 526,000 in the third 
quarter. Some 750,000 may be made 
in the fourth quarter, assuming the ma- 
terials are available to this extent. 
Production bottlenecks at present are 
about sheet steel, nickel, plastics and 
chromic acid. These irons will prob- 
ably emerge in some quantity in the 
late fall of 1945 and early part of 
1946. 


Small Appliances 


Only a minor quantity of small elec- 
tric appliances is expected to be made 
in the third quarter, because of short- 
ages of resistance and plating mate- 
rials. Included in this group are 
toasters, waffle-irons, casseroles, perco- 
lators, electric shavers, heating pads 


and cigarette lighters. 
Vacuum Cleaners 


About 40,000 vacuum cleaners may 
be produced in the third quarter, from 
parts on hand and free market mate- 
rials, and a slightly larger number in 
the fourth quarter. A small number 
of these should’reach the retail market 
during the fall of 1945, and a somewhat 
greater quantity during the spring of 
46. Scarcity of textiles for cleaner 
bags, and laminated motor steel, will 
hold down production for the present. 
Vacuum cleaners will not be rationed. 


Electric Ranges 


Something like 45,000 domestic elec- 
tric ranges should be made in the third 
quarter. Priorities assistance is being 
granted for the production of 35,000 
of these ranges, and an additional 
10,000 may be made from materials ob- 
tained without WPB assistance. In the 
fourth quarter about 60,000 ranges 
may be made, assuming materials are 
available. These ranges should first 
appear on the market in small quanti- 
ties during the same quarters they are 
produced, and in somewhat larger 
quantities in the spring of 1946. They 
are not rationed, but a statement of 
necessity is required from the pur- 
chaser. Present production is limited 
by the scarcity of sheet steel and some 
components, such as switches. 


Pendray Leaves Westinghouse; 
Opens Own Management Office 


G. Edward Pendray, for the last 
nine years assistant to president of 
Westinghouse in charge of Public Re- 
lations and Education, opened recently 
his own office as counselor in manage- 
ment, public relations and education, 
it was disclosed recently by George 
H. Bucher, president of the Westing- 
house Electric Corp. 

Westinghouse will retain Mr. Pen- 
dray’s services as adviser in public 
relations, education and related activi- 
ties, 
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HITLER'S ELECTRIC KITCHEN — Believe it or not, Hitler was a disciple of the 
complete electrical home idea. When doughboys of the U. S. Seventh Army reached 
der Fuehrer's “Eagle Nest" hide-away at Berchtesgaden they found that the Nazi 
leader had been having his food prepared in the electric kitchen above. Note range 

oA in the center of the room, warming oven on left wall, other appliances in background. 
nd so it is. An enlarged 


illustration lifted bodily from 


a Hamilton Beach ad cur- 


| NEMA Launches All-Electric 
Kitchen Plan for Utilities 


rently attracting your post- 


war customers. 


They, too, are picking 
things up from these ads. 
Desires, mostly, that they're 
pretty sure Hamilton Beach 


quality food mixers and vac- 


uum cleaners can fulfill. 


Soon, we hope you'll be 


able to add the clincher when 


these people call on you. 


After all, who's in better po- 


sition to do that than the 
dealer to whom Hamilton 


Beach has been a hallmark 


for 35 years? That's a long 
time. It represents a lot of 


honest dealing. 


And, just as in the past, 
Hamilton Beach products 
will again be fairly distrib- 
uted among legitimate whole- 


salers, who will make every 


effort to see that their dealers 


are fairly treated. Hamilton 
Beach Company, Division of 
Scovill Manufacturing Com- 


pany, Racine, Wisconsin. 
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The Electric Range ‘and Electric 
Water Heating Sections of the 
National Electrical Manufacturers As- 
sociation announce the launching of a 
new Electric Kitchen plan that 
promises to answer a vital need in 
the electric service and appliance fields. 

According to a joint statement is- 
sued by H. M. Parsons and G. L. 
Rees, chairmen of these two sections 
of NEMA, the plan book provides a 
practical program which can be intro- 
duced and made to function now, re- 
gardless of current production restric- 
tions, 


Provides Workable Program 


The new plan book provides power 
companies with a workable program 
for influencing home building and 
speeding the adoption of all-electric 
kitchens with electric water heaters in 
both old and new homes in their in- 
dividual localities. 

“Blueprint for Building a Permanent 
and Profitable Post-war Load” is the 
title of the book which will be circu- 
lated nationally among utility execu- 
tives. 

“Pre-war sales and recent surveys 
indicate the growing trend among 
homemakers toward all-electric kitch- 
ens with electric water heaters,” the 
announcement says. “To prepare for 
this certain demand which is bound to 
come whien electric appliances are 
available again, NEMA feels that 
electric service companies can do a 
good job in their respective localities 
with the cooperation of the local ap- 
pliance dealers, builders, architects and 
lending agencies.” 

The NEMA Plan Book has been 
designed for this specific purpose. It 
will help these companies impress uipon 
builders and others in their communi- 
ties, the sales values of homes with 
completely equipped, all-electric 
kitchens and with electric water heat- 
ers. This educational campaign, it is 
pointed out, should be started now. 


Details of Plan Book 


The book itself consists of twelve 
pages, 12” x 16”. It is fully illus- 


trated in three colors and is supple- 
mented with valuable promotional 
helps contained in a pocket on the 
back cover. These pieces include 
ready-to-use material—brochures for 
distribution among builders, architects 
and lending agencies—mat_ service 
sheets for newspaper advertisements— 
radio commercials—and a suggested 
talk outlining the advantages of elec- 
tric equipment in the home. 

After stressing the importance of 
domestic load, the book outlines each 
step the company should take in pro- 
moting the program within its own 
organization as well as among the vari- 
ous builders and appliance dealers. 

This latest NEMA publication was 
prepared for the Electric Range and 
Electric Water Heating Sections by 
their agency, the Ralph H. Jones Co., 
Cincinnati and New York. 


LEAVES CG & E—Ken Magers, for 
20 years advertising and publicity mane- 
ger of The Cincinnati Gas & Electric Co. 
and other Columbia System organizations 
of the Cincinnati group, has joined Fos- 
ter & Davies, Inc., Cleveland advertising 
agency. Previously, he had served as 
advertising manager of concerns in both 
the consumer products and heavy indus- 
try fields. Under his direction the Cin- 
cinnati utility company for years has been 
an outstanding winner of advertising and 
display awards in national contests. He 
is a past-president of the Public Utilities 
Advertising Association. 
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They buy in your store— 
they read 


CAQUES HOME * 
Journal readers in towns and cities like yours use electrical 


appliances, call on stores like yours for service and electrical 
needs: for example, in 


‘ Newark, N. J. (omuisin am) . . . The Variety Vacuum Store is 


stepping lively to keep appliances working. Of 100 women 
customers ....... 43% said they read the Journal 


Hamilton, Ohio (joisin 052) . . . 100 women recently called 
Perry’s Fixit Shop for service ..... . 
33% said they read the Journal 


All over America ... customers 





eome in when the Journal comes out 





*Largest audited circulation of any magazine 
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HERE IT IS! THE NEW WESTINGHOUSE CLOTHES DRYER 


A twin companion to the Laundromat—in appearance, in per- 
formance, in sales appeal—perfect for combination selling. The same 
sloping front for added beauty and easier loading and unloading. 

Another money-maker for you. It's the answer to every woman’s 
clothes drying problem. Day or night, rain or shine, with the flip of a 
switch, it gently tumbles clothes dry. Ends lifting and carrying heavy, 
wet clothes. Eliminates wind-torn garments, soiling by soot, soaking by rain. 

Further proof that, with Westinghouse, you'll be selling the Big 4 
in laundry equipment. First, the sensational Laundromat automatic washer. 
Now the Dryer. And two more to come: Wringer Washers, Ironers. These, 
too, will be pacemakers! Each designed to be in keeping with the Laun- 
dromat AND the Dryer. 

More evidence that the Westinghouse Full Line Franchise is the 
shortest distance to increased profits, for you. A few territories are still 
open. Write your nearby Westinghouse Distributor today. 


WESTINGHOUSE ELECTRIC CORPORATION + MANSFIELD, OHIO 
Plants in 25 Cities... Offices Everywhere 


: Tune in: John Charles Thomas, Sun., 2:30 EWT., N.B.C. + Hear Ted Malone, Mon. through Fri., 11:45 A.M., American Broadcasting Co, 


* : a : : 
ee ‘oe ‘ - 
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LISTEN ! Here's your chance 


to eash im on the coming rush 
for the new 


GSmitHway STOKER 











Engineered ” 


to be 
AMERICA’S 
OUTSTANDING 
STOKER! 


Of teeta in a dozen industries will tell you “when it’s built 
by A. O. Smith, it’s bound to excel.” Soon, this will mean new 
automatic winter comfort to thousands of home owners... with 


the amazing new SMITHway Stoker! 


Yes, and the new SMITHway Stoker will mean a busy sales 
order book for you...and a happy cash register. Designed 
with an eye-appeal that will sell on sight, the new SMITHway 
Stoker is engineered with skill that will keep it sold... without 


profit-sapping service calls. 


Learn about the powerful advertising and 
FIND OUT NOW! merchandising backing behind this sen- 
sational product. Plan to make the most of this opportunity—now! 


- 


| A. O. SMITH Corporation, Dept. E-945 
Milwatkee 1, Wisconsin 


I'd like to know more about the new SMITHway Stoker 
and how I can obtain sales franchise in this territory. 


z 
.- 
| 
A 


Company or Store Name 


+ 
i 
a 
3 
® 
2 


| A.O. QuitH Corporation 


NEW YORK 17 bg PITTSBURGH 19 ad 


CHICAGO 4 : 
LOS ANGELES 14 ° 


TULSA 3 
SEATTLE 1 


‘pmncricas Outslanding Stoker” 


HOUSTON 2 ‘d DALLAS 1 e 
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THREE GENERATIONS AT CASCO—Since the WPB gave the green light to heat- 
ing pad manufacture, the Casco plant at Bridgeport, Conn., engaged in war work, 
has tried to hire housewives to help make tht pads. Among the hundreds responding 
are the three generations of the Zeoli family of Westport, Conn., shown above the ° 
work. Left to right: Grandma Valiente Zeoli; her 17-year-old granddaughter Helen; 
and her daughter, Lillian. They are working on the heating pad cloth spreader at the 


Casco plant. 





Dealer—Contractors Groups Broaden 


Northwest Electric 


For the first time in its 37 years 
existence, the Northwest Electric 
Light & Power Association has 
brought electrical contractors and re- 
tail appliance dealers into its member- 
ship, and has provided for their repre- 
sentation on its executive committee. 
This action was taken at the 38th 
Annual Meeting in Portland, Ore. 
recently, when R. D. Horning, Seattle 
Electrical Contractors Association, 
Seattle, and Carl Edstrom, E.N.E. 
Appliance Co., Portland, were elected 
to the executive committee, 


United Industry Front 


The Association now boasts over 
100 members in this field as a start 
toward presenting a united industry 
front in the Pacific Northwest, when 
the time arrives when electrical mer- 
chandise can be manufactured and dis- 
tributed in quantity. These members 
were taken in during the past ‘year, as 
a result of a series of 12 meetings held 
with dealers and contractors in Wash- 
ington, Oregon, and Idaho. The neces- 
sity for using the Association as a 
meeting ground for the ironing out of 
common problems among the five 
branches of the electricak industry was 
emphasized at the Annual Meeting. 

Manufacturer and wholesaler repre- 
sentation on the Association’s execu- 
tive committee for the coming year 
will be by J. C. Platt, Edison GE. 
Appliance -Go., Seattle; and W. M. 
Jewell, Westinghouse Electric Supply 
Co., Seattle. 


Johnson New President 


The Association elected Patrick 
Johnson, Puget Sound Power & Light 
Co., president. Mr. Johnson had 
served as vice-president during the 
previous year, and for the past two 
years as chairman of the Association’s 
Electrical Development Committee, 
which has devoted itself to planning 
“from here on out”. Among the new 
section chairmen appointed by Mr. 


L. & P. Association 


Look Toward Post-War 
Merchandising Promotion 


Johnson is J. M. McKay, Portland 
General Electric Co., to be chairman of 
the Business Development Section. 
This section, devoted to sales and com- 
mercial activities in all fields, was 
called, beginning the year before Pearl 
Harbor, the Utilization Section. It 
now takes dn its prewar name in the 
expectation that, little by little, it may 
resume some of its former promotional 
activity. 

T. E. Roach, Northwestern Electric 
Co., Portland, was elected vice-pre#- 
dent of the Association. State vice- 
presidents elected were: vice-president 
for Idaho, C. J. Strike, Idaho Power 
Co., Boise; vice-president for Mon- 
tana, S. P. Hogan, The Montana 
Power Co., Butte; vice-president for 
Oregon, George T. Bragg, Pacific 
Power & Light Co., Portland; vice- 
president for Utah, W. A. Huckins, 
Utah Power & Light Co., Salt Lake 
City; vice-president for Washington, 
W. L. Thrailkill, The Washington 
Water Power Co., Spokane; vice- 
president for British Columbia, W. C. 
Mainwaring, B. C. Electric Railway 
Co., Ltd., Vancouver, B. C. 

Mr. Johnson announced the appoint- 
ment of Berkeley Snow, Portland, to 
be. executive secretary. 


New “Launderall” Plant 


Rex C. Jacobs, president of F. L 
Jacobs Co., Detroit, announces that it 
has acquired a plant at Dowagiac, 
Michigan, which will be used in the 
company’s program for the production 
and-sale of the “Launderall” automatic 
home washing machine. 

The plant, of reinforced concrete 
construction, has 110,000 square {eet 
of floor space. 
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F onty THE CORY orrers ALL THESE FEATURES 





Distinctive, bani ge . Hinged plastic 
hand-decorated 7 decanter cover and 
glass. easy-grip handle. 


7 REASONS WHY 


CORY 


MEANS GREATER 
PROFITS! 


Cash in now by dis- 

. playing and selling the 
Cory —the glass cof- 
fee brewer that offers 
your customers the 
most features ... the 
best features! No 
wonder the call is for 
Cory in °45! 

- CORY GLASS COFFEE BREWER CO. 


221 NORTH LA SALLE STREET 
CHICAGO 1, ILLINOIS 


Accurate plastic 
measuring cup. 


?, . ? 
* Bg clonand, for Cory Glee Filter Rela / 
*The patented Cory glass filter rod is a great sales and profit item all by itself. Fits any standard glass 


coffee maker. Millions in daily use. Makes better coffee easier. Comes packed with 
smart counter display that makes sales for you. 
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PERFECTION. made Space Heaters 


are Known for their Quality! 


NN Weary of wartime substitutes 
and makeshifts, eager for 

Better Living, and with more money than 
ever before to spend—people in the United 
States are looking for QUALITY! In 
Space Heaters this means they’re looking 


for Perfection-made models. 


Build your Space Heater business 
around Perfection’s Space Heater line— 
and watch it grow. You can promise 
QUALITY and deliver it, plus sound 


prewar construction. 


Sell Perfection-made Space Heaters and 
know they will give complete customer 
satisfaction. You can demonstrate their 
advantages easily—right in your show 


room: Exclusive non-clogging brass oil 


IVANHOE 


model 2205 


@ built-in constant-level valve 


@ heat control on front panel 


@ heat-distributing shutters and 


valve with patented self-flushing V-stem 
—Exclusive, patented “Heat Directing” 
Shutters that send heat where it’s wanted. 
Built-in, concealed 7-gallon reservoir and 
constant-level valve assures even flow of 
oil and permits connection to outside tank 
without alteration. 


You'll be selling PERFECTION— 
the world’s best known oil-burning appli- 
ance line—a line you know will sell 
and stay sold! 


Space Heater illustrated is one of many 
Perfection-made models, 


If you are not now selling Perfection- 
Made Space Heaters—write for informa- 
tion today! 


The Mark of Quality 


PERFECTION STOVE COMPANY 


7795-B Platt Avenue « Cleveland, Ohio 


Buy War Bonds—and Keep Them! 





Man of the Hour Is An 
Appliance Manufacturer 


Chairman of the U. S. Surplus 
Property Board, W. S. Symington, 
is going to take over one of the 
nation’s biggest post-war jobs— 
that of disposing of billions of 
dollars worth of surplus war goods 
and facilities. 


W. S. SYMINGTON 


Mr. Symington is president and 
board chairman of the Emerson 
Electric Mfg. Co. After leaving 
Yale University in 1923 he became 
associated with the Symington Co. 
of Rochester, N. ¥. In 1930 he be- 
came president of the Colonial 
Radio Co., then headed the Rustless 
Iron and Steel Co. of Baltimore, 
Md., and in 1938 he joined Emer- 
son-Electric as general manager. 

With Emerson-Electric he saw 
the company grow from a working 
force of 1,500 to a peak wartime 
employment of 11,000 and estab- 
lished one of the outstanding labor- 
management organizations to be 
found in industry. 

In St. Louis he is a member of 
the Board of Directors of the St 
Louis Chamber of Commerce, and 
last year was made president of the 
Metropolitan Plan Association. 











First Bendix "Washers" 
30 Days After V-J Day 


All over the country, Bendix auto- 
matic home laundries are being pre- 
sented to the public, on Sept. 17th, 
just 30 days after V-J Day. This is 
believed by the manufacturer, Bendix 
Home Appliances, Inc., of South Bend, 
Ind., to be the first major appliance 
shown nationally at so early a date. 


“Not For Sale” 


Dealers have one sample, especially 
marked, “not for sale—for demonstrat- 
ing purposes only.” A special window 
display is provided and special window 
banners. Department stores, utilities 
and large furniture stores, also have 4 
large special display. A second ma- 
chine is provided for this display. 

Prominent people in each city and 
town are being invited to participate 
in the demonstrations. Mayors and 


” even governors of states will be photo- 


graphed as a gesture to this major 
accomplishment of reconversion. The 
manufacturer states that machines in 
reasonable quantities will be supplied 
to dealers from now on—that full pro- 
duction should be realized before the 
end of the year. 

The first carload shipment was made 
July 16th . . . and shipments since 
then have been at the rate of one oF 
two carloads a day. The present rate 
is three carloads a day, according to 
the manufacturer. 


SEPTEMBER, 1945—ELECTRICAL MERCHANDISING 



























after V;) Day, and each 
-BENDIX-~Home Laundry Dealer 


= |has one washer for demonstration purposes 





n Co 
re be- 
lonial 
istless . > . ‘ 
more, Here is a record which, we believe, will be unequalled 
~ in the entire electrical appliance industry. 


. 
. Saw 


ng) § Every BENDIX automatic Home Laundry dealer, will 
estab! 9 have at least one model for demonstration purposes 


labor- 


to be! & by the time you read this advertisement. The new ma- 


ber of chines will be genuine postwar models . . . 14 improve- 
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The first carload of BENDIX automatic Home Laun- 
drys was shipped July 16th...since then at least one 
x auto. | Carload has been shipped every day. Now we are up 


ing pre- 


17h, | 0 three to four carloads a day. 
This is 


Bendix @ On September 17th, the BENDIX automatic Home 
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oplian: | Laundry will be presented simultaneously to the en- 

tire country: Dealers and Department Stores will 
specially § €ach have special displays for the forceful presentation 
vont § of the product. 
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More women want to own the 
Bendix automatic Home Laun- 
dry, than any other “‘washer.”’ 
Now you can team this wash- 
day miracle up with the one- 
and-only Bendix automatic 
Home Ironer—for double sales! 
For further information on the 
amazing new ironer, phone your 
distributor, or write direct to 


Bendix Home Appliances, Inc., 
South Bend, Indiana, 


Note the unusually wide clearance 
between shoe and roll—the Bakelite work 
table—and the three accessible open 
“ends” of shoe and roll. 
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(| Automatic Home Ironer ! 


H... it is—the new Bendix automatic Home Ironer. It’s all that you'd expect 

from the people who pioneered and perfected the marvelous Bendix automatic Home 

Laundry. And it’s destined for an equally eager response from the public, because it is equally 
deserving of being preferred to any ironer ever offered. 


Three usable open “ends”! Here is the 
only ironer with three open ‘‘ends’’—two 
usable open ends on the shoe, one on the 
roll. Operation is simplified, and the variety of gar- 
ments it accommodates is actually multiplied. On 
this ironer, you can really iron a shirt or press a suit. 


It’s easier to Use! The unique under-the- 

roll shoe design means greater flexibility; 

a wider range of usefulness; simpler, 
speedier operation. And there’s never been such ad- 
justability —including adjustments for both leg clear- 
ance and knee controls. This ironer fits the operator 
—she doesn’t have to cramp herself to fit the ironer. 
Scores of features include dual thermostat controls, 
dual speeds, illuminated control indicators, a per- 
fectly placed Bakelite work table, and scientifically 
located shoe. “‘Learning how’ is child’s play on the 
new Bendix automatic Home Ironer. Using it is a 
pleasure, free from all needless effort or fatigue. . 


Perfect Visibility! Only with the under- 

the-roll shoe, can the operator see so well 

what she is doing.. But there are addi- 
tional advantages which make visibility unequalled 
in the Bendix. At a touch, the shoe can be opened to 
a clearance of four inches! The shoe is correctly 
located. There are double adjustable utility shelves, 
and an adjustable lapboard. Controls for motor, heat 
and temperature are all illuminated. Everything is 
convenient to sight and touch. 


Ninety-nine out of a hundred women say, “We 
want an ironer that’s easy to use—that irons 
everything!” Bendix has produced just that kind of 
an ironer. You want to see it—if for no other 
reason than to keep abreast of the best. Here it is 
—and it’s a Bendix! 


BENDIX": Home lroner 


BENDIX HOME APPLIANCES, INC., SOUTH BEND, INDIANA... PIONEERS AND PERFECTORS OF THE AUTOMATIC “WASHER.” 
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DEALERS CALL IT 


*,... the most Practical Kitchen 
Cabinet set-up for a Post-war 


LOOKING TOWARD “C" (CLARION) DAY—Here's an action shot of the design 
board of the Warwick Mfg. Co., makers of Clarion radio sets, in action on post-war 
products, Center, seated at desk are John Holmes, president, listening to Jack 
Morgan, chief of the Clarion design staff. Back of them, left to right are Fred L. 
Holmes, secretary; Gordon G. Brittan, vice-president; Earl A. Sproul, advertising 
counsel; Reau Kemp, general sales manager; E. W. Pichler, plant superintendent and 
Howard A. Gates, director of engineering. 





Survey Shows Utilities Campaign 
Plans On Need for Adequate Wiring 





* Designed by Harvey Knuth, 

one of America’s foremost creators of steel 
kitchen cabinets, the Lyon Line scores tops in 
buy appeal. 
* A completely packaged line, featuring new 
simplicity in layout and construction that cuts 
selling time and costs... makes installation 
quick and easy. 


* Minimum stocks provide everything needed 
to make beautiful layouts for practically any 
size and type of kitchen. 


* Advertising and direct selling help bytrained 
factory field men that assure Lyon Dealers a 
generous and profitable share of the enormous 
post-war kitchen cabinet market. 

* Write today for pre-view folder, listing units 
and dimensions. Your name will also be put on 
list of progressive dealers to receive catalog 
(now in work) describing exclusive Lyon de- 
sign and construction advantages. 


LYON METAL PRODUCTS, INCORPORATED 


General Offices: 921 Monroe Avenue, Aurora, Illinois 
Branches and Dealers in All Principal Cities 








With an accumulated need for new 
homes in the nation estimated to be 
beyond the six million mark, numerous 
electric companies are preparing post- 
war campaigns to stress the importance 
of proper wiring in new dwellings and 
at the same time raise the electrical 
capacity of wiring in 30 million exist- 
ing homes, according to the Edison 
Electric Institute. 


Survey Report Released 


In a survey and report of the Com- 
mercial Planning Committee of the 
Institute, released recently, it is pointed 
out that “just as the automobile in- 
dustry in the early twenties was con- 
fronted with the dual job of promot- 
ing the building of new roads and 
improving the traffic capacity of exist- 
ing roads, the electric industry today 
is confronted with the necessity of 
raising the electrical capacity of wir- 
ing in existing residential structures 
and in seeing to it that new structures 
are adequately wired.” 

Promotional efforts of the industry 
will be directed to showing that ade- 
quate wiring consists not only of 
enough convenience outlets in ‘the 
rooms of a dwelling but service con- 
nections and circuits of a size sufficient 
to carry all needed current. Advertis- 
ing will emphasize that adequate elec- 
tric installations not only promote 
home comforts but favorably affect 
property values and aré helpful in de- 
ferring obsolesence of homes. 

“Enough is known of manufacturers’ 
plans,” the report states, “to warrant 
the assertion that redesign of accepted 
appliances will increase their usefulness 
and provide greater reliability and bet- 
ter styling will make them more at- 
tractive. New developments in the re- 
frigeration field will make mass pro- 
duction items of such devices as home 
freezers and room coolers. The avail- 
ability of new and better designed ap- 
pliances coupled with the public’s 
growing appreciation of the service 
they render, will aid materially in 
reaching the goal of increased resi- 
dential consumption. That ar heavy 
pent-up customer demand exists is 


Greater Appliance Loads 
Poses Post-War Problem 


amply confirmed by numerous surveys 
made in many sections of the nation.” 


52 Appliances 


Not counting lights, 52 electrical de- 
vices can go into the average home 
of eight rooms, products ranging 
from the clothes drier in the basement 
to the attic ventilating fan, the germ- 
icidal lamp in the nursery to the elec- 
tric blanket on the sleeping porch. 

New products creating a heavier 
load for the power lines will be the 
refrigerator containing a major com- 
partment for the storage of frozen 
foods. Mass production methods will 
create a compartment for the storage 
of frozen-food chests and for room 
coolers, weighing less because of im- 
proved design and materials. 

“It is inconceivable,” the report 
states, “that a family would start 
out to buy a house and fail to count 
the number of bedrooms. Few cus- 
tomers, however, realize that wiring 
is of equal importance. And if ap- 
pliances do not operate properly or 
lighting is unsatisfactory, the cus- 
tomer either criticizes the quality of 
his electric service as poor or blames 
the appliances themselves.” 

The report also makes the point that 
it is the occupants of low-cost housing 
who will be most in need of “elecrtic 
servants” and thus such housing should 
have carefully planned wiring. Pros- 
pective purchasers of homes have 
learned through the war years to ap- 
preciate electric services due to the 
scarcity of domestic help, particularly 
in the case of war workers seeking to 
save time and funds in their house 
work. 

Estimates are that the average 
American home is 29 years old, the 
implication in such a figure being that 
much repair work may be undertaken 
following V-J Day. Here again the 
importance of proper wiring comes 
into the picture. 
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THE HEATER WITH THE 
PATENTED VENTURI TUBE 
HEAT EXCHANGER 


SQUEEZEs 
MORE HEAT FROM YOUR FUEL 
—GAS OR OIL 


WILL GET MORE PROFITS FOR YOU! 


New kind of Winter Air Conditioner! 


AIR TRAVEL 


PATENTED @aez 7ro« HEAT EXCHANGER 
HEATS MORE AIR 


—dends tt sinning Co remote rooms aud cormerd 


AS and strikingly different kind of heater that provides winter 
air conditioning at amazingly low operating cost, Coroaire is the 
sensation of the heating industry. Coroaire is a development of just 
prior to the war. Coroaire efficiency and Coroaire economy of opera- 
tion have been proved by many installations, including, the heating of 
5- and 6-room homes in the Great Lakes 


FLAME TRAVEL 
region for as little as $4 to $5 a month. 


Mas Se ) 
yal] 
with a single cylindrical combustion f yA y y 


CA Sek cs cokate PEE ’ JAN Hane } 
, VANS PAN 


Heat Exchanger composed of 46 cast iron 
BURNER 


The reason for Coroaire’s amazing per- i WN ( 
formance is no secret—but itis PATENT- 4% ‘ 


ED! Unlike the average heater or furnace / { Yy WK ( 
iy 


tubes—not ordinary cylindrical tubes but 
Venturi tubes. These tubes are of smaller 
cross sectional area at the middle, thus 


INSIDE OF 


HEAT 
EXCHANGER 


providing more heating surface. The shape of these tubes causes air 
forced through by a powerful fan to take on a spinning motion (like 
a funnel spins a liquid.) This motion results not only in more air 
being heated in passing through the 46 tubes but also provides better 
delivery of the heat—not an uncomfortable blast of air, but gently 
spinning heated air that penetrates to remote rooms and corners in a 
manner unequalled by any other heater. 


An Outstanding Profit Opportunity for Merchandisers 


Quick to recognize the magnitude of the Coroaire sales opportunity 
in new and old homes and all kinds of business places, some of the 
most prominent appliance distributors in the country already have 
secured franchises and are now setting up dealer organizations. De- 
sirable territories are still available for both distributors and dealers 
who act quickly. Come to Cleveland if you can, and get the Coroaire 
story direct, or write or wire, stating size of your organization, expe- 
rience and territory covered. 


BURNERS FOR NATURAL, MANUFACTURED AND BOTTLED GASES AND OIL 


THE COROAIRE HEATER CORPORATION 


GENERAL OFFICES 
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WE ASKED... 


“WHEN 


ALARM CLOCKS 
CAN AGAIN 





BE BOUGHT 
WHOSE MAKE WILL YOU BUY?” 


. And the vote from all over America was 


for Westclox 


-eight out of ten 


There must be a reason for this unprecedented popularity of 
Westclox. There is. It’s because Westclox has always given people 
the qualities every family wants in clocks—dependability and 
smart good looks at a moderate price. 

When will these famous alarm clocks again be available in quan- 
tities? We cannot say. But this is for sure- 

The same reasons that cause people to think of Westclox and 
Big Ben when they think of clocks are the reasons why these beau- 


tifully designed and beautifully built clocks will be your postwar 
best sellers! 


WESTCLOX, LA SALLE-PERU, ILLINOIS + Electric and spring- 
wound alarm clocks, time clocks, wrist and pocket watches. 


Keeps America On Time 


WESTCLOX 


Product of GENERAL TIME InaDeonenta Coup 
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FIRST G-E OFF THE LINES—General Electric's refrigeration experts gather round 
the first post-war refrigerator to come off the company's reconverted assembly line 
at Erie, Pa., August 3. They are, left to right: A. M. Sweeney, W. B. Hill, A. G. 
Chaffer, J. M. Scarlett, W. M. Timmerman, L. H. Miller, D. F. Newman, J. L. Knight. 


General Electric Refrigerators 
In Production at Erie Plant 


The first complete assembly-line 
production of household electrical re- 
frigerators since April 30, 1942, got 
under way at the General Electric 
Co.’s plant at Erie, Pa. recently. 

The first of 95,000 refrigerators to 
be made by General Electric in 1945, 
the 7-cubic foot machines that came 
off the line, were immediately crated 





Last Machine Buried 


The last household electrical re- 
frigerator to be built by General 
Electric before the company con- 
verted to war work was resurrected 
at Erie, Pa. recently as the first 
“postwar” G-E refrigerator came 
off the assembly line. 

The old machine had been placed 
in a heavy wooden coffin heavily 
draped in mourning April 30, 1942, 
the day when the government 
stopped all manufacture of electric 
refrigerators. The event com- 
memorated the first interruption in 
the manufacture of G-E refrigera- 
tors since the company went into 
production in 1927. Exactly 4,523,- 
664 units had been built before it. 














REFRIGERATOR "“CORPSE"—J.  L. 
Knight (left), engineer in charge of re- 
frigerator cabinet engineering, and D. F. 
Newman (right), chief engineer of the 
refrigerator unit division, expose the 
“corpse’’ of the 1942 General Electric 


refrigerator which was resurrected tn Erie. 
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Pre-War Models Coming 
Off Lines, Andrews Says 


and loaded aboard a truck for ship- 
ment to warehouses from which they 
will be distributed to the Army, Navy 
and government claimant agencies. 

“Production of these refrigerators 
marks General Electric’s resumption of 
manufacture of the major electrical 
appliances so~sorely needed by the 
public,” said H. L. Andrews, vice 
president in charge of the company’s 
Appliance & Merchandise Department. 
“In the case of refrigerators,” Mr 
Andrews pointed out, “the public must 
continue to wait, probably until next 
year, before new ones are available 
All production will be stockpiled 
against essential demands until th 
government permits open-market pur- 
chases by the public. But the mere fact 
that we are now making refrigerators 
is proof that the American public is 
that much closer to the day When it 
can fill its needs for refrigeration,” 
he said. 

The refrigerators that come off the 
assembly line are medium-priced 
models, LB7. They have 12.6 square 
feet of shelf area and are powered by 
a hermetically sealed refrigerating 
mechanism. The cabinet exterior is fin- 
ished in white liquid plastic; the in 
terior in white porcelain. Two other 
refrigerator models will follow the 
LB7 into production soon. They are a 
6-cubic foot version of the fore-runner 
and a 7-cubic foot deluxe model. 

All three models are the same as 
those made just before the war. “This 
had to be,” Mr. Andrews said, “be 
cause we couldn’t take the time to 
acquire the new tools, dies and fixtures 
that are needed to produce any brand 
new appliance.” 


All Production at Erie 


General Electric’s post-war refrigera 
tors will be completely manufactured 
and assembled in the company’s Erie 
Works, Mr. Andrews announced. 

Before the war, production was 
split. Cabinets were made in Erie 
while G.E.’s famous hermetically 
sealed refrigerating units were made 
in Schenectady; N. Y. Final assembly 


was at Frie. 
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FUELSAVER 


Outsells all Competition 


Your Customers Get 


40% LESS HEAT LOSS Up the CHIMNEY 
with the FUELSAVER 


20 SUPERFLAME Models SUPERFLAME 


Help You Build = (with FUELSAVER) 
Profitable, Permanent Business 




















THE FUELSAVER. 
Doubles the Live Flame 
Travel and Heat Radia- 
tion Surface. MORE 
Heat for Less Fuel. 





ORDINARY TYPE 
(no FUELSAVER) 








TUUUWUURUDUbMbbLUbbb been 





SAVES 20% or MORE 
of Fuel Cost By Actual Test 


Laboratory tests show Super- 
flame Fuelsaver gives your 
customers up to 3314% less 
fuel consumption to get same 
heat units. You can really 
sell this exclusive Superflame 
feature. Your customers want 
this saving, buy more quickly. 


ers in one. Clee else: eee 4 ash 
weather—both when extra heat is 
needed, 


3 Complete Lines To Sell! 


DEALERS! Superflame distributors now have stocks available to give you 
prompt delivery in,exchange for your oil heater certificates. Write us 
for the name of your nearest Superflame distributor. 


Complete Superflame Line Includes Oil Burning 
Space Heaters, Water Heaters, Floor Furnaces 


QUEEN STOVE WORKS, Inc. 


ALBERT LEA, MINNESOTA 


Manufacturers of Oil Burning Appliances Sinee 1921 
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Bertha’s Biceps Became: 
Bulgier and Bulg-i-e-r! 


. > 
(\\ —jA-— ; Sd 
\~ 
SO she got a mixer—but just an ordinary one, worse luck! 
And her biceps got even bulgier because she still had to 
do the toughest jobs by hand! 





© SO she got a KitchenAid—and now she doesn't do anything 
but get a big hand for her tasty confections and her | 
biceps are beautiful! 





Plan to handle this outstanding line of appliances 
after the war. There are mixers for every purpose, 
a full line of attachments, and coffee mills for home- 
ground fresh coffee—all competitively priced, na- 
tionally advertised and offering full profit margins. 
See your distributor, or write. 


itches Aid 


The Hobart Manufacturing Company 














KitchenAid Division * Troy, Ohio 
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NEW ASSOCIATION BOARD—Members of Board of Directors, Southern California 
Radio and Electrical Appliances Association: Left to right, standing: Howard K. 
Burdick, E. B. Barnes, D. C. Culbreath, Harry Fogwell, Dave Langlands, George Hast- 
ings, S. A. Denwiddle. Left to right, seated: Harry Chapman, Jack E. Kaplan, R. H 


Cockfield, Walter Stickel and Ed Price. 


Los Angeles Organizes a Radio 
And Electrical Appliance Association 


Feeling the need of an organization 
which will bring together all groups 
in the Los Angeles area interested in 
promoting the sale of radio and elec- 
trical equipment in the post-war period, 
a group of dealers, distributors, manu- 
facturers and utility representatives in 
the area got together recently to form 
a Southern California Radio and Elec- 
trical Appliance Association. 

Membership was accepted first on a 
temporary basis and a _ temporary 
Board of Directors was appointed who 
after study of similar organizations in 
all parts of the country, drew up a 
proposed constitution and by-laws, 
which will become official when in- 
corporation is finally effected. 


Whole Industry Represented 


Membership in the new association is 
made up of radio and electrical appli- 
ance retailers, distributors, manufac- 
turers, service shops and parts distribu- 
tors, electric utilities, wiring or 
installation contractors and other 
related groups operating in Los An- 
geles and adjacent area, Its purpose is 
to promote the increased acceptance, 
purchase and use of electrical appli- 
ances and radio equipment in that area, 
and to advance the common interests of 
persons and firms identified with the 
home appliance and radio equipment 
industry. 

It plans to promote the sale of elec- 
trical appliances and equipment by 
sponsoring and coordinating industry- 
wide sales and advertising campaigns, 
adequate wiring promotions, sales per- 
sonnel training, recruiting and selec- 
tion programs, radio and appliance 
shows and other activities which will 
further the common interests of its 
membership. 


Sponsor Code of Ethics 


The new association undertakes to 
promote a high standard of business 
practices among its members by spon- 
soring a code of ethics, to which all 
members shall pledge adherence. It is 
intended that publicity given such a 
code will aid in establishing confidence 
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R. H. Cockfield 
Elected First President 


of the buying public in the goods and 
services offered. The committee 
charged with the drawing up of this 
code has outlined a simple statement 
which shall cover three points: 


1. The member company pledges itself to 
offer for sale only merchandise and 
services of honest value. 

. It promises to give a clear understand- 
ing of terms offered and conditions of - 
sale. 

. It will stand back of all pledges made. 


Further purposes of the Association 
include: (1) The promotion of co- 
operation and understanding among its 
members and all branches of the radio 
and electrical appliance industry. (2) 
The providing, so far as practicable, 
of representation for its members in 
local, state and national affairs of com- 
mon interest. (3) The providing of a 
source of information for its members 
and the public, and (4) Cooperation 
with other trade, sales, service, con- 
tractor or sales promotion organiza- 
tions in all matters of common interest. 
Careful consideration has been given to 
the legality of all provisions in the by 
laws and the specific reservation is 
made that the association shall not en- 
gage in or encourage among its mem- 
bers any trade practices prohibited by 
city, county, state, or national law. 
It will not attempt to control prices 
nor engage in any political activity. 


Membership of 350 


It is estimated that membership of 
the organization in the Los Angeles 
area will number about 350, among 
which will be represented some 30 o1 
more distributors and manufacturers. 
The budget is expected to be in the 
neighborhood of $11,000 annually. At 
the present time the design of an em- 
blem to be used on membership plaques 
and letterheads and in other appro- 
priate ways is being considered. 
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THINKING ABOUT 


—THEN DON’T FORGET, MR. DEALER, THAT 
YOUR PROFIT DEPENDS ON SELLING A WATER 





HEATER THAT GIVES SERVICE—NOT ONE 


rnia 


a THAT DEMANDS SERVICE! 
.H 

FAR-SIGHTED DEALERS BUILD THEIR BUSINESS ON 

GOOD-WILL—ON EXTRA SALES GAINED THROUGH 

COMPLETE AND LASTING CUSTOMER SATISFACTION 
n 

In planning for profitable merchandising of water heaters it is 
and . vital that you select a heater that will give your customers long, 
a ? completely satisfactory service and assure YOU freedom from 
ment be costly repair and replacement expense. In choosing an electric 
. a hi water heater, here are three questions you will want answered: 
It to 
and 1. 1S IT A TRIED AND PROVED PRODUCT? 
ow Answer: The Clark was the pioneer storage electric water 
a heater more than twenty years ago and it has been manu- 
om factured continuously ever since. Many of the original Clark 
om heaters are still in daily service. 
ig its ; 
ai = 2. HOW WILL IT STAND UP IN HARD OR SOFT WATER? 
able, 4 Answer: Because of the famous. Clark “Lifesaver” element 
tba and its unique heating principle Clark heaters will give 
of a 3 7 longer, more trouble-free service in the toughest kind of 
_ either scale-forming or corrosive water. 
con- c 
niza- e. : 3. HOW ABOUT THE PEOPLE WHO MAKE IT—ARE THEY EX- 
—— | 3 : PERIENCED, DEPENDABLE? 
o yd — 4 Answer: The McGraw Electric Company name on the Clark 
t en- ee : heater is your guarantee of honest value and fair dealing. 
ng Check it any way you like, you will find the name and the 
law : product dependable. 
yrices 
ity. ; A CLARK FRANCHISE FOR YOUR TERRITORY MAY 
STILL BE OPEN. WRITE FOR FULL DETAILS. 

ip of 
igeles 
mong 
30 1 ; 
urers p ‘s 
- ia pbatomatée tECTRIC WATER HEATERS 
1 em- 3 
ae + McGRAW ELECTRIC COMPANY, CLARK WATER HEATER DIVISION, 5201 W. 65th ST., CHICAGO 38 
SING 
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AUTOMATIC CYCLE 
WASHER. Coustruction 
details and specifications are 
closely guarded secrets but we 
believe it will revolutionize 
the automatic cycle washer 
business. 


ELECTRIC RANGE, Three 
six-speed surface units, one 
utility cooker and twe oven 
heating elements 





























ys finest and 


most complete line 


in NORGE history 


Quilt to be 
THE GREATEST VALUE 
IN THE APPLIANCE 
FIELD 


NORGE DIVISION + BORG-WARNER 


NORGE 


A BORG-WARNER INDUSTRY... 


' RO-TA-TOR WASHER. Clothes dast 
longer when washed in a Norge with the 
featherweight, plastic Re- 


smooth-as-glass 
sa-tor because there’s no ‘‘wash wear."’ 
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d MORE PROSPECTS! MORE PROFITS! ll : 


Norge dealers will be selling not one major appli- 
ance—not two or three or even five major appliances, 
14 but nine of them—including a brand new automatic 
cycle washer, a new line of freezers for home and 
farm and some newly-developed water coolers; each 
y with outstanding features the public is waiting for. 


aly 


Every dealer knows that the successful sale of one 
Norge appliance paves the way for the sale of 
others that are Norge-styled, Norge-engineered and 
Norge-built. Many are the families, pleased with 
their original purchases of Rollator refrigerators, 
who have returned to the dealers and reinvested 
in Norge gas ranges, electric ranges, washers and 
room heaters. 


With the ever-popular line of Norge ‘‘regulars”’ F , 
strengthened now and in the future by the addition ROLLATOR REFRIG.-. 
of new and highly-salable items, the Norge dealer newps ERATOR. The time-defying 
Rollator cold-making mechan- 
does not need a crystal ball to see that his future mum oper-— 
. is filled with more prospects . .. more profits! 2% 9999 ating efficiency, masimam 














——_ 


JER CORPORATION + DETROIT 26, MICH. 


HOUSEHOLD a a 
APPLIANCES Seep 


eee “SEE NORGE BEFORE YOU BUY” 









































Tlorge 
ie SOO ta FO i Betas ah go Pap I : 
WATER COOLER. Adequate cover- COMMERCIAL REFRIGERATION. HOME AND FARM FREEZERS. . 
age in the water cooler field is provided Plug-in, reach-in models of 20 and 35 cubic Here's onother new line of products to be aveil- 
with 5 and 10-gallon pressure-type mod- feet will be available first. Milk coolers and able im four models, that will greatly enlarge 
els. Norge is well known in this field. beverage coolers will ultimately be added. the Norge dealer's prospect and profit range. 


SING ELECTRICAL MERCHANDISING—SEPTEMBER, 1945 PAGE 139 





a me  Chromy says: ,, , 
Pe It's 
swell 


how 
they 


ll 


Fit any range opening in all makes 


of electric ranges! 


CHROMALOX Electric Range Replace- 
ment Units—famous Twubulars 
Superspeeds . . . Heatflos—are an un- 
beatable profit trio. 

With Snap-On Adaptor Rings—you 
have standard units that fit every elec- 
tric range. You can fill replacement 
orders speedily and easily. You get an 
increased turnover on a smaller in- 
ventory. 

This adds up to more sales and 
bigger profits with /ess effort when you 
stock CHROMALOX Range Units for 
Replacements. 


WESCO OPEN HOUSE GUESTS—When Westinghouse Electric Supply Co. opened 
new branch headquarters in Oakland, Cal., recently, these four were among 
the guests at the open house event. Left to right: Frank E. Bodine, San Francisco 
manager of Westinghouse Electric Corp.; C. D. Bronson, owner of California Electric 
Co.; Burrell S. Manual, vice-president of Westinghouse Supply, Los Angeles and 
Clyde H. Wood, manager of Westinghouse Electric Corp.'s Agency and Specialties 


Dept. for the Pacific Coast. 











30 years of research and 
engineering in electric 
heating are behind every 
CHROMALOX Range Unit. 
Manufacturers, dealers 
and range owners rely on 
CHROMALOX for speed, 


Long Life and Economy. 








Eduin L.Wiegand Co. 


7525 Thomas Boulevard 


Pittsburgh 8, Pa. 


on new ranges and for replacements 


CHROMALOX 
C&L Cooking at its Best!” 
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Westinghouse Plans $11,500,000 


Appliance Division 


An $11,500,000 expansion program 
to permit overall production 50 per- 
cent greater than pre-war of existing 
types of electric appliances and manu- 
facture of new post-war products by 
the Mansfield, Ohio, and East Spring- 
field, Mass., Electric Appliance Divi- 
sion plants of the Westinghouse Elec- 
tric Corp., was announced recently by 
A. W. Robertson, chairman. 

Dollar volume in excess of $100,000,- 
000 annually is anticipated from the 
increased sale of the 23 different kinds 
of electric appliances marketed before 
the war and from new products, which 
will include home and farm freezers, 
automatic clothes dryers, steam irons, 
food mixers and additions to the line 
of vacuum cleaners, Mr. Robertson re- 
vealed following a meeting of the com- 
pany’s Board of Directors. 


Sees 138 Percent Gain 


“In the first full year of unrestricted 
appliance production, we look for dol- 
lar sales of electric appliances 138 per- 
cent above those of 1941,” the West- 
inghouse chairman said, adding: 

“The American home is big busi- 
ness, purchasing billions of dollars an- 
nually. To meet the demands of this 
expanding market, we hope to increase 
@mployment greatly over the prewar 
high. We anticipate it will be almost 
double at East Springfield, or between 
6,000 to 7,000 compared with the high- 
est pre-war figure of 3,500. 

“At the Mansfield plant, where pre- 
war employment averaged better than 
5,000, we expect, when our expanded 
facilities are operating at their peak 
capacity, to employ more than 7,000 
persons. 

“To increase the market, it has been 
the practice and policy of the industry 
to sell electric appliances at the lowest 
possible cost, and Westinghouse will 
continue this policy,” Mr. Robertson 
said in pointing out that the expanded 
facilities will, when completed and 
operating at peak capacity, result in 
lower unit costs. He emphasized that 
price increases, if any, during the im- 
mediate post-war period could not now 
be forecast. 

“While material and labor costs will 
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Expansion 


probably be higher when consumer 
durable goods are again produced, we 
believe that ultimately some of these 
increases will be offset, to a still in- 
determinate amount, by advances in 
manufacturing methods and techniques 
made during the war period and by 
changes in future designs to use ma- 
terials more economically,” he ex- 
plained. 

“To maintain employment at the two 
plants at as high a level as possible 
during the present reconversion period, 
we will use prewar factory facilities 
and existing machine tools whenever 
possible. We are now readying these 
plants for resumption of appliance pro- 
duction in the near future, while at 
the same time continuing a heavy 
schedule of war production. 


Production by Fall 


“Depending on the availability of 
manpower and materials, we expect to 
be in production of several appliances 
by October or November. In our 
opinion, appliances will not become 
generally available before the first and 
second quarters of 1946, although they 
will appear to a limited extent pre- 
vious to that time.” 

The products with which Westing- 
house will resume production will in- 
corporate many design and functional 
improvements, Mr. Robertson said. He 
reiterated the Westinghouse policy 
would continue to be one of putting 
on the market only products that have 
been thoroughly proven and which 
have public acceptance, so that never 
is the consumer made a “guinea pig” 
for new developments. 

Of the $11,500,000 total expansion 
costs, $6,500,000 will be Spent at the 
Mansfield Works and $5,000,000 at the 
Springfield plant. The largest ex- 
penditure in each factory will be for 
machine tools and capital equipment, 
estimated at $3,100,000 for the Mans- 
field plant and $2,750,000 for Spring- 
field. 

New buildings and additions to exisf- 
ing buildings will cost approximately 
$2.153,000 at Mansfield. The Spring- 
field expenditure will be in the neigh- 
borhood of $1,250,000. 
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Experience has Proved 
That We are on 


The Modern Method 
Now Accepted by 


‘ ; The Right Road...... 
Leading Washing A Saving of Time, 
Machine Manufacturers. Elfort ond Expense 
Parts for All Makes for the Service Dealer, 
are Handled by and Relieving the 
Centralized Parts Product Distributor 

of the Responsibility 


Jobbers Listed Below. 


| % s : 
See the Appliance | SERVICE & 


Parts Jobber One-Stop Source 


= ke 
Nearest to You. ; DEALE. R gf of Supply 


4 


—— ; JO B M4 E. R of Stocking Repair Parts. 


Buy from a 


APPLIANCE PARTS JOBBERS ASSOCIATION, INC. 


1015 Dime Building, Detroit 26, Mich. A National Organization. Phone: Cadillac 5333. 
Aa Speen Gates Win aan 9%. Bees, Sey Sele Lake ee eet DISTRICT 
ic ° te St., it 

Ray Jones Washing Machine Parts & Service Co., 37 ¢ Bway. z ‘pamee 9, Colo. — pes ag Ag = as pea _ ew yr > & 

SOUTHERN DISTRICT American Electric Washer Co., 1766 East 55th St., Cleveland 3, Ohio 
Wallace Johnston Co., 760 Union Ave., 1 Appliance Parts Company, 123 East New York St., Indianapolis 4, Ind. 
Pearsol ry we ce Company, 2010 Commerce i, Temes Detroit Appliance Parts Co., 4770 Grand River Ave., Detroit 8, Mich. 
Pritchard 23 So. Walker St., City 4, Okla. Finch’s Washer Parts Co., 432 Division Ave., So. Grand Rapids 3, Mich. 
EeGigeration Stnply Co. 1831 W. Broad St., Richmond 20, Va. Home acne d Co., 26-28 East Front St., Vosmpenbate 3, Ohio 

nited Appliance Co., 1913 Washington Ave., Houston 10, Texas - Klinker Brothers, 803 Race St., Cincinnati 2, Oh 
earsol Appliance Co., 2122 Euclid Ave Cleveland 15, Ohio 
NEW ENGLAND DISTRICT Servall Company, Gratiot 4 
The Domestic Appliance Corp., 146 Grand Waterbury 5, Conn. 7 eo = hae 
The eee eee Ses a8 Bates Se. 3, Mass. WEST CENTRAL DISTRICT 
Good-Heusckeeping Shop, 126 Dartmouth St, Boston 16, Macs. Dennis Refrigeration Supply, 359 Wesley Way, Sioux City 16, lowa 

EASTERN DISTRICT Company, 2440 West North Ave., Chicago 47, Ili. 
Electric Warehouse, 3640 Elder St., Pa. Sweeper Co., 911 Franklin Ave., St. Louis 1, Mo. 
Shotsbad Center ate Teak tas Moe ee Gee. be ‘Appliance Parts Co., 2722 West Division St. Chicago 22, Ill. 
Keystone Washer Paste Co, O63 Arch Arch St, Philadelphia 6. Pa. P Minnesota Appliance Parts Co., 191 West Seventh St., St. Paul 2, Minn. 
D, J. Phelan Sons, 52 West Broadway, New York 7, N. Y O'Dell Parts & Service Co., 327 North Main St., Wichita 2, Kansas. 
Radio Electric Service Co. of Penn., 701 Arch St., Philedetphia 6, Pa. R. and deg Ce., weary baggy Et om Nee & Witeesoein 
Refrigeration Supply Co., 267-275 Boas St., Harrisb Refrigera Equipment alnut Kansas City 6, . 
Trible’s, 611 Ninth Street, Northwest, ‘Washington re ty . ¢. Ruegg Refrigeration Supply, 2611 Farnam St., Omaha 2, Nebraska 
Washer's Sales & Service Co., 10-12 Federal St., North Side, Pittsburgh 12, Pa. C. E. Sundberg Co., 615 West Seventy-ninth St., Chicago 20, Ill. 
Wynar Parts & Service Co., 155-159 State St., Rochester 4, N. Y. Wash Machine Parts and Sales Co., 4119 Gravois Ave., St. Louis 16, Me. 
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Electric Institute 
Of Boston Formed 


J. G. Waddell Named 
Managing Director 


John G. Waddell has been ap- 
pointed managing director of the 
Electric Institute of Boston, Inc. Head- 
quarters are at Room 1054, Little 
Building, 80 Boylston Street, Boston, 
The Institute represents all branches 
of the electrical industry in Boston 
and vicinity, is primarily interested in 
the economic betterment of all in the 
electrical trade and in the proper 
presentation to the public of the many 
benefits to be derived from the judi- 
cious use of electricity in business 
and in the home. 


Waddell’s Experience 


Mr. Waddell has been president of 
the General Equipment Company, 
Boston, which has been distributors 
of Norge home appliances through 
New England for over 12 years. He 
brings to the Institute a wide ex- 
perience in all phases of the electrical 





J. 6. WADDELL 


industry, including the merchandising 
of industrial and home electrical equip- 
ment and experience on various types 
of electrical construction. He received 
his early education in the industry 
through General Electric training 
courses, including the sales course cov- 
ering plants and products at Lynn, 
Pittsfield, Schenectady, and Harrison, 
N. J. On completing these, he joined 
the Robertson Cataract Electric Co, 
Buffalo, New York, as an electrical 
jobber’s salesman, and later, for a 
training period, worked with tools in 
the field for the same company on 
electrical construction jobs. During 
World War I, he was in charge of 
electrical work done by the company 
in several large steel, shell, and other 
typical war plants. 


R With Wetmore-Savage 


Mr. Waddell was for several years 
vice-president of the Whitall Electric 
FREEZ-ALL literature fer pres- Co., Springfield, Mass., which en- 
pective owners includes this new The i / gaged in all types. of construction 
n>. 2 ee original drawer lyme jreezer work from home wiring to the electri- 
Form Ne. FLF. . ; Mtg y FREEZ-A , fication of large industrials in the 
PORTABLE ELEVATOR MFG CO Springfield area. This company also 
operated a retail store selling fixtures 
and appliances. For a number of years, 
Mr. Waddell was head of the radio 
division of the Wetmore-Savage Com- 
pany, Boston, now a division of the 
Westinghouse Electric Supply Co. For 
the past two years he has been con- 
nected with the radio and radar divi- 
sion of the War Production Board 
covering the Boston and southern New 
England area. 


BLOOMINGTON N 
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Sure! It’s going to be a swell ride for anybody . . . with 
almost any kind of radio to sell . . . during the merry- 
go-round months right after the war. 


But many will find it all too short a ride, for remember 
this: Postwar periods always raise many contenders for 
leadership . . . but only a few go up to the top. 


That’s why wise heads in the trade are doing their 


Oly 





m 
| 


* 
pic 


The only Radio y with Tru-Base 
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heavy thinking now. Lining up all the facts. Compar- 
ing the brands. Making sure the lines they pick are 
equipped to take the hurdles normal competitive selling 
will strew along the course. 


See for yourself whether anywhere you’ve found the 
facts so clearly, completely covered as they are in the 
new Olympic Radio brochure, ‘““A Man Has To Think 
Twice.” Backed by more than 10 years’ leadership in 
the export radio field, Olympic now makes an announce- 
ment of unusual significance to you. 


Send the coupon below... you’ll receive your brochure 
promptly. 





ic Radio & Television Division 
Teeiitoe Radio Corp- 
Sixth Avenue, 9s 
ue York 11, N. Y., Dept 


pic Radio brochure, 


Please send me the Olym 


Store Name—— 


: 4 Address—— ee an al 
ote State 


i 

1 

\ 

\ 

Pings acs 
| ie 


City. —_ 


‘A Man Has To Think ‘Twice. 


ee 
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“TM a busy chap,” says the Classified section of 
I the Telephone Directory. “People all over 
town keep turning my pages, to find where to buy 
things or where to get service and repairs.” 


Take these typical cases from a survey on the 
value that people are getting from this Directory: 


“In the Classified I found an authorized repair 
man for my make of refrigerator.” 


“The motor of my sewing machine stopped. 
Through the Classified I found a man who in- 
stalled a new one.” 


“When my washing machine broke down, I con- 
sulted the Classified and found a reliable firm that 


Ad $9 
made repairs. 


The habit of looking in the Classified 
is a convenience to the buyer... a 
source of business to the seller. 














Viewtone Introduces 
Low-Cost Television 


First to announce a television re. 
ceiver out of the luxury class, the 
Viewtone Co. of 203 East 18th Street, 
New York City, recently demon. 
strated its new set, which they claim 
is designed for low-cost mass produc. 
tion. 

Described by their sales representa. 
tive, Charles Robbins, as the firs: tele- 
vision set in the low price market 
incorporating all the advances of ney 
engineering principles in the elect 
field, it will retail for about $100 


onic 


TABLE MODEL TELEVISION — Viewtone, 
Inc., a newcomer to the television field, 
recently unveiled this table model teleset, 
to retail for about $100, to a New York 
audience. 


The set is a small table model in a 
simple walput cabinet which will blend 
unobtrusively with other home fur- 
nishings. It uses a seven-inch viewing 
tube which affords sharp, clear-cut 
images and surprisingly comfortable 
viewing with a minimum of eye strain 

Viewtone Co., a newcomer in radi 
production but active in television and 
radio research since 1931, according 
to Mr. Robbins, plans to market this 
new type receiver as soon as the gov- 
ernment gives the go-ahead signal t 
the radio industry. They will also man- 
ufacture a television and FM and AM 
radio combination with a serving bar; 
record players; and a line of AM 
and FM small table model radios 
backed up by a concentrated advertis- 
ing campaign for consumers and the 
trade. 


Bendix Establishes New 


International Division 


The formation of a new division, 
Bendix International, to handle the 
comprehensive foreign trade program 
of Bendix Aviation Corporation, was 
disclosed here today by Ernest R 
Breech, president. 

Bendix International, he stated, will 
be under the direction of Charles T 
Zaoral, general manager, who joined 
the corporation in January as coord- 
nator of foreign affairs, after many 
years of experience in the foreign 
field for General Motors Corporation 
and Dodge Brothers, Inc. 

The new division will handle 
throughout the world, with the excep 
tion of the United States and Canada, 
the products of the seventeen divisions 
of the corporation. It has established 
headquarters at the corporation’s New 
York office, 30 Rockefeller Plaza 
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FUEL SAVIN 


Water Heoter No. 3041; fully 

insulated with rock wool; fast 

recovery rote; operates on low 

pilot approximately 90% of 

time, for average family use. 

~ 4 efficiency, low stand-by 
ss. 


“Stand by” fuel 


it’s a red-hot sensation in the oil 
heating industry ... Allen's new 
“LoPilot’” Oil Burner! 


Nothing like its economy has ever been known 
before. This revolutionary burner owes its 
amazing fuel saving to a specially designed pilot 
light (patent pending) which permits fast low- 
pilot-to-high-fire burner operation. Average family 
requirements of 50 gallons per day is provided on 
less than one gallon of fuel. 


consumption is drastically cut! Provides right 


amount of heat for maintaining water temperature without over- 

heating. The pilot light in the 10-inch Burner uses less than 1/33 
of a gallon of oil per hour, opercting on low pilot. Fully 
automatic. Rock-wool insulation. 


if ever a product was a “ndtural’’—THIS IS IT! The 


NEVER BEFORE 
KNOWN. . . 





public, fuel-saving-conscious as never before, is 


really 


Dealers will find it a big profit maker. 


“going” for this new Allen improvement. 








” 
At right: Combination range No. 4000, for 








coal-wood and gas; coal-wood and elec- 
tric; oil and gas. Automatic change from 
one fuel to other; eliminates hond opera- 
tions; one oven serves for different fuels. 


ALLEN DISTRIBUTORS MASDA CORPORATION 


THE YANCEY CO., INC. 
Atlanta, Ga. 
J, R. HUNT & CO. 


Baltimore, Maryland R 
WESTERN MERCHANDISE DIST., Houston 2, T 


Inc. 
Buffalo, New York ppi 
UNITED DISTRIBUTING CO. — HARDWARE co. 


Cambridge, Ma 


$s. co., 
SOUTHERN RADIO CORP. Lake Charles, 


Chartotte, N. C. 
SMALL & SCHELOSKY 
STREAMLINE Evansville, ind. 
RANGE ETERNAL MORLEY-MURPHY CO. 
Green Bay, 
Milwaukee, Wisc. 
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Newark, N. J. 
GEO. H. LEHLEITNER & CO., INC. 
D & H DISTRIBUTING CO. New Orleans, La. 
Harrisburg, Pa. UNLTED DISTRIBUTORS, INC. 
OYAL DISTRIBUTING CO. New is, La. 
HARPER & McINTIRE CO. 


exas 
SOUTHERN WHOLESALERS, INC. mwa and Cedar Feet. lowa 
Jackson, Missis ARIZONA WHOLESALE SUPPLY 


Phoenix, Arizona 
La. APPLIANCE WHOLESALERS 

GOUGH INDUSTRIES, INC. OF OREGON 

co. Los Angeles, Calif. Portland, regen. 
STRATTON-WARREN HDWE, CO. NELSON & SMALL 
Memphis, Tenn. Portland, Me. 
MAJOR APPLIANCES, INC. WYATT-CORNICK, INC. 
Miami, Tampa, and Jacksonville, Fla. Richmond, Va. 


BER, 1945 


DALCO APPLIANCE 
ent 


San Francisco, Calif. 


Sacramento 
WYETH HARDWARE & MFG. CO. 


St. ren Mo. 

RYAN RADIO & ELECTRIC CO. 

St. Louis, Mo. 

MOTOR POWER EQUIPMENT CO. 

St. Paul, Minn. 

RADIO TELEVISION & 
APPLIANCE CO. 

Seattle, Washington 

RUDNING-ROBERTSON CO. 

Sioux Falls, S. Dakota 

MASCON DISTRIBUTORS, INC. 


id, Mass. 
Sowano JOY aeerany 
Syracuse, New 
H. A. MeRAE & CO., INC. 
Troy, New York 
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eliminates clogging, locking of stitching action 





Free -Westinghouse and New Home dealers will have real sales dynamite 
in their hands Tomorrow, just as in the past, with this exclusive, proven 
feature...the Floating Gib Hook... positive rotary stitching action! No 
tangling or clogging of thread ...no binding, jamming or locking in 
even the heaviest operation. Think what this means to users! Think 
what it means to you! When machines are again available, let this 
fully-patented famousfeature make sewing machine selling — and profits 
—far easier for you. For more details, write for free folder “Floating 


Gib Hook”, Free Sewing Machine Co., Rockford, Illinois. 


\ 
BUY WAR BONDS! Wax 


SEWING MACHINES 
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MAJESTIC DISTRIBUTOR PANEL—Distributors and factory executives who met at 


St. Charles, Ill, recently, i 


luded (st 


ding, left to right) Parker H. Ericksen, 





director of sales, Majestic Radio & Television Corp.; R. E. McGreevy, Chicago- 
Majestic, Inc., Chicago; Edgar L. Fink, La Salle Electric & Mill Supply Co., Detroit; 
Otto N. Rothlin and D. F. McCormack, McCormack & Co., San Francisco; L. M. 
Evans, Elliott & Evans, Inc., Cleveland; J. J. Pocock, J. J. Pocock, Inc., Philadelphia; 
J. W. Scott, Major Appliance Corp., Watertown, Mass. Seated are (left to right) M. 
Mitchell Gruhn, Colen-Gruhn Co., Inc., New York; J. M. Thompson, Maco Appliance 
Distributors, Kansas City, Mo.; E. A. Tracey, president, Majestic Radio & Television 
Corp., and C. L. Carper, Sidles Co., Omaha. 





DISTRIBUTORS APPOINTED 





Admiral Corp. 


Announcement has been made by 
Wallace C. Johnson, manager of field 
activities, Admiral Corp., of the ap- 
pointment of a distributor of Admiral 
radios, refrigerators, home freezers 
and electric ranges for the Rhode Is- 
land territory, as follows: 


R. U. Lynch, Inc., Providence, R. 1. 


Appliance Mfg. Co. 


The following new distributors of 
Duchess Washers are announced by 
F. W. McGrath, sales manager for 
Appliance Manufacturing Co.: 


McDonald Electric Co., Miami, Fla. 
Electric Supply Co., Tampa, Fla. 
Robertson Supply Co., Orlando, Fla. 
Moore & McCord, Ltd., Atlanta, Ga. 
Camden Shipbuilding and Marine Rail- 
way Co., Camden, Me. 
First Colony Distributors, Raleigh, N. C. 
Home Appliance Co., Charleston, S. C. 
Bandoli-McIntyre Co., Los Angeles, Calif. 


Bendix Radio Div. 
Bendix Aviation Corp. 


Leonard C. Truesdell, general sales 
manager for radio and television, Ben- 
dix Radio Div., Bendix Aviation Corp., 
has announced the following new dis- 
tributors for the forthcoming line of 
Bendix AM and FM radios and radio- 
phonograph combinations: 


American Sales and Distributors, Inc., 
Columbus, Ohio. 

Peninsular Distributing Co., Detroit, Mich. 

Van Deren Hardware Co., Lexington, Ky. 

A. B. Gray Co., Fort Wayne, Ind. 


Bendix Home Appliances, Inc. 


Bendix Home Appliances, Inc., has 
granted an exclusive franchise for the 
new Bendix home ironer to the fol- 
lowing: 


Roycraft lowa Co., Des Moines, la. 


SEPTEMBER, 


Ben-Hur Mfg. Co. 


Announcement has been made by 
the Ben-Hur Mfg. Co., of the appoint- 
ment of a distributor for Ben-Hur 
home and farm freezers: 


Toledo Merchandise Co., Toledo, Ohio. 


Crosley Corp. 


Announcement has just been made by 
J. W. DeLind, Jr., director of exports, 
the Crosley Corp., of the appointment 
of the following as distributors of 
Crosley electrical household appli- 
ances : 


Cia Mexicana Electro-Mercantil S. A., 
Mexico. 

Independent Electric Co., Havana, Cuba, 

E. A. Issa & Bros., Kingston, Jamaica, 
British West Indies. 


Deepfreeze Div. 
Motor Products Corp. 


Announcement of the appointment of 
distributors for Deepfreeze home 
freezers has just been made by the 
Deepfreeze Division of the Motor 
Products Corp., North Chicago, III, 
as follows: 


Allied Appliance Distributors, Knoxville, 
Tenn. 

Allied Appliance Co., Memphis 3, Tenn. 

Bomar Mfg. Co., Evansville, Ind., Chat- 
tanooga and Nashville, Tenn. 

C & D Distributors Co., Charleston, 
S. Car. 

Brown Camp Hardware Co., Des Moines 
6, lowa. 

Charleston Electric Supply, Charleston, 
West Va. 

Columbian Electrical Co., Kansas City, 
Mo. 


Deepfreeze Detroit, Inc., Detroit, Mich. 

Deepfreeze Distributors, Lansing, Mich. 

Deepfreeze Distributing Corp., Cincin- 
nati, O. 

Deepfreeze of Cleveland, Cleveland, O. 

Deepfreeze Distributors, Inc., Chicago, !!!. 

Deepfreeze Distributing Co., San Antonio, 
Tex. 
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met at 
‘icksen, 
licago- 
letroit; 
L. M. 
elphia; 
ht) M 
pliance 
evision 
bea 
— : THERE’LL BE A BIG DEMAND for these well- 
Lantt styled and well-built Arvin Portable Electric Heat- 
ers—that’s a known fact! Deliveries may start any 
day. Get set now with your Arvin distributor for 
de by : 
ypoint- these fast-selling products of experience. 
n-Hur 
f 
“~~ | Three models of this popu- 
men ts lar type of heater will be 
tment available to chase the chills 
rs of we from bathrooms and bed- 
appli- iE rooms—heaters that sell like 
‘thot cakes’’ for homes, 
* offices, stores, trailers, camp 
cottages, dens, nurseries 
Cuba, and for many other uses. 
maica, bia 
ent of 
home 
a A heater that serves as a 
Motor portable electric fireplace 
», Ill, for any room in the home— 
for offices and many other 
onville, places. Your sales opportu- 
nity is big. 
. Tenn. 
Chat- 
leston, ARVIN is the name on products of experience coming from 
Moines NOBLITT-SPARKS INDUSTRIES, INC. 
Columbus, Indiana 
a Other ARVIN Products will include ... Radios, a Top Flight Line of Large 
. Cit and Small Sets . . . Metal-Chrome Dinette Sets . . . Metal Outdoor Furniture 
a? ..» Roll-a-Round Laundry Tubs... Electric Irons and Other Appliances 
Lich ...All-Metal troning Boards and Other Equipment for Homes and Cars. 
ich. 
hich. 
Sincin- 
nd, O. 
igo, | I. 
ntonio, 
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- from the fighting fronts ond a definite part in 
“cleaning up” a vicious enemy ... . beck to the 
homefront for another mighty “clean-up” jeb, 


CADILLAC 


VACUUM 


_ CLEANERS 


.-. have been honorably 
discharged from the 
armed services and are 
bock in smartly-styled 
‘‘civvies”’...an ex- 
quisite eye-appealing 
HAMMERLOID finish 
that adds to pride of 
ownership. 


Of course... 


due tasxisting. shortages in 


MOST IN PERFORMANCE 
a MUST WITH 


CADILLAC 


NGER 
CLEANS BETTER, LO 


frat 








DISTRIBUTORS APPOINTED 





Deepfreeze (continued) 


Deepfreeze of Virginia, Inc., Lynchburg, 
Va. 

Deepfreeze cf Washington, D. C., Wash- 
ington, D. C. 

Frank Edwards Co., San Francisco, Calif. 

Frank Nestor Co., Jacksonville, Fla. 

First Colony Distributors, Raleigh, N. Car. 

Freezers, Inc., Minneapolis, Minn. 

Edwards-Harris Co., Atlanta, Ga. 

General Sales Products Co., Phoenix, Ariz. 

Gerlinger Equip. Co., Toledo, O. 

Halos-Mullaly Co., Oklahoma City, Okla. 


Duo-Therm Div. 
Motor Wheel Corp. 


Announcement has just been made by 
the Duo-Therm Division of the Motor 
Wheel Corp., of the following com- 
pany as distributors for the Duo- 
Therm fuel oil heaters and automatic 
water heaters. 


A. K. Sutton, Inc., Charlette, N. C. 


Farnsworth Television & 
Radio Corp. 


Announcement has just been made 
by the Farnsworth Television & Radio 
Corp., of Fort Wayne, Ind., of the 
following distributor of Farnsworth 
radio and radio-phonograph combina- 
tions : 


Twin States Distributing Co., Charlotte, 
N. C. 


Franklin-McAllister Corp. 


The following companies have just 
been appointed as distributors of the 
McAllister Bagless Vacuum Cleaner 
by the Franklin-McAllister Corp. of 
Chicago, Ill. 


Standard Distributing Co., San Antonio, 
Tex. 

RCA Victor Distributing Corp., Chicago, 
il. 


Hoffman Radio Corp. 


The Hoffman Radio Corp. of Los 
Angeles, Cal., has announced the ap- 
pointment of the following company 
as a distributor of Hoffman products: 


E. M. Kemp Co., Sacramento, Cal. 


Howard Radio Co. 


In line with its policy of merchan- 
dising to independent dealers through 
independent wholesalers, the Howard 
Radio Co., Chicago, Ill., announce the 
following distributor appointments: 


Central Electrical Sales Corp., Milwau- 
kee, Wis. 

Gate City Furniture Distributors, Atlanta, 
Ga. 

General Utilities Distributors, Chicago, 
il. 

Gulf Appliance Distributors, Inc., Tampa, 
Fla. 

Lafayette Electric Corp., New York, N. Y. 

Southern Electric Co., Staunton, Va. 

Southern Radio Supply, New Orleans, La. 

Wholesale Appliance Co., Little Rock, 
Ark. 

Wolf & Klar Distributing Co., Forth 
Worth, Tex. 


Hurley Machine Div. 
Electric Household Utilities Corp. 


C. T. Marledge, manager of the 
Auto and Home Supplies Dept., Hur- 
ley Machine Division of the Electric 
Household Utilities Corp., has an- 
nounced that the following company 
will continue as a distributor of Thor 
products: 


B. F. Goodrich Co., Akron, Ohio. 


Knapp-Monarch Co. 


Announcement has been made of the 
appointment of the following as dis- 
tributor of the complete line of Knapp- 
Monarch table appliances, by the 
Knapp-Monarch Co., St. Louis, Mo.: 


Krich-Radisco, Inc., Newark, N. J. 
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FIRST FRIGIDAIRE—Men from Frigidaire Division, General Motors Corp., Dayton, 
admiring the first household refrigerator manufactured by Frigidaire since April 30, 
1942. At left of refrigerator, from left to right are, E. R. Godfrey, general manager; 
C. W. McMullen, manager Standards Division and R. V. Polen, ass't works manager. 
At right of refrigerator, left to right, first row are S. M. Schweller, chief engineer: 
H. M. Kelley, appliance sales manager and P. M. Bratten, general sales manager. 
Second row are J. W. Krueger, gen'l superintendent of Plant No. 2 and H. F. Lehman 
ass't general sales manager. 


CLEMENTS MFG. CO. 


6666 S. NARRAGANSETT AVE. CHICAGO 38, ILL. 
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The lady has a point. Housewives hold the family purse 














rough 

a strings, and when they buy, “beauty” as well as usefulness i 

nts : influences their decision. With this in mind, the Johnson 

eae laboratories have created WAX-O-NAMEL—a patented 

Hlanta, finish that successfully combines high-quality enamel with | | | 
cago, wax to give unprecedented beauty. 

fampa, ‘ Th y7 j ° 

“a ere’s sales magic for 

a your products in the extra beauty 


= of ao WAX-0-NAMEL finish: 


Forth 
Only finish of its kind, WAX-O-NAMEL adds a lustrous 
beauty that can be the deciding factor in a sale. WAX-O- 
Corp. NAMEL gives extra protection, too . .. against “shopwear” 


"Hun and handling. Merchandise finished with WAX-O-NAMEL 


a keeps that “showroom” look longer. In your customer's 
mpany home, too, it will resist dirt, clean easier. 

“t This fall, WAX-O-NAMEL will be merchandised to con- 
sumers in Johnson’s Wax national advertising. Advertise- 
ments will carry a special message telling readers to “Watch 

tite for WAX-O-NAMEL!”, the patented, wax-impregnated 

ae enamel that will soon be available on the home equipment 
ne | fhe 


WAX-O-NAMEL labels and tags will help sell 


Teamed with an accepted brand name, WAX-O-NAMEL 
labels and tags can add sales impetus— make the product 
more appealing to your customers, because they have con- 
fidence in the Johnson name. A successful prewar finish, 
WAX-O-NAMEL is easily applied to any surface 
suitable for ordinary enamel. Though not available 
at present, now is the time to get the complete 
WAX-O-NAMEL story. Fill out and mail the coupon today! 






S.C. JOHNSON & SON, Inc., Dept. EM-95 
Product Finishes Department, Racine, Wis. 

Gentlemen: If WAX-O-NAMEL can help me, U'm interested. Please send “What's 
Ahead in Product Finishes’ brochure. 





Name 


Dayton 
pril 30 


Address 


anager; 

anager. Company Name 
gineer: 

anager. Product 

ehman 
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Norge Div. 
Borg-Warner Corp. 


To provide better service for Norge 
dealers throughout the country, espe- 
cially in areas which have seen sharp 
population increases since the outbreak 
of the war, M. G. O’Harra, vice- 
president and general sales manager of 
the Norge division of Borg-Warner 
Corp., Detroit, Mich., announces the 
appointment of 17 new distributors 
since Pearl Harbor, as follows: 


Gas Engine & Electric Co., Charleston, 
S.C. 
Valley Appliances, Inc., Knoxville, Tenn. 
Frank Lyon Co., Little Rock, Ark. 
William Van Domelen Co., Menominee, 
Mich. 
Home Furniture Co., Silver City, N. Mex. 
Neyhartis, Inc., Williamsport, Pa. 
Lincoln Sales Corp., Baltimore, Md. 
Cayot & Wellman, Cheyenne, Wyo. 
Appliance Distributing Co., Columbus, O. 
Diener Appliances, Dubuque, la. 
A. B. Gray Co., Fort Wayne, Ind. 
Goyer Supply Co., Greenville, Miss. 
Krich-Radisco, Inc., Newark, N. J. 
Standard Equip. Co., Phoenix, Ariz. 
Nevada Distributors, Inc., Reno, Nev. 
John J. Moore Co., Providence, R. |. 
Mayflower Sales Co., Wichita, Kan. 


Stewart-Warner Corp. 


The radio division of Stewart-War- 
ner Corp., Chicago, Ill., have an- 
nounced the appointment of the follow- 
ing companies as distributors for 
Stewart-Warner home radios: 


Southern Minnesota Supply Co., Man- 
kato, Minn. 

Williams Wholesale Distributors, Newark, 
N. J. 

Minnesota Electric Supply Co., Willmar, 
Minn. 

Cowan-Boze Co., Inc., Atlanta, Ga. 


@ “The heating element is made of Nichrome.’ 


Seth Thomas Clocks Div. 
General Time Instruments Corp. 


Announcement has been made by 
the Seth Thomas Clocks Division of 
the General Time Instruments Corp., 
of Thomaston, Conn., of the appoint- 
ment of the following company as dis- 
tributor for Seth Thomas electric 
clocks : 


Krich-Radisco, Inc., Newark, N. J. 


Stromberg-Carlson Co. 


The Stromberg-Carlson Co., of 
Rochester, New York, has announced 
the appointment of the following com- 
panies as exclusive area distributors 
for their radio, FM and television re- 
ceivers : 


Central Supply Co., Brownwood, Texas. 
Farrar-Brown Co., Portland, Me. 


if “ ° 3 
< tt very i] f od ) # e ae % 9 t e . . 
om er ma Drive -Hai V7S m6 Zenith Radio Corp. 
CLectawm 
= : Announcement has been made by 
aPPaRct 2 
. Cc O M [ { NX ) the Zenith Radio Corp., of Chicago, 
lll., of the appointment of the follow- 
HARRISON, NEW JERSEY ing as a distributor of their complete 
line of radionic radios, radio-phono- 
graphs, portable radios and radionic 
hearing aids: 


Radio Supply Co., Norfolk, Va. 


Branches: Chicago 
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A new, unusual 
program of advertising 
and promotional assistance 
will help Stewart-Warner dealers 
follow through to 
greater sales 


and profits! 
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WARPLANES take off at ground temperatures as 
high as 120°. In minutes they zoom to 30,000 feet 
and temperatures of 40° below zero. During that 
swift climb the oil in the engine must be kept at 
just the right temperature. Otherwise the engine 
may burn out in a few hours... fail when needed 
most. 

How could oil temperature be accurately and au- 
tomatically controlled despite outside temperature 
fluctuations of 160° and more, and tremendous air 
pressure caused by terrific speeds? Robertshaw 
found the answer. We designed, engineered and now 
manufacture a special control called an Actuator. 
This precision instrument is made up of nearly 500 
parts, many machined to tolerances of one ten 
thousandths of an inch. All are designed for mass 
production and assembly and complete interchange- 
ability in the field. 

Mass production of precision materials for war, 
new skills in research and manufacturing tech- 
niques, together with greatly enlarged facilities, 
will mean better Robertshaw thermostats for 
civilian needs. On peacetime ranges Robertshaw 
thermostats will more than ever be the mark of 
extra quality and dependable service. 
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When 30,000 Feet UP 








DEDICATING NEW QUARTERS—American Washer & lroner Manufacturers’ exe- 
cutive committee met recently for the first time in the organization's new offices at ||| 


West Washington St., Chicago. Center, front row is president L. C. Upton, 1900 
Corp; flanking him, left to right, are C. G. Frantz, Apex; A. H. Noelke, Association's 
executive secretary; Bernard J. Hank, Conlon Corp.; John M. Wicht, General Elec- 
tric. Rear Row, left to right, Oscar A. Lenna, Blackstone; William Shaw, Associa- 
tion's public relations and publicity; |. N. Merritt, Conlon Corp.; Walter K. Voss, Voss 
Bros.; W. Neal Gallagher, Automatic Washer; Delbert A. Rizor, Dexter Co.; A. E. 
Askerberg, Horton; Richard J. Simmons, Birtman; Judson S. Sayre, Bendix; William 
S. Hammersley, 1900 Corp.; Carl Huff, Bliss & Laughlin 





DISTRIBUTOR NEWS 





CALIFORNIA 


Charles R. Rogers, owner of the 
Modern Appliance Co. of San Mateo, 
Redwood City and Burlingame, an- 
nounces that his company has taken on 
the Truscott line of power and sail 
boats, 

Bert Caygill of 409 E. Second St., 
Los Angeles, has been appointed fac- 
tory representative of Lear radios in 
southern Californfa, southern Nevada, 
Arizona and Hawaii. 

The Nelson R. Thomas Agency, 
Inc., Pacific Coast distributors, re- 
cently opened a San Francisco office in 
the Western Merchandise Mart, with 
R. W. Tull as manager. They repre- 
sent Sonora radio, Verd-a-Ray Corp. 
and Penetray Corp. 

Charles A. Meier of the M. & M. 
Sales Co., recently announced — his 
association with A. B. Murphy, for- 
mer district sales development mana- 
ger of Westinghouse, under the new 
name of Meier-Murphy Co., with head- 
quarters at the Western Merchan- 
dise Mart. They represent Associ- 
ated Products Corp., and E. J. Mc- 
Aleer Co. 

Coast Radio Supply Co, recently 
opened their new building at 50 Otis 
St., San Francisco. They distribute 
Emerson radio and Speed Queen wash- 
ers and are interested in refrigerator, 
home freezer and cleaner lines, accord- 
ing to H. E. Lapkin. 

Nat Halpern, wholesale jewelers, 315 
W. Fifth St., Los Angeles, have en- 
tered the appliance field. New lines 
include Sentinel radio, Silex, Mira- 
cle, Arvin, Casco, Samson, Broilking, 
Hammond and Sperti, according to 
Harold H. Held, manager of the new 
appliance division. 

Edward J. Rising, formerly with 
Philco and RCA, has been appointed 
manager of the radio and appliance 
alivision of California Electric Supply 
Co., of San Francisco, Crosley dis- 
tributors. 

A new company specializing in 
wholesale appliance distribution— 
Turnquist Bros. Co.—has opened for 


. business in Los Angeles. E. N. 


Turnquist, president, was formerly 
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Western district manager for Royal 
vacuum cleaners. Barney, Paul and 
Grant Turnquist are the other brothers 
and seven of their sons setve in the 
new business. They have the Royal 
cleaner and Voss washer lines. 


CONNECTICUT 


The Rackcliffe Oil Co., New Brit- 
ain, Conn., has formed the Rack- 
cliffe Distributing Co., with Everett 
Smith as vice-president. They will 
distribute home appliances in Con- 
necticut, western Massachusetts and 
southern Vermont. 


FLORIDA 


H. E. Eyneart, who resigned recently 
as area priorities analyst of WPB, 
has been named vice-president and 
treasurer of the Florida Radio & Ap- 
pliance Corp., Miami distributors. The 
company recently opened a new ware- 
house at Jacksonville, according to 
George B. Gray, vice-president, and 
have another division at Tampa. 


GEORGIA 


Maga Distributors, Ltd., Macon, re- 
cently took over from the MacMillan 
Electric Mold & Rubber Co., also of 
Macon, distribution of all the firm’s 
electrical appliances for the southeast- 
ern states, according to Ray T. Ring- 
ler, sales manager. 


IOWA 


Adolph A. Schneiderhahn, 56, presi- 
dent of the A. A. Schneiderhahn Co. 
and Schneiderhahn, Inc., died recently 
at his home in Des Moines, after an 
illness of several months. According 
to an announcement by J. L. Meyer, 
vice-president of the company, Eugene 
C. Gummersbach, a brother of Mrs. 
Schneiderhahn and vice-president © 
the G. Herder Book Co. of St. Louis, 
was elected to fill the vacancy caused 
by Mr. Schneiderhahn’s  untime!; 
death. R. E. McCarthy was appointed 
general manager of the firm. Other 
executives of the company include H. 
L. Jacoba, G. J. Timmermann and 
Joseph Brody. 
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Here is a preview of one of the new Motorola 
radios. Look at the handsome styling, the 
perfectly-balanced design. Here is a radio for 
any home to be proud of—a radio that will 
sell on sight as well as sound. And it’s just one 
example of the complete line of Motorola 
radios in sleek modern and authentic period 
styles that will provide you with a Motorola 
to suit the taste of every customer! 


Your customer will appreciate the added con- 


Designed for better 


Prod 
i 


“a ? aie ie es 





living and listening 


venience of Motorola’s new exclusive ROLL- 
O-MATIC* record changer and TOP-VUE* 
full vision control panel. The radio itself is an 
electronic marvel from the laboratories of 
Motorola engineers who developed the battle- 
famous “Handie Talkie” and “Walkie Talkie.” 
Your customers will be quick to see that for 
better living and better listening .. . There is 
none finer than Motorola! 


* Two more exclusive Motorola Firsts. 


GALVIN MFG. CORPORATION e¢ CHICAGO 51, FLLINOIS 
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F-M & A-M HOME RADIO « AUTO RADIO « PHONOGRAPHS «+ TELEVISION © AIRCRAFT RADIO + POLICE RADIO + RADAR « MILITARY RADIO 
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There Is Only — 
ONE PERMAGLAS 


Mj Subterranean tests were a vital part of the 23,000 
5 test-years devoted to perfecting the SMITHway 
Permaglas formula. Thousands of specimens of 
glass fused to steel were buried in soils from 
every state in the U.S.A. (and every province 
of Canada) to find the one formula cer- 
tain to resist rust and corrosion under 
any and all adverse conditions. 






7, 


There is no substitute for the unlimited 
patience, and years of multitudinous 
scientific tests and research, devoted to 
the perfecting of Permaglas, the spark- 
ling blue, mirror-smooth, always sanitary 
glass fused to steel that makes SMITH- 
way Automatic Electric Storage Water 
Heaters the easiest to sell. 
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Write for “The Inside Story of Perma- | 
gias” and let it help you sell... 
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A. O. Smith Corporation, Dept., E545H, Milwaukee 1, Wis. 
Please send “The Inside Story of Permaglas.” 
PEGs cnn cccccdeedagedens HARES CRS es Wandees Geensdstvesnanees 


Company Name 


Address 
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DISTRIBUTOR NEWS 





LOUISIANA 


J. O. Crary, division manager of 
Higgins Industries, in charge of the 
new appliance operation of the New 
Orleans concern, announced that the 
following franchises had been signed: 
Motorola, Arvin, Sun Flame, Black- 
stone, Silex, Manning Bowman, Elec- 
tromaster, Eureka, Everhot, Stream- 
Dor, Rex & Atlas, Raytheon, T-K 
range units, Rittenhouse chimes, Her- 
man Nelson, Westinghouse sterilamps, 
Carrier and Utility Appliance Corp. 


MASSACHUSETTS 
Guy G. Smith, long connected with 


appliance and radio merchandising for 
New England power companies, has 
been appointed promotional director of 
the Youngtown Equipment Co., Boston, 
Mass., according to Samuel Dane, vice- 
president. The company is a new- 
comer to the New England distributing 
scene and has franchises for Youngs- 
town kitchens, Bendix radio, Launder- 





GUY G. SMITH 


all automatic washers, York-Heat oil 
burners, Marion ranges, Ben-Hur 
home freezers, Sunbeam small appli- 
ances and others. The firm occupies 
a 7-story building at 111 Berkeley 
St., Boston. 


MICHIGAN 


The Peninsular Distributing Co., 
with J. H. Ryall as president, has 
been organized in Detroit to conduct 
a wholesale radio and appliance busi- 
ness. The firm will distribute Bendix 
radio and other lines. 


MISSOURI 


Monitor Distributors, Inc., 2019 
Grand Ave., Kansas City, have been 
issued a certificate of incorporation to 
act as distributor of radio and elec- 
trical appliances. Directors include 
Edwin M. LeBow, Ken Jeffers, Bert 
B. Boyd. 

Appliance Distributor Co., St. Louis, 
have moved to larger quarters, accord- 
ing to Edwin Pallo, president. They 
distribute Blackstone washers, Mc- 
Allister cleaners, Sonora radios and 
Merit-Made small appliances. 


NEBRASKA 


The Barron Co., 318 So. 12th St, 
Omaha, has been formed to distribute 
automotive, farm and home supplies 
and electrical appliances. Officers are 
Julius Barron, president; A. H. Mark- 
owitz, vice-president and Sam Barron, 
secretary. 
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SIGNS LEAR FRANCHISE—Leslie Sty. 
ser, president of Stusser Electric Co, 
Seattle, Washington, signing distributor 
contract for Lear home radios for the 
State of Washington, as Nate Hast, mer. 
chandise manager of the Lear Hom 
Radio Division, looks on. 





Enterprise Electric Co., Omabhs 
have moved into new quarters—a moé- 
ern new building with four times their 
previous space. Thomas Egan and 
John Goodwin, co-owners, wholesal 
appliance and fixtures. 

A new wholesale firm, the Denni 
Refrigeration Supply Co., has bee 
started in Omaha with C. A. Martinson 
as manager. 


NEW YORK 


Bickford’s Buffalo and Rochest 
territories distributor for RCA-Victor 
and leading appliance lines, has nam 
Irving A. Nadrietch to head the rangd 
division of the Rochester office. Clar 
ence P. LeFrois has been named sale 
supervisor of the radio division of th 
same office. 

John W. Walter, formerly Eastem 
sales manager of the Apex Electric 
Mfg. Co., announces the formation 0 
his own distributing organization, thé 
John W. Walter Co., 37-08 Norther 
Bivd., Long Island City, N. Y. 
company has been named distribute 
for Automatic washers, Stewart 
Warner radio, Peerless space heate! 
and the Empire line of ironers, s 
appliances and cleaners. He will co 
tinue his home laundry equipmetl 
servicing operation. 


NORTH CAROLINA 


L. W. Driscoll, president of L. W 
Driscoll, Inc., Charlotte, former «is 
tributor of General Electric product 
has been named a director and @ 
tributor of Monitor Equipment Co 
The Nash Steel Co., Raleigh, w 
named successor to the Driscol! orga! 
ization as G-E distributors in the t 
ritory. 


OHIO 


American Sales & Distributors, Is 
headed by A. Goldenberg, presidet 
announces that it will distribute # 
wholesale in approximately 40 count 
in central and southern Ohio. The 
will carry Bendix radio, Americ 
Central sinks, and kitchen cabinet 
Thor washers and Gladirons, W esti" 
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NEW “EVEREADY” “MINI-MAX” 


““B” Battery has started Engineers figuring 


ACTUAL Size 








This is “Eveready” “‘Mini- 

Max” “’B” Battery No. 412. 

lt furnishes 221 volts, weighs 

1% ounces. Dimensions are 2” by 

1-1/32" by 5¢@’’. Compare its size 
with that of a pocket watch. 















WE BELIEVE IT WILL START 
YOU FIGURING TOO! 








‘ 


Tus is the latest “Mini-Max” 22%2 volt “B” 
Battery made with National Carbon Company’s 
exclusive construction. It is a challenge to the 
best inventive brains in the radio and electron- 
ics fields. 

Why? Because this “Mini-Max” battery 
packs 22% volts into the smallest unit ever 
dreamed of—well under half the size of any- 
thing of comparable voltage! 

Imagine a battery as light and easy to carry 
as a pocket watch. Imagine what it means to 
portable radios and many electronic devices. It 
means sets that will be carried among the indi- 
vidual’s personal effects—sets small enough to 
go into vest pocket or handbag. It means a whole 
new world of merchandise—new customers— 
new opportunities. 

And to speed these important developments 
in your postwar business, National Carbon Com- 
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pany, Inc. invites the engineers and designers of 
America to consult its technical advisors...take 
advantage of its laboratory facilities and experi- 
ence. From such cooperation can come impor- 
tant new merchandise for the future of the 
industry. 





EVEREADY 


TRADE-MARKS 


MINI-MAX 


RADIO “B” BATTERIES 


NATIONAL CARBON COMPANY, INC. 
Unit of Union Carbide and Carbon Corporation 
UCC) 
General Offices: NEw York, N. Y. 


The words “Eveready” and “Mini-Max” are registered trade-marks 
of National Carbon Company, Inc. 
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fimerican Beauty 


A 


the Hand of Experience 


Women who have used American Beauty 
Electric Irons over a long period of years 
know their dependability. 


As improved conditions permit increased 
production for civilian use, American 
Beauty Electric Irons will again be made 


available for many who are now without. 


AMERICAN ELECTRICAL HEATER COMPANY 


DETROIT 2, MICHIGAN 
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CERTIFICATION PLANS UNDER WAY—Members of the Board 
Committee of the American Home Lighting Institute, discuss specifications to form 





of Governors 


basis for new Certification program on residential lighting fixtures. Aim is to pro- 
vide fixtures that will form definite contribution to home lighting progress. Left to 
right—J. Gross, Gross Chandelier Co., St. Louis; W. G. Sawyer, John C. Virden Co., 
Cleveland, A. H. L. |. president; O. E. Moe, Moe Brothers Mfg. Co., Fort Atkinson, 
Wis.; George E. Glatthar, Art Metal Co., Cleveland, new chairman of Certification 
Committee (succeeding J. H. Blitzer of Lightolier Co). 





DISTRIBUTOR NEWS 





house traffic appliances and fans, Kit- 
chen Aid mixers, Seth Thomas clocks, 
NuTone chimes, Sperti sun lamps, 
Silex and Vaculator coffee makers, 
Wagner carpet sweepers, Koroseal 
ironing board pads and Westinghouse 
mazda lamps. 

Besides the president the firm will 
be headed by E. C. Brauning, vice 
president and general manager; T. E. 
Goldenberg, vice president, E. P. Mer- 
cer, treasurer, and Glenn Jones, sec- 
retary. 

Charles C. Conrad, president of 
Cleveland Radiolectric, Inc., wholesale 
appliance distributors, announces the 
appointment of Myron O. Burneson as 
manager of the Victor record depart- 


ment and Dean W. Gunter’s promotion | 


to sales promotion and advertising 
manager. 

The firm of Luethi & Welch, Inc., 
takes a bow at 12 North St., Columbus, 
Ohio. Capitalized at $100,000, the firm 
will distribute appliances in the post- 
war era. C. H. Luethi is president and 
Harold T. Welch is vice president in 
charge of sales. 

The Nichols Electric Co. of Dayton, 
distributor of appliances, has been sold 
to the Westinghouse Electric Supply 
Co., it was announced recently by 
M. W. Nichols, president. Charles 
Bankert will be manager of the firm. 


PENNSYLVANIA 


Goldner Bros., distributor of Motor- 
ola radios, announces a change of name 
bto the Westinghouse Electric Supply 
change in location from 1223 No. 
Broad to 46-50 No. Sth St., Philadel- 
phia. 


RHODE ISLAND 


Louis Horvitz, president of Republic 
Distributing Co., Providence, an- 
nounces their move to new quarters 
at 159 Orange St. In addition to 
Bendix radio, the company distributes 
* Automatic washers, Everhot, Victor 
fans and other lines. 


SOUTH CAROLINA 


Election of B. W. Kirby as general 
manager of Monitor Home Equipment 
Co. of South Carolina, a division: of 


SEPTEMBER, 
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Electric Equipment Supply Co., Col- 
umbia, S. C., was announced recently. 
Mr. Kirby resigned recently from 
WPB. 


TENNESSEE 


Wilbur S. Ray has been appointed 
general sales manager of Shobe, Inc., 
distributors of Zenith radio and lines 
of appliances in Memphis. The com- 
pany is occupying a new building at 
1117 Union Ave. Cy Shobe, general 
manager of the firm; returned from 
Navy service recently. 


TEXAS 


Alfred W. Kilgore has been ap- 
pointed genera] manager of the South- 
ern Equipment Co., San Antonio dis- 
tributors of Zenith radio. 


UTAH 


Standard Supply Co., successors to 
Radio Studios, Inc., has moved to 
larger quarters at 531 So. State St., 
Salt Lake City. 


WEST VIRGINIA 


Van Zandt Supply Co., Huntington, 
held a dealer meeting on American 
Central kitchens recently with some 
50 dealers represented. R. K. Van 
Zandt, president, outlined the firm’s 
plans and H? E. Thornburg, sales man- 
ager, acted as master of ceremonies. 
From American Central came Willis 
Marshall district sales manager and 
Harry Armbright, eastern sales man- 
ager. 


WISCONSIN 


State Distributing Co. have pur- 
chased the buildings occupied by the 
Milwaukee Metal Spinning Co., ac- 
cording to Clarence Sievert, general 
sales manager. The firm distributes 
Gibson ranges, Modern Maid dish- 
washers, Pemco water heaters, Ste- 
wart-Warner and Clarion radios. 

Electro-Pliance Distributors, Inc., 
Milwaukee, Motorola distributors, 
have appointed John F. Mehr as sales 
manager of their Major Goods Divi- 
sion. He was vice-president of Roth 
Appliance Distributors, Milwaukee. 
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Faster, Bigger post-war radio profits WILL 


go to Sentinel dealers because Sentinel’s 
New Radios will be built to MOVE... Move 
men and women to look—then buy ... Move 
your profits UP! And Sentinel’s all-time rec- 
ord of less than 1% for servicing charges 


keeps your profits up! 
There will be a Sentinel to catch every 





fancy—fill every need! AC or DC—FM or 
AM—table or console—radio-phonograph 
or portable—battery or electric—their new 
materials, styles, and colors will attract— 
their Performance-Perfection will sell! Learn 
about Sentinel’s new angle for quicker, big- 
ger, more lasting dealer profits! Call your 


Sentinel distributor TODAY. 


FOR STUDIO TONE IN YOUR HOME 


Sentine 


2020 RIDGE AVENUE, EVANSTON, ILLINOIS 
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The mystery of Mayerling, the Statue of Liberty, 
the Eiffel Tower, Lord Byron collars and an egg- 
beater were headline news in the late ’80s. But 


it was the new egg-beater that put entire house-, 


holds in a froth. Progressive housewives dropped 
the wire spoon and bought the new gadget 
with aplomb. By 1921, these same enterprising 
housekeepers had exchanged the egg-beater for 


the new electric mixer. 


House & Garden readers like new ideas. They're 
the entering-wedge market... the people who 
are first to buy new products. Today, more 
than 54% of the House & Garden families own 
electric food mixers and 24% want to buy them 
after the war.” (Only 3% of the general public 
plan to buy them immediately.)** Sell the people 
who want to know...and want to buy... through 
House & Garden. 


*A new House & Gorden survey **G. E estimate) 


ouse & Garden 
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sells America’s entering-wedge market 





Westinghouse Acquires 
B. F. Sturtevant Co. 


Acquisition of the B. F. Sturtevant 
Co. of Boston, Mass., pioneer in the 
design and manufacture of air han. 
dling and processing equipment, hag 
been announced by A. W. Robertson, 
chairman of the Westinghouse Electric 
Corp. 

Sturtevant becomes a wholly-owned 
Westinghouse subsidiary, operating ag 
the B. F. Sturtevant Co., a Division 
of Westinghouse Electric. Manage. 
ment of Sturtevant was assumed by 
Westinghouse about Sept. 1. 

“The Sturtevant Co. is the largest 
and best-known company in the air 
handling business in the United States,” 
Ellis L. Spray, vice-president in charge 
of the Air Conditioning and Elevator 
Divisions of Westinghouse pointed 
out. 


Techniques United 


“The uniting of Sturtevant’s mechan. 
ical and air handling experience with 
the Westinghouse developments in air 
conditioning and our complete re 
sources in the electrical field,” Mr, 
Spray said, “will result in the most 
complete organization in the air con- 
ditioning and air handling industry.” 

The Sturtevant Company’s products 
cover a wide range in the fan and 
blower field, heating, cooling and air 
condjtioning apparatus, including ap- 
plication and design of complete air 
handling and processing systems for 
industry. 

“The beadquarters of the expanded 
Westinghouse Air Conditioning activi- 
ties will be located at Boston,” Mr, 
Spray said. “However, heavy-duty 
and industrial refrigeration manufac- 
ture will continue at Jersey City, N. J, 
along with production of the Precipi- 
tron, the Westinghouse-developed elec- 
tronic air cleaner.” 


Long Range Program 


“Acquisition of the Sturtevant Com? 
pany is the latest step in Westing: 
house’s preparations to meet post waf 
expansion in the air conditioning and 
related fields,” Mr. Spray pointed out. 
The first step in the program was 
made early in 1943, and resulted in 
centralizing of manufacturing in the 
Company’s Jersey City Plant. 

In addition to its main plant at 
Boston, the Sturtevant Co. has other 
factories at Camden, N. J., La Salle, 
Ill., Berkeley, Calif., and Galt, Ontario, 
Canada. Offices and representatives 
are located in 42 cities in the United 
States and Canada. 


Pratt Succeeds Baker 
As RTPB Chairman. 


Haraden Pratt, vice-president and 

chief engineer of the American Cable 
and Radio Corp., has been elected 
Chairman of the Radio Technical Plan- 
ning Board, the world’s leading engi- 
neering group concerned with the tech- 
nical future of the radio industry and 
related services. He succeeds Dr. 
G. R. Baker, vice-president, General 
Electric Co., who has been Chairmatl 
since the RTPB was organized if 
September, 1943. 

The Radio Technical Planning Board 
is a non-profit group, sponsored by the 
Institute of Radio Engineers, the Radio 
Manufacturers Association, the Amef- 
ican Institute of Electrical Engineers, 
arid a long list of organizations i# 
allied fields. 
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JOHN OSTER 


You can enjoy their satisfying perform- 
ance — the result of high grade, quality 


construction — in regular Oster Products 


of tomorrow. 


MFG. CO., Dept. E-N4B, RACINE, WISCONSIN 


Bendix Sees | ,090,000 
Radios Sold in N.Y.C. 


New York City retail dealers yiy 
sell approximately 1,090,000 radios ang 
radio-phonograph combinations to 3. 
tain a record volume of nearly $4. 
500,000 during the first year of yp. 
restricted civilian production after the 
war. 

That was the prediction made by 
Leonard C. Truesdell, general sale 
manager for the radio and television 
division of Bendix Aviation Corp., oy 
the basis of a nation-wide survey cop. 
ducted by his company’s marketing 
analysts. 

“Our’ study indicates that nation! 
retail radio sales will hit an all-time 
peak of approximately 15,000,000 sets 
representing an estimated total retail 
volume of $600,000,000 in the first ful! 
year after resumption of unlimited 
peacetime manufacture,” Truesdell 
said, pointing out that New York 
City’s annual pre-war sales amounted 
to approximately 6.8 per cent of na- 
tional volume in the industry. 

More than 1,910,205 of the city’s 
2,047,919 homes had radios, according 
to the 1940 census. On the basis of 
Department of Commerce figures, 
which fix the useful life of a pre-war 
set at seven years, more than half the 
larger console radios in New York 
and the nation have outlived their 
peak usefulness and efficiency, a fac- 
tor which will lead to thousands of 
postwar replacement sales, Truesdell 
declared. 


Census of Chattanooga 
Appliances 


Rural areas in the Tennessee Valley 
do not show the acceptance of appli- 
ances that occurs in town, a recent 
survey by the Electric Power Board 
shiowed. In Chattanooga, 24,234 resi- 
dential customers own 17,948 electric 
refrigerators. More than half of the 
41,752 customers replied to the ques- 
tionnaire. This 24,234 also reported 
owning 11,882 ranges; 5,899 water 
heaters; 10,526 washers; . 606 aie 
fans; 3,137 stokers. 
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FIRST WASHER—Mrs. Sterling McKee 
wife of an Army captain now in Germany, 
together with her 16-months old daugh 
ter, inspect the first Coronado washer fe 
come off the production line at Beam 
Mfg. Co.'s plant in Webster City, low 
Clair O. Ticknor, Gamble Store manag® 
in Webster City, looks on. 
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LIGHT IN WEIGHT (14 of the average vacuum cleaner). 


EASY TO OPERATE (maneuverable around and under 
furniture—rolls on self-adjusting wheels). 


CONCENTRATED SUCTION POWER (draws all the dirt 
up in a minute). 


PORTABLE AS A BROOM (a child can carry it upstairs). 
USES SMALL STORAGE SPACE (hangs on a hook). 


NO UNSANITARY BAG TO EMPTY (removable cup 
empties like an ash tray). 


2 SCN” tina 
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REGINA ELECTRIC 
FLOOR POLISHER 


SO LIGHT IN WEIGHT, it almost floats over floors. 
(2 brushes revolve in opposite directions.) 


SO PORTABLE, it is easily used on kitchen counter 
tops and other above-floor polishing. 


SO EFFICIENT, it polishes an 11-inch path right 
up to baseboards and into corners. 


SO CONSTRUCTED, it produces results compa- 
rable to heavy duty polishers. 


SO STURDY AND RUGGED, it assures long, 
trouble-free service (no belts, sealed gear 
drive reduces need for repair). 
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Blowers 





Space Heaters 





"Forced Air 
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Air Coolers 


PAGE 162 





Through 20 years of careful 
planning and production 
Uri.ity has established high 
standards of quality and de- 
pendability for its products. 
New methods of manufactur- 
ing and greater volume of 
production will give users of 
_ postwar Utitity Appliances 


new standards of quality and 


new measures of value. 





UTILITY APPLIANCE CORP. 


4851 S. Alameda, Los Angeles 11, Cal 





Manufacturers of the famous Utility evaporative air 
| coolers (the original Dezert Kooler), Fans, Blowers, 


“2 Floor Furnaces, Forced Air Furnaces and Fan- 


Equipped Space Heaters (console type). 














NEW POSITIONS OF THE MONTH ~ 





Easy Washing Machine Corp. 


W. Homer Reeve has been named 
vice-president in charge of sales of 
Easy Washing Machine Corp., Syra- 
cuse, N. Y., according to an announce- 
ment by H. Paul Nelligan, president. 





W. HOMER REEVE 


Mr. Reeve joined the organization 
in 1939 to direct Easy’s dealer devel- 
opment program. In August 1941, he 
was appointed general sales manager 
for the company. Prior to his becom- 
ing associated with Easy, Mr. Reeve 
served for several years with Frigi- 
daire as a sales executive in the House- 
hold Division. ‘ 


Glassey Appointed 


In addition, Mr. Nelligan further 
announced that Philip P. Glassey has 
been appointed to the office of assistant 
to the president. 





PHILIP P. GLASSEY 


Joining Easy in 1941, Mr. Glassey 
has served, for the past two years, as 
director of war contracts. He is a 
mechanical engineer and also a regis- 
tered patent attorney. 


Bendix Home Appliances, Inc. 


Bendix Home Appliances, Inc., 
through president, Judson S. Sayre, 
has announced the elevation of four 
company executives to the positions of 
vice-presidents. They are: Harry L. 
Spencer, vice-president in charge of 
manufacturing ; A. R. Constantine, vice 
president and director of engineering; 
W. F. Oliver, vice president and chief 
engineer and W. J. Reuscher, vice 
president in charge of finances. 


SEPTEMBER, 
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Hamilton Mfg. Co. 


W. A. Friedriclt has been appointed 
sales director of the Home Appliance 
Division, Hamilton Manufacturing 
Co., Two Rivers, Wisconsin, accord. 
ing to an announcement made by 
Howell G. Evans, vice-president, jp 
charge of sales for Hamilton. In his 
new capacity, Mr. Friedrich wil 
handle sales and merchandising of the 
Hamilton automatic clothes dryer, 
through a national organization of 
distributor and dealers. 





W. A. FRIEDRICH 


Mr. Friedrich, who was formerly a 
Pacific Coast representative of the 
Charles Bruning Co., joined Hamilton 
in 1939, as field representative in 
California, and in 1941 became man- 
ager of the Washington, D. C-., office. 
In 1945, he was appointed manager of 
the company’s New York office and 
Eastern sales manager of the com- 
plete line of Hamilton products. 


Electric Vacuum Cleaner Co. 


Ralph B. Wilson, executive vice- 
president of Electric Vacuum Cleaner 
Co., manufacturers of Premier vac- 
umm cleaners, announced that effective 
August Ist, C. A. “Tommy” Thompson 
would be sales promotion manager 
succeeding E. R. Berkeley, resigned. 





Cc. A. THOMPSON 


In coming to Premier, Mr. Thomp- 
son brings a long and varied exper! 
ence in sales promotion and adver- 
tising activities partly gained at 
Perfection Stove Company in the past 
ten years and prior to that with adver- 
tising agencies. 
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HEIR precision performance un- 

der rugged going has won many 

vital war assignments for Wilco- 
lator Thermostats. Few instruments can 
boast of a wider range of application or 
of a more impressive service record than 
those designed, engineered and pro- 
duced by Wilcolator. 


In aircraft, Wilcolator Products have 
done a vital wartime job as inverter 
controls and fire detectors—as thermo- 
stats for heaters and duct systems. On 
guns as heater thermostats. In combat 
tanks and armored cars, as the heart of 
fre detection equipment. Wilcolator’s 
“know how” and resources, developed 
in.a highly specialized field, have also 





























Wilcolator Thermostats also meet every test in the 
WORLD’S TOUGHEST TEST KITCHEN 


been important factors in the production 
of intricate and accurate mechanisms 


for ordnance use. 


Months of “hard fighting” still lie 
ahead for Wilcolator’s men, materials 
and products. During the war Wilco- 
lator’s research engineers have also been 
studying, testing and preparing designs 
that will be outstanding in their perform- 


ance on post war appliances. Wilcolator 





is ready to put into production tempera- 
ture controls reflecting these lessons 
learned during the war. Temperature 
controls, whose simplicity and precision 
will set new standards of performance on 


ranges and other peacetime products. 


Then you will find it to your advan- 
tage to use Wilcolator Products on the 
appliances you sell. The Wilcolator 
Company, Elizabeth, New Jersey. 


ILCOLATOR ; 
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Baltimoreans than any other | 


a 


evening paper in town. It’s been 
the leader for more than 18 y . 
because it has what it takes to 


make readers and hold them. To | 


vv 


sell Baltimore, tell Baltimore in 


the News-Post—your best bet in” 


the sixth largest city in the. 











NEW POSITIONS OF THE MONTH 





Frigidaire Division 
General Motors Corp. 


Lee A. Clark, assistant general sales 
manager, Frigidaire Division, General 
Motors Corp., Dayton, Ohio, an- 
nounced recently that F. H. Peters, 
manager of range and water heater 
sales, has been appointed advertising 
manager. Mr. Peters replaces James 
F. Pedder who is joining the Employe 
Cooperation Staff of General Motors 
in Detroit. 


F. H. PETERS 


The new Frigidaire advertising man- 
ager brings to his post a broad back- 
ground of over twenty years’ experi- 
ence in the advertising, merchandising, 
sales, sales promotion, public rela- 
tions and related fields. 

A job in the merchandising depart- 
ment of the old Chicago “Anterican” 
contacting retailers ushered Peters into 
the sales and advertising field. For 
8 years he was advertising and sales 
promotion manager of the Conover 
Electric Dishwasher Co. He also 
operated his own trade paper publish- 
ing business; was with an advertising 
agency and later became associated 
with the Carl Byoir Organization on 
public relations work at the Chicago 
Merchandise Mart. 

In 1936, Mr. Peters joined the staff 
of Frigidaire specializing on depart- 
ment store merchandising. In 1937 he 
was placed in charge of electric range 
advertising and promotion and in 
1939 was advanced to the post of 
assistant sales planning manager on 
all Frigidaire appliances. Following 
outbreak of the war, he was made 
assistant director of Industrial Rela- 


tions, an assignment which he held 
until his appointment as manager of 
range and water heater sales in 1944 


RCA Victor's Home 
Instruments Division 


Joseph B. Elliott, who has been 
active in the radio-phonograph sales 
field for 17 years, has been appointed 
general manager of the RCA Victor 
Home Instruments Division, it was 


JOSEPH 8B. ELLIOTT 


announced by Frank M. Folsom, exec- 
utive vice-president of the Radio 
Corporation of America, in charge of 
the RCA Victor Division. 

In this capacity, Mr. Elliott will 
direct all activities connected with the 
design, engineering, production, dis- 
tribution, and sales of RCA Victor 
radios, television home receivers and 
Victrola phonographs. 

Mr. Elliott returns to RCA Victor 
from Schick, Inc., where he was vice 
president in charge of sales and ad- 
vertising. Prior to the war, he was 
sales manager of RCA Victor’s radio, 
phonograph and television department 
which was recently included in the 
Home Instruments Division. 

Mr. Elliott joined RCA Victor in 
1935 as a record sales representative 
in the Chicago territory. A _ year 
later he was appointed district manager 
for the New England area. In 1939 
he was brought to the company’s head- 
quarters in Camden, N. J. as assist- 
ant field sales manager, and a year 
later became sales manager of the 
radio, phonograph and television de- 
partment. 


NEW G-E CLEANER MAN—Before he set out for the Pacific Coast, where he wil! 
soon take up his new duties as district vacuum cleaner representative for the Genera! 
Electric Company's Appliance & Merchandise Department, Roy Welson (right) 
checked in et Bridgeport for conversations with J. C. Hunt (left), sales manage’ 


of the Electric Vacuum Cleaner Division. 
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| Why you should be in the. 
postwar ‘hot water’ market with both feet 








RST reason is . . . the market for electric water heaters is BIG— tion of water heater lines. 


bigger than ever. Selling a water heater will not involve an 


Consider these facts and you'll see why. Millions of women are eagerly eugineering feat. It will be as simple as 
waiting for the day when they can buy washing machines. They've said selling a range, refrigerator, washing ma- 
so in countless surveys, Many others are anxious to get electric dishwashers chine, or other major appliance . . . except 
. . Separately, or in the marvelous G-E Elec- that you make most money on the water 
tric Sink. heater because it requires less service 

than any. . 


These appliances that are going into homes : ; ; E 
everywhere as soon as available require a Electric service companies — helping 
dependable and plentiful supply of HOT to make the water heater market bigger 


WATER. They can’t be operated efficiently than ever. Recently, General Electric sur- 
‘ : veyed 400 companies serving more than 
without it. 


22,000,000 meters. We found that 75% 

And the best source of hot water for the all- of the total surveyed now have electric 
electric laundry, the all-electric kitchen . . . in water heating rates .. . over 4,000,000 
fact for every home . . . is an automatic electric new prospects have been added during the war. 
water heater. 





ec 
dio . 
- of Cash in on this great, new market by stocking and selling G-E Auto- 

In the postwar period, it’s also going to be’ ~— matic Electric Water Heaters . . . the trouble-free source of plenty of hot 
asier to sell water heaters. The trend is defi- water when and where it is needed. General Electric Company, Appliance 


nitely toward standardization and simplifica- and Merchandise Department, Bridgeport, Conn. 


will 
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Meet your customers’ demands for a trouble-free 
supply of hot water with the Calrod-heated 


G-E AUTOMATIC ELECTRIC WATER HEATER 





We are now producing, under WPB 
authorization, the famous G-E Au- 
tomatic Electric Water Heaters that 
have been known for years for their e 
dependability. + & 


longer trouble-free life 
is the fact that, of the 
thousands of Calrod 
> 3 units placed in service 
®» in ranges and water 

heaters since 1932, less 
than one half of one per cent have 
been returned to us for service or 
repair. 

G:E Automatic Electric Water 
Heaters are made for easy 
installation, too, And they 
require less service than any 









~ 
~ 


Heart of the G-E Automatic Elec- 
tric Water Heater is the Calrod heat- 
ing unit—with the Gelva seal. 

Calrod is. designed to provide the 
Maximum amount of hot water in 
the shortest possible time, and at 
the lowest cost. 
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° Proof that Calrod heating means major appliance you sell, 
. 
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. 

. 





FOR GOOD USTENING: Don’t miss Art Link- 


letter, in “The G-E House Party,” every 
AUTOMATIC ELECTRIC WATER HEATERS afternoon, Monday through Friday, 4 p. m., 
E.W.T., CBS. 


GENERAL @ ELECTRIC 
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“The cigarette te : 
about tomorrows 














































organic enamels to a crisp. 





These advantages will keep porcelain in the forefront for 
top-quality electrical appliances of the future. Many of 
the finest will be porcelain on Armco Enameling Iron — 
the most widely used metal base for this exacting purpose. 


Manufacturers are planning products that will have a 
smart, modern, porcelain surface. Porcelain enameled 
products have a long background of acceptance; will 
be easy to sell, and will bring substantial profits to 
your business. The American Rolling Mill Company, 
2521 Curtis St., Middletown, Ohio. 
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tells alot’ 


ideal finish 





La. a lighted cigarette on a porcelain enameled range, refrigerator or kitchen sink. Let it 
burn out. Flick off the ashes. You can quickly wipe away every trace of yellow stain. 


Porcelain enamel is the only finish that will withstand great 
heat. It is a flint-hard mineral substance fused on a special 
kind of iron at 1550° F.—a temperature that would burn 


Its smooth, non-porous surface will not absorb cooking odors. 
Acid-resisting porcelain is not harmed by food acids. 


Porcelain enamel is easy to clean and keep clean. It is one 
surface that is truly sanitary. It seldom needs scrubbing or 
scouring and will remain attractive for the life of the appliance. 


ry Bonds 





- 





NEW POSITIONS 


—e_ 





Emerson-Electric Mfg. Co. 


Oscar C. Schmitt has been elected 
by the board of directots as president 
of The Emerson Electric Manufactur- 
ing Co., St. Louis. He succeeds W, 
Stuart Symington, who was appointed 





OSCAR C. SCHMITT 


by President Truman and confirmed by 
the Senate as Chairman of the Sur- 
plus Property Board. 

Starting in a minor capacity in the 
Advertising Department of Emerson- 
Electric in 1910, Mr. Schmitt has 
successively held almost every major 
post in advertising, sales promotion, 
sales and executive management, in 
the Emerson-Electrie organization. 

From 1919 to 1927 Mr. Schmitt trav- 
eled extensively as a salesman for the 
company, selling fans and motors. 

In 1927 he was promoted to his first 
executive position, that of asst. man- 
ager of motor sales. 

In 1934 he was in charge of adver- 
tising and sales promotion. By 1936 
he had advanced to the position of 
vice-president in charge of fan sales— 
in 1938 he became a director of the 
company—in 1939 he was made vice- 
president in charge of general sales, 
and in 1940 was elected executive 
vice-president of the company. 


Corning Glass Works 


Four graduate home economists have 
been engaged by Corning Glass Works 
to fill new posts as field representa- 
tives in the four major sales districts 
of the company’s Consumer Products 
Division. All of the women, accord- 
ing to Benjamin S. Peirson, genera! 
sales manager of the division, have had 
experience in the educational and sell- 
ing fields, as well as in nutrition and 
dietetics. They recently completed 
a two-month training program in the 
Corning test kitchen, under the super- 
vision of Miss Lucy M. Maltby, home 
economics director. 

Miss Josephine Blanch of Inglewood, 
California, will work out of Los Ange- 
les and will cover the western district 

In the middle west, Chicago-born 
Jessie Johnston will cover the com- 
pany’s central district. Miss Lillian 
C. Ziegfeld has been assigned the 
company’s eastern district with head- 
quarters in New York City. 

In the south, Miss Verna McCallum, 
formerly of Oklahoma Gas & Electric 
Company’s home service department, 
will now act as Corning’s field repre- 
sentative, working out of Dallas, 
Texas. 
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There's no guessing 
about your future . 
with 

Dutch Oven! 


Everything you need for a successful profitable future with 
any appliance line is included in the Dutch Oven Program. 
The product is right, the sales program has been approved by 
hundreds of the most successful appliance merchandisers in 
the country. 

If opportunity ever knocked on your door, it is knocking now! 
Review what Dutch Oven offers—and make your decision now’ 


Why Dutch Oven Dealers 
Look Forward to a Profitable Future! 


1. Over fifty years of major appliance manufacturing and 
merchandising experience. 
2. A Factory, completely modernized, that is unexcelled for 
efficient, low cost production. 
3. Acompletely new redesigned Dutch Oven Gas Range, with 
appealing sales innovations, with a crisp, clean beauty—a 
truly modern gas range that makes good those pdst war prom- 
ises—and well worth waiting for. 
4, Every practical modern convenience a gas range should 
have, PLUS such exclusive features as the Dutch Cooker 
Well, Spiral Heat Burners, Oven Door Seal, Retained Heat 
Oven—and in ADDITION— 
5. the exclusive Automatic Oven Shut Off, that makes Dutch 
Oven the ONLY RANGE THAT AUTOMATICALLY TURNS 
OFF THE GAS AND KEEPS RIGHT ON COOKING! Read 
the consumer advertisement on this page appearing in early 
issues of national magazines and learn what this means to 
your customers. a 
6. Advertising and merchandising that has continued through- 
out the war and that is being increased to a powerful consumer 
advertising program to support your sales efforts. 
7. A new application of mass production methods applied to 
this high quality product, plus modern low cost distribution, 
mean that the-new Dutch Oven Gas Range will be an out- 
standing value for your customers—at a price any family 
can afford! 

take the guesswork out of 

your future .. . investigate 


Dutch Oven Now! 


Only Dutch Oven automatically turns off the gas 
and keeps right on cooking 


Dugch Oven 


ARTIFICIAL NATURAL BOTTLED 


GLOBE AMERICAN CORPORATION 
Sales Office: 135 So. ia Salle Street, Chicage 3, Ill. 


* Kekomo, Indianc 
AWARDED BY THE U. S. % 
MARITIME COMMISSION 


FOR MERITORIOUS WAR 
PRODUCTION. 


This advertisement appears in House & 


Garden, House Beautiful, Better Homes 
and Gardens, Good Housekeeping. 
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she’s having guests for dinner tonight! 


a a pos a ee meer «meat guests coming for dinner, you 
renz i ivi 
late in the afternoon, relaxing with her anaes ——— 
How does she do it? 
Well, Nancy has a Dutch Oven 
she put her dinner in the oven. 
youngsters. 


fi. hen she ae just before her guests arrive, Nancy's dinner will be 
y, piping hot . . . the meat tender, delicious - . + Vegetables with their 


health-giving vitami ev 
ms... en a flak crusted pie at wi 
. y ste @...a dinner that ill 


With an ordinary gas r 
ner duet Vg ange Nancy would have returned early to cook 


oiler go o~: gas would have been on at least two or three hours. 
mun + + ee Gas Range, the gas was turned off automati- 
at time, and her dinner went ri i 

ght on cooking, 
Of course, you can cook the conventional way on a Dutch mary 
aa but why should you, when this new, Dutch Oven method of 
ng gives you the leisure to do those things you've always wanted todo? 
: oF 
Dutch Oven Gas Range will soon be available—new in design 


Gas Range, and early in the afternoon 
Then—out into the sunshine with her 


SEND FOR FREE BOOKLET 


“Delicious Early American Recipes” 
Bat wo rn n Recipes” that 
= meth antages of this new, modern 





ONLY Detch Oven automatically turns 
off the gas and keeps right on cooking! 
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Sit right down and 


ES, SIR, now is the time to look 
into the TEMCO set-up 
behind it—what’s ahead of it . . . if you 
want to make money in the heating 


what's 


business after the war. 


The Tennessee Enamel Manufacturing 
Company is all set to go with a new 
product The TEMCO Gas FLOOR 
FURNACE—developed before the war, 
then re-engineered and improved dur- 
ing the past three years when we 
couldn’t make ’em. 


The product is ready .. . for a waiting 


market ... and so is a rip-snortin’ sales 


campaign. This is a package of selling 


write yourself a memo-:> 





Quick Facts 
about the 
new TEMCO 
Gas FLOOR 
FURNACE 





Re- ; . to include mew features 
developed in wartime experimentation. 
One of the FIRST to gaid A.C.A. APPROV 
AL under new and stricter specifications. 
Burns all Fuel Gases - 
tured and L-P 
equal efficiency. 
Fully — Minneapolis-Honeywell 
thermostatic controls, optional, 

100% Safe—fully guarded by safety devices 
built im and included in selling price. 
Has the new “WHISPER-QUIET BURNER” 


Your assurance of silent dame performance. 


Easy to install. 


naturel, manufac- 
(Liquid Petroleum) with 











TENNESSEE ENAMEL MFG. COMPANY - 












































tools—using every form of advertising 
and sales promotion—ready to go to 
for TEMCO dealers. 


OBEY THAT IMPULSE! 


If this is interesting to you—don’t waste 


town 


a day in getting complete information! 
Write us for the name of the nearest 
TEMCO distributor, and he'll give you 
the whole picture . . . of the huge post- 
war home heating market . . . and of 
your opportunity to cut yourself a thick 
slice of profits. 

TEMCO also manufactures a complete line of 
SPACE HEATERS 


space heating efficiency with appealing 


combining the ultimate in 
beauty of design. 


Specially engincered Bo-Pro-Fire Models 
for L. P. Gas. 


FOUR | ice AWARDS 


TEMG 





Nashville, Tenn. 
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SAM H. GREISCH 





The Maytag Co. 


Sam H. Greisch, regional manager 
for The Maytag Co. at Omaha since 
1936, has been named regional man- 
ager for the Minneapolis territory of 
that company. He is succeeded at 
Omaha by Sam Himes of Diluth, 
who has been engaged in home appli- 
ance sales work in Wisconsin, the 
Dakotas, and Minnesota for the past 
12 years. 

Mr. Greisch started selling Maytag 
washers and ironers in Norfolk, Ne- 
braska 19 years ago, and rose to 
district manager of that territory and 
was then sent to Milwaukee and later 
to Sioux City, Iowa, in a similar 
capacity. He was named manager at 
Omaha in 1936. 

In Minneapolis Mr. Greisch will 
work out of the company’s branch office 
which covers the northwest territory. 
He succeeds Clair G. Ely, who has 
been named assistant to the branch 
manager at Kansas City, Mo. 

Mr. Ely came to Kansas City from 
Minneapolis where has was regional 
manager under the Minneapolis 
Branch. A native of Osage, lowa, he 
sold his first washers while working 
for the Maytag dealer in Minneapolis 
in 1923, and has since advanced to 
positions of supervisor, district man- 
ager, and regional manager. His ter- 
ritory in Minneapolis has been most 
of Minnesota and parts of Wisconsin 
and South Dakota. 


Noma Electric Corp. 


Henri Sadacca, president, announces 
the appointment of Joseph H. Ward as 
executive vice-president of the Namo 
Electric Corp. 

Mr. Ward has been a director of the 


SAM HIMES 


— 





CLAIR G. ELY 





Noma ‘Electric Corp. and in charge oj 
sales and distribution since 1938. He 
joined the Noma organization in 1927 
and was. formerly connected with the 
Lamp Division of the General Electric 
Co. 


Hobart Mfg. Co. 


David A. Meeker has been elected 
president of the Hobart Manufactur- 
ing Co. Troy, O., succeeding John 
M. Spencer, who held the office since 
1938. 


Lear Radio Division 


Homer Morgan Snow has been ap- 
pointed advertising and public rela- 
tions director of the Radio Division of 
Lear, Incorporated, it is announced 
by William P. Lear, president. Mr. 
Snow will be located in the New York 
offices of the company at 1860 Broad- 
way. 

Before coming to Lear, Mr. Snow 
was with Lennan & Mitchell, Inc., 
where he supervised the Market Re- 
search and Sales Analysis operations 
of a three-year distribution study of 
the radio home receiver business which 
this agency conducted for the General 
Electric Co. Previous to that, he 
spent some eleven years as advertising 
sales. promotion, manager for the 
American Home, House Beautiful, 
and Redbook magazines, respectively. 

In addition, Mr. Snow brings to the 
Lear organization many years of ex- 
perience. in..retail advertising and 
merchandising, gained with leading de- 
partment afd home furnishings stores 
in New York and Boston. 



























































JOSEPH H. WARD 





H. M. SNOW 
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All FOUR DIVISIONS HAVE 


Devoted to Research 


RAYTHEON TUBES % USED 


IN NEW ELECTRONIC STETHOSCOPE 


The conventional “acoustic stethoscope,” used by doetors since the horse-and- 
buggy days, now gives way to a revolutionary electronic stethoscope c¢alled the 
“Stethetron.” 

Human lives are saved by making diagnosis easier and more accurate with 
the “‘Stethetron” made by The Maico Company, Inc. Of particular interest to 
you is that miniature Raytheon High Fidelity Tubes are used in this remarkable 
device because of their complete dependability and precision performance. 

This is just one more example of the superiority of Raytheon Tubes—the 
line that you should feature to give-your customers the best possible service. 

Feature Raytheon Tubes now—for greater profits—and watch for the Ray- 
theon merchandising program designed especially for established radio serv- 
ice dealers who want to lead the field in postwar volume in their communities. 


Increased turnover and profits, plus easier stock control, are benefits 
which you may enjoy as a result of the Raytheon standardized tube 
type program, which is part of our continued planning for the future. 


Raytheon Manufacturing Company 
RADIO RECEIVING TUBE DIVISION 
NEWTON, MASSACHUSETTS © LOS ANGELES * NEW YORK * CHICAGO © ATLANTA 
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Lislen to 
MEET YOUR NAVY 
AMERICAN BROADCASTING CO 
Every Monday Night 
Coast to Coast 


BEEN AWARDED ARMY-NA\V and the Manufacture of Tubes for the New Era of Electronics 181 Stations 


“E” WITH STARS 
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| MICRO SWITCH 
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Automatically # 


Keeping dependable, automatic, trouble-free con- 
trol, within predetermined limits, of temperature or 
current (or both) in electrical apparatus is Temp 
Cop's job . . . and it does it well. 


Temp Cop is a precise thermostatic contractor em- 
ploying the widely used Micro Switch snap-action 
principle; rapid response to current changes is 
given through the thermostatic bimetal element. 
Contacts close or open with a temperature drop— 
reverse action is automatic when temperature rises. 
Pilot or alarm circuit may be initiated, if desired. 


Temp Cop is tiny . . . no bigger tharr your thumb . . . 
but it is surprisingly rugged, durable, dependable 
and versatile. It has proved its worth in many regu- 
lar and special applications. Available in automatic 
recycling or for manual reset. Write for complete 
data. 





© First!industrial Corporation 
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NEW POSITIONS OF THE MONTH 





Westinghouse Electric Corp. 


J. J. Anderson has been appointed 
assistant service manager of the Elec- 
tric Appliance Division of the West- 
inghouse Electric Corp., Mansfield, 
Ohio, according to an announcement 
by L. K. Baxter, service manager. 

Mr. Anderson, with the exception of 
two years he served as an ordnance 





J. J. ANDERSON 


specialist, has been identified in the 
air conditioning and commercial re- 
frigeration field with Westinghouse 
since 1937. He succeeds J. A. Vassar 
who was transferred to the Westing- 
house Electric Supply Co. 


Ackerman Appointed 


Appointment of Frank K. Ackerman 
as product supervisor of the Equip- 
ment Department of the Electric Ap- 
pliance Division of the Westinghouse 
Electric Corp., Mansfield, Ohio, has 
been announced by Frank Brownsen, 
manager of the department. 

Mr. Ackerman, who has been in 
appliance sales promotion work with 
Westinghouse since 1930, will coordi- 
nate product development and sales 
promotion planning of the complete 





FRANK K. ACKERMAN 


line of Westinghouse electric laundry 
appliances. 

These appliances include the auto- 
matic washer—the Laundromat, an 
automatic clothes dryer, ironers and 
conventional type washers. 


Whiting Stoker Sales Co. 


A. E. Bottenfield, executive vice- 
president and general manager of 
Whiting Stoker Sales Co., manufactur- 
ers of domestic and commercial stok- 
ers, announces the appointment of 
John R. Cameron of 11613 Santa 
Rosa, Detroit, as representative for 
their various products in the State of 
Michigan. 








SEPTEMBER, 


—— 


Electronic Corp. of America 


The Electronic Corp. of America 
announces the appointment of Law- 
rence M. Braun as vice president jn 
charge of its newly formed export 
division to be known as E.C.A. Inter- 
national Corp. Mr. Braun has been 
with the E.C.A. organization for 13 
years, for the past four years in 





LAWRENCE M. BRAUN 


charge of the procurement of. all 
materials and components. 

Mr. Braun joined the American 
Steel Export Co., then the export di- 
vision of Philco Radio and Television 
Corp., as a department manager and 
traveled extensively for that company 
in Europe, Africa and the Far East. 
In 1932 Mr. Braun became export 
manager for Lafayette Radio Corp. 
and in this capacity established dis- 
tribution and sales representation 
throughout the world. 


Sylvania Electric Products, Inc. 


The Lighting Division of Sylvania 
Electric Products Inc. has just an- 
nounced that George R. Sommers will 
become their Pacific Coast sales man- 
ager with headquarters at San Fran- 





GEORGE R. SOMMERS 


cisco. Joining the New England Sales 
Division in 1940, Sommers moved to 
Washington, D. C., early in 1943 where 
he served as manager of the Capitol 
Division until his appointment to the 
west coast post. 


Rand New Manager 


G. Dallas Rand, formerly assistant 
division manager of lighting products 
for Sylvania Electric in Washington, 
D. C., has been appointed Capitol 
Division manager, following the trans- 
fer of George R. Sommers to the 
Pacific Coast, according to an an- 
nouncement made by Robert H. 
Bishop, general sales manager for 
Lighting Products. 
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a As day dawns in 
Tread for the world of Radio! And 


TEMPLE DEALERS an old, respected name 


shines brightly over the hori- 


























&i zon...casting its golden beams a 

7 : far forward. Q Yes, there’s a “place Ve 

in the sun” for every Temple Dealer * 

| .. especially for the radio merchant who 

via | / intends building for the future on a solid, 

an permanent basis—the way Temple, itself, has 

builded. @ Good radios, yes! The finest that i 

human minds and hands can produce. Priced at both \ tn 


dealer and consumer levels to meet all or any com- 








petitive price ranges on all types of models—from hand- 

ff some table sets to magnificent radio- phonograph consoles. 
_*  / And supported by a sound, protective sales and profit policy 
/ that has YOU, the Dealer, foremost in mind. Q Yes, Mr. Radio 
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fe: Retailer, you'll find it will pay you to “team up with Temple”. 
~ ‘Templetone Radio Manufacturing Corporation, New Longon, Conn. 
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PROPELLER ne 1 ANS 


(Niteait ; 
are available 


5 DIAMETER SUE? 


° 
th @ range : 
8 aischarge apacitie 


With the Lau line, | tie up less cash 

in fans. | keep all sizes on the floor 

ake for ready installation of any one 

‘ie particular size. With minimum in- 

; vestment and inventory, | satisfy 

the greatest majority of prospects 

for this type of ventilating system. 
I make more money. 


-- 





Lau propeller-type fans have many ap- 
plications in industrial plants, stores, 
offices, and homes—providing a con- 
stant supply of fresh air by removing 
stale, excessively hot, or dust-laden 
air; fumes; or smoke . . 





. Circulating 
cool night air through living and 
sleeping rooms for greater summer 


VENTURI-TYPE HOUSING 
ENTRANCE 


New “Streamlined Feature’ reduces air 
““deag’’ and turbulence. Assures increased 
delivered volume with less wer, Elimi- 


comfort. Restrictions on manufacture 
and sale of blowers and fans have 
been removed, but shortages of steel 
and motors will continue to exist 
for an indefinite time. We suggest that 
you discuss your 1946 requirements at 
the earliest possible moment. 


Write Us Direct 
or Contact Your Jobber 


nates most common cause of “‘air noise.” 


Numerous Other Lau Features 
Self-Aligning Bronze Bearings 


Advanced Blade Design 
for greatest air delivery 


Rigid All-Steel Construction 


All ports made by Lov 
(except metors and belts) 


Large Oil Reserve 
Quiet Operating Motor 


Mass produced 
Low Unit Cost 


BLOWER 
COMPANY 


DAYTON 7, OHIO, U. S. A. 
WORLD'S LARGEST MANUFACTURER OF FURNACE BLOWERS 


Engineers 





and fabricators of general Air Handling Equipment 
Single Inlet and Double inlet Blowers © Propeller Fans © Accessories 
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NEW POSITIONS OF THE MONTH 





General Electric Co. 


E. P. Toal has been appointed sales 
manager of standard radio receivers 
in the Receiver Division of General 
Electric Co.'s Electronics Department, 
according to an announcement by Paul 
L. Chamberlain, manager of sales for 
the division. Mr. Toal will be located 
at the Bridgeport, Conn., plant. 


lett 


Monitor Equipment Corp. 

Announcement was made recently 
of the election of Paul B. Zimmerman 
of Dayton, Ohio, to be executive vice- 
president of the Monitor Equipment 
Corp., and vice-president of the man- 
agement company—T. K. Quinn, Inc, 
both of New York City. 

Mr. Zimmerman has resigned his 





E. P. TOAL 


Mr. Toal has been employed by Gen- 
eral Electric since 1937. He was first 
employed with the G. E. Contracts 
Corp. at Louisville, Ky. and a year 
later was made new business repre- 
sentative for the same district. Two 
years later, Mr. Toal was named dis- 
trict representative for the Contracts 
Corp. The following year, he was 
named district radio representative for 
General Electric with headquarters at 
Minneapolis. 

At the beginning of the war, Mr. 
Toal was transferred to the Tube 
Division of General Electric’s Elec- 
tronics Department at Schenectady, 
where he was engaged in coordinating 
the manufacture of electronic tubes for 
the Navy and Signal Corps. Since 
July, 1944, he has been responsible for 
contacts with special accounts of the 
Receiver Division. 


Maguire Industries 


James T. Watson, of Mt. Carmel, 
Ill., has been elected a vice-president 
of Maguire Industries, Inc., following 
its purchase of the Meissner Mfg. Co. 





JAMES T. WATSON 


of which he was president and a prin- 
cipal stockholder. The Meissner com- 
pany, an important maker of radio, 
television and communication equip- 
ment at Mt. Carmel, will operate as 
a Maguire division under Mr. Wat- 
son’s continued management. 


SEPTEMBER, 


PAUL 8B. ZIMMERMAN 


position as vice-president, Chrysler 
Airtemp Division to accept his new 
post. He was formerly vice-president 
in charge of sales, Norge Divisio: 
Borg-Warner Corp., and before that 
was general sales manager of the 
Appliance and Merchandise Depart- 
ments of the General Electric Co. 

Mr. Zimmerman will continue as 
president of the Indoor Climate In- 
stitute. He also sponsored such other 
electrical industry programs as the 
Lighting Educational Bureau, Food 
Preservation Council and Electric Re- 
frigeration Bureau. 


Nevin New Controller 


Announcement was also made of the 
election of John H. Nevin of Phila- 
delphia to be comptroller of Monitor 
Equipment Corp. Mr. Nevin goes to 
Monitor from S. S. Fretz Jr. Inc., 
Philadelphia, where he was treasurer. 


John Meck Industries 


Henry Hutchins has been elected 
president of John Meck Industries 
Sales Corp. which has its offices at 
35 East Wacker Drive, Chicago. 





HENRY HUTCHINS 


Ill National sales of Meck radios 
will be handled from there, under 
the direction of Mr. Hutchins. 
Mr. Hutchins has just resigned 
from the National Union Radio Corp., 
where for more than 15 years, he 
headed the sales of that company. 
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EVERY ISSUE 
TELLS ME 








HE HAS SAVED 


60,000 


MARRIAGES 


by Charles Dexter 






CHINESE COCTOR- 
PAID TO KEEP 
YOU WELL 


Michigan’s law is unique because it tries to prevent 
divorce, instead of making it easier. Edward 
Pokorny, ‘‘Friend of the Court,’’ an official, 

under state law, has the job of trying to reconcile 
couples before the case is set for hearing. He is 
no reformer who preaches down to troubled men 
and women. He is like a good, old-fashioned 
father. ‘‘I have no cure-all for divorce,’ he told 
me. “I merely strive to do my best.”’ His 





















MORE 


“‘best’’ has saved 60,000 marriages. 
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IS IT TOO LATE FOR 
’ THE TRUTH? 


I love my wife and baby dearly. I 
know that my life would be ruined if I 
should become separated from 

them, but I also love my older boy. I 
yearn to tell him that he is really my 
son, but I dread the effect this 

would have on my wife, because I 
have never told her that this hand- 
some boy she and her first husband 
adopted before I married her, is really 
my son—I never told her that 
Paula’s people had my schoolboy 
marriage annulled. Can I, dare I, 

tell them? I don’t know what to do. 


ARE ANY 
PROBLEMS 
REALLY LITTLE 7 
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Are you LOYAL to old friends? 


by Dorothy Sara 











BETTER GIVE 


You may think it unsophisti- JACK A RING 


cated tu have an “‘old friends 
are best”’ attitude, but loyalty and 
kindness do not go out of fashion. When 
a crisis has to be met, or even if there is a 
minor problem to be solved, the new 
friend can be helpful and understanding, 
but the old friend knows. Shakespeare 
put it pretty well: 
Those friends thou hast, and their 
adoption tried, 
Grapple them to thy soul with hoops 


of steel. 


















LIKE A 
CASE BILL TOLD 
ABOUT 


“Thank God he’s safe!’’ I cried hys- 

terically. Mrs. Nelson crossed to me 

quickly. ““You must forget him,” she 

said. “Stanley is married.” I strove desper- 

ately to compose myself. “Stanley is married 

to me, Mrs. Nelson. We were married secretly. 

This Sara Drake is an impostor.”’ She was just 
about to say, “I don’t believe it,” when Fred 
walked into the room. What he said was the final 
proof. ‘“‘We’ve found that Sara Drake’s racket was 
to pretend to be the widow of a boy killed in action. 
She did it for the insurance and the monthly pay- 
ments. News that Fred is alive has scared her off. 
Now she’ll have to find another victim. Wartime 
secret marriages are making rackets like hers easy.’’ 








aaah 
bv 
True Confessions is concerned with everything that 
concerns anybody. Its stories and articles grow from 
the everyday lives of average people. What happens 
each month in its pages has happened to someone, 
maybe to you. Each issue js filled with experience— 
that is why every issue is helpful. ““Your Magazine 


for a Better Life” is not just a claim on the cover. 
Inside the covers is proof. 


True Conressions 


Bought at newsstands by 2,000,000 women a month 
for the living service it gives 
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FAWCETT PUBLICATIONS, INC., 295 Madison Ave., New York 17, N.Y. World’s Largest Publishers of Monthly Magazines 
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TRADE MARK REG. 


PROTECTED Profits! 
Aggressive PROMOTION! 
Distinguished DESIGN! 





the NAME. WOMEN KNOW! 


Liven housewares sales with VACULATOR — the 
consumer-accepted “best-seller”! FAIR-TRADED 
for FULL profits; backed by POTENT ADVERTIS- 
ING in leading magazines to millions of home- 
makers; BEAUTIFULLY DESIGNED for eye- 
appeal; made with PYREX brand glass; and 
equipped with the new DUTCH clothless coffee 
filter. For the best in coffee makers, feature VACU- 
LATOR—Coffee Maker specialists exclusively! 








IN A CLASS BY ITSELF!? 


DUTCH fis 


The biggest “LITTLE” thing in coffee 


Free! 


DISPLAY 
DISPENSER 
STOPS the pros 
pect; TELLS the 
story; MAKES 
the sale! 


4 
\ = 


makers! No cloth or paper; can’t pop-up 
or fall-out. Made of sparkling china — 
virtually unbreakable. Fits ALL standard 
makes. It's R-E-D HOT! 


VACULATOR 





CHICAGO 6, 
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NEW POSITIONS 



















Deepfreeze Division 
Motor Products Corp. 


Rhoades V. Newbell has been ap- 
pointed manager of the advertising an 
sales promotion division of the Deep- 
freeze Division of Motor Products 
Corp. according to an announcemen: 
recently made by F. F. Duggan, gen- 
eral sales manager of Deepfreeze. 





RHOADES V. NEWBELL 


Commenting on the appointment, Mr 
Duggan observed, “Mr. Newbell will 
be responsible for the direction of ad- 
vertising and sales promotion of both 
Deepfreeze home freezers and Deep- 
freeze industrial chilling equipment. 

He formerly directed advertising for 
the Magnavox Co., and prior to this 
connection, he directed sales and ad- 
vertising work on major electric ap- 
pliances for other successful manufac- 
turers. His experience also includes 
field sales work with distributors, deal- 
ers, large building contractors, as well 
as many other important purchasing 
groups in our industry.” 


Free Sewing Machine Co. 


The appointment of P. R. Schreuder 
as district sales manager in the Chi 
cago area, for the Free Sewing Ma- 
chine Co., Rockford, Ill, was an 
nounced by L. E. LeVee, vice president 
in charge of sales. Mr. Schreuder 
will maintain headquarters in the 
Merchandise Mart, Chicago, and will 
direct that company’s plan of post-war 
expansion in Illinois, Indiana, Minne- 
sota, Wisconsin and Eastern Michigan. 

A member of the Free Sewing Ma- 
chine Co. for 35 years, Mr. Schreuder 
has acted as credit manager, and 
assistant sales manager. From 1935 
until his recent appointment he was 
manager of the Chicago area. 


Howard Radio Co. 


Joseph M. Muniz, vice-president in 
charge of sales for Howard Radio 
Co., Chicago, announces the appoint- 
ment of Harry Byrne as assistant 
sales manager. Mr. Byrne is well 
known in the radio industry, having 
been with Majestic Radio & Television 
Corp. for eight years in various mer- 
chandising positions. More recently, 
Mr. Byrne held the position as sales 
promotion and advertising manager 
with John Meck Industries. 
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“I understand they just use a six-word presentation 
‘Solid Cincinnati reads The Cincinnati Enquirer!’ * 


That’s the story. Six words. Solid Cincinnati reads The Cincinnati 
Enquirer. The rest is simply the how-come or reason why. It’s a feet-on- 
the-ground newspaper . . . but the feet are moving forward. Modern. 
Streamlined. Edited for easy reading. More features. Better features. 
A constructive, makes-sense editorial policy. All of -which makes it 
not at all surprising that The Enquirer’s in solid with the solid citizenry 
you want to reach. (So do others—The Enquirer carries more adver- 
tising than any other Cincinnati newspaper.) 


The Cincinnati Enquirer is represented by Paul Block and Associates 
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Electric WATER COOLERS 


PERFECTLY 
CUULED 


m@etNKING 


& HAYES 


433 FOURTH AVE. NEW YORK, N.Y. 
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SEE RECORD CHANGER BOOM—Here are two gentlemen from the Webster. 
Chicago Corp. who are optimistic about radio record changer future. Left to right 
is W. S. Hartford sales manager, and Robert Jackson, who is superintendent of the 


factory. 


Zenith Has Home Radio Orders 
Of $57,000,000 McDonald Says 


Zenith Radio Corp., with a backlog 
of $73,000,000 in unfinished govern- 
ment contracts for Inghly essential 
military equipment, has :eceived orders 
from dealers totalling $57,000,000 for 
civilian radios to be delivered as soon 
as possible after reconversion, stock- 
holders of the company were told re- 
cently at their annual meeting by Com- 
mander E. F. McDonald, Jr., president. 

In the directors meeting that fol- 
lowed, all present officers were re- 
elected, and two new offices were 
created: Harvey Tullo, director of pur- 
chases, was elected vice president in 
charge of purchasing, and Sam Kep- 
lan, credit manager and assistant 
treasurer, was elected assistant vice- 
president. 

The directors approved the build- 
ing of a new manufacturing building, 
new warehouse, and new power plant, 
on Zenith property adjoining the pres- 
ent plants. 


Reconversion Simple 


McDonald told the stockholders that 
reconversion was a very simple prob- 
lem for Zenith because the company 
is now making the same type of ma- 
terial that it would be making in peace 
time. He said that design work on a 
completely new line of radios had been 
completed, and that the company could 
be in production on civilian goods 
“within 60 days from the day we get 
the release and have materials.” 

The sales organization, he said, is 
intact. During the war the sales per- 
sonnel has engaged in expediting ma- 
terials, managing was contracts, and 
in other places where sales ability was 
important. The distributing organiza- 
tion has remained intact throughout the 
war, he said, and more than fifteen 
thousand dealers have been franchised 
for postwar business. 

Television, he said, is still unsound 
economically and “is just around the 
corner for general use for the stock 
salesman only.” He pointed out that 
the FCC has assigned to television the 
50 megacycle waveband from which 
they moved FM because they feared 
interference for FM. Television, he 
said, is much more subject to inter- 
ference than is FM. 


Production To Start 
60 Days From Release 


“Every television set that is sold to 
function in the band that is now 
allotted to it in the 50 megacycle band 
will be obsolete very shortly,” he said 
“Anybody who buys a television set 
for the 50 megacycle band should 
know that it is only a temporary 
assignment. The reason for that is not 
only that if there is interference down 
there it will affect television more than 
it would FM, but also there isn’t room 
in the 50 megacycle band to accommo 
date television after it once gets going 
So anybody who buys a television set 
for the 50 megacycle band is making a 
temporary investment in something 
that will be obsolete shortly.” 

McDonald revealed that Zenith will, 
in the future, manufacture many com 
ponents that were formerly purchased 
from sub-suppliers. Included in the 
new manufacturing program will b 
record changers and many other parts 
that go into the making of a radio. 

The stockholders re-elected the en- 
tire slate of directors, comprising E. F. 
McDonald, Jr.; Hugh Robertson; 
Karl Hassel; Ralph Hubbart; Irving 
Herriott; Frank A. Miller; and 
Irving R. Allen. 


Camfield Starts Campaign 
On New Automatic Toaster 


An advertising campaign for th 
new Camfield automatic toaster has 
been launched in a group of merchan 
dising magazines. The first of thes« 
advertisements will appear in the 
August issues. It shows an atfractive 
container in which the Camfield Au 
tomatic Toaster is to be packed. 

The advertisement describes the 
“Equa-Therm”, an exclusive Camfield 
feature. This i$ a thermostat designed 
to secure perfect toasting heat regard 
less of voltage fluctuations. It pro 
vides a control of the toaster timing 
mechanism through the amount of heat 
developed. 
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METAL TUBES 


Better than /ver 


@ Write for your topy of 
“Essential 


istics” 


the most complete digest of 
tube information available. 
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New radio sets coming from production lines demand 
new heights of tube quality and performance. New re- 
search and manufacturing facilities superbly equip Ken- 
Rad to meet these higher requirements. In the future, just 
as today, user enthusiasm produced by the clear depend- 
able tone from Ken-Rad sturdy Metal Tubes will spell 
profits for Ken-Rad dealers. 


KEN-RAD 


N OF GENERAL ELECTRIC COMPAN 


OWENSBORO, KENTUCKY 
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McCALL'S Presents 
77 Post-war Appliances 



































































“In its September issue, Mc- 
Call’s Magazine presents photo- 
graphs and descriptions of 77 of 
the first post-war washing ma- 
chines, clothes driers, home freez- 
ers, refrigerators, electric, oil and 
gas ranges and ironers that will 


be on the market in the early 
months of peace,” said Otis L. 
Wiese, editor-in-chief. 


McCall's inaugurated a year ago 
a series of conferences with manu- 
facturers so that its editors might 
become thoroughly familiar with 
the projected post-war products, 


readers as soon as they were 
ready 

“One result of these meetings is 
the presentation of the 77 actual 
appliances in the September issue. 
These, of course, are not all of 


the post-war appliances that will 
be soon available in their respec- 
tive categories, we, believet them 
to be a representative group. 

Elizabeth Sweeney, editor of 
household equipment, pointed out 
that of the 77 appliances shown, 
many had not seen the light of day 
before the war. High on this list, 
are some of the automatic washing 
machines, clothes driers, and home 
freezers. 

Many others of these appliances 


tions of the 1942 models: How-- 
ever, of these latter, Miss“Sweeney » 
observed, that the 1942 modéls*had 
reached compar atively few con- 
sumers, and so are new to mil- 
lions of women. 


W estinghouse 


4 


Westinghouse, accordin to” J. 
H. Ashbaugh, vce-praiet in 
charge of Appliance “Div,” will 


manufacture an electric waste dis- 
posal unit called “Waste-Away.” 
They have an automatic 
clothes dryer—a companion piece 


also 


in size and shape to the Laun- 
dromat, which they plan to an- 
nounce soon 
Norge 
Norge Div., Borg-Warner Corp. 


have 1 new automatic 
washer The 


neering details 


cycle 
yperating and -engi- 
are not ready for 
publication yet, according to M. 
G. O’Harra, vice-president and 
general sales manager, but it will 
have several exclusive Norge fea- 
tures “that should satisfy the de- 
mands of many who want that 
extra something im a device of this 
type.” 


€ “ 
Frigidaire 


Frigidaire’s general 
Edward R. Godfrey, said recently 
that Frigidaire is producing a 
limited number of electric ranges 
in addition to the 
listed in these pages. 


manager, 








refrigerator 





and prepared to present them to its « 


had their genesis before the war 
and many of them were in the 
process of being tested not only in 
laboratories but Mm consumefs’ 
homes when the war stoppéd pro=; 
duction ’ 

Still others are improved edi-, 


4 
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NEW sem) 


te 


is, 
General Electric Appliance 
Production Schedule ‘~ 


The General Electric Co. announced 
recently the electrical appliances it 
will offer the public in the months 
immediately ahead. With five excep- 
tions, all models are basically the 
same as those it sold just before the 
war, said C. R. Pritchard, «general 
sales manager of the Appliance and 
Mdse. Dept. 

General Electric’s household elec- 
trical appliance line is complete except 
for sunlamps. The number of models 
available in each line, is generally 
limited. 

For instance, there is only 1 style 
of washer, 3 refrigerators, 3 ranges, 
3 ironers, 1 roaster. The water heater 
line is most complete, with 6 models. 

Production of four types of appli- 
ances—electric clocks, irons, portable 
heaters and refrigerators—is already 
under way, and manufacture of a num- 
ber of other appliances is expected to 
start within the next few weeks. 

Pritchard emphasized that even pre- 
sent’ production schedules are subject 
to change. Availability of materials, 
factory space, miachine ‘tools and fix- 
tures and labor are the «determining 

” factors. 

Included in the lines are the follow- 

ing models: ait? 
REFRIGERATOR, J87-D 


A 7-cu. ft model with 13.4 sq. ft. 
Pe area; makes 80 cubes; incorpor- 
ate: me quiet, long-life, permanently 
oiled “ermetically sealed refrigerating 
mechanism ; entire operation controlled 
by single knob ; stainless-steel Super- 
Freezer mounted near the side of the 
cabinet provides maximum shelf area; 
Tel-a-Frost indicator notifies when 


, 


Sv’ $ ‘time to defrost; cold storage com- 


irapartment directly under the Super- 
eezer provides low temperature 


with high humidity for 

fresh meats; porcelain- finished vege- 
table drawer with a glass cover ; 
baked enamel exterior; interior por- 


. célain. 


REFRIGERATOR, LB6-H 


A 6.1-cu. ft. model with 118 ft. 
of shelf-area; makes 8 Ib. ice; - 
ism similar to JB7-D’s; also inchades 
side-mounted Super-Freezer and Tel- 
a-Frost indicator; 3-shelves, not ad- 
justable, of round tin-dipped steel wire 
welded to a steel frame; glass chiller 
tray under the Super-Freezer; Dulux 
exterior; porcelain interior. 


REFRIGERATOR, LB7 


Similar to the LB6-H except it has 
7 cu. ft. storage space; Glyptal baked 


enamel finish. 


A new G-E product to freeze garden 
produce or to store large quantities of 
commercially frozen foods—Ist of a 
complete line of home and farm freez- 
ers—a 4-cu. ft., top-opening cabinet 
fitted with 3-wire baskets to facilitate 
handling of stored food. G-E her- 
metically sealed mechanism. 





Se 

Leader, is 3 long; 2 small and 
1 large Calr rface unit, each with 
5-heats ; g Cooker; tilt-out 
storage’ in: > oven; No-Stain 
oven vert? low priced model in 
G. £.’s ar lint, except apartment 
model. #F*"%. 


re. RANGE 
Airliner; 37-1 in. medium- priced 
with three 5-heat Calrod surface oe 
and a 6-qt. aluminum Thrift Cooker ; 
large oven; built-in automatic oven 


PLANS FOR PRODUCTION OF G-E APPL 












when 
B will 
Appliance Number of models ~/” _be in production 
% 
Refrigerator 3 ‘ In préduction 
as freezer 1 Indefinite 
Range 3 September 
Water heater 6 September 
Washer ! September 
Dryer 1 Ist quarter, ‘46 
Flatplate ironer 1 4th quarter, ‘45 
Rotary ironer 2 September 
Dishwasher 3 4th quarter, * 
Disposall I Ist quarter, * 
Storage cabinet Complete Line Indefinite 
Iron 4 In production 
Mixer ! = quarter, 
7 a 2% quarter, * 

a rae os Ms aes a « 4th quarter, 

agiiee de MAM ewe . a4 re 
Waffle iron 3 4th quarter, ‘45 
Grill 2 4th quarter, ‘45 
Portable heater 2 In production 
Heating pad 2 September 
Heat lamp I September 
Fan ! 4th quarter, ‘45 
Clock 3 In production 
Automatic blanket I September 
Cleaner 4 4th quarter, ‘45 


SEPTEMBER 
é@ Le | 





timer and clock; color indications on 
switch buttons; lamp; 3 storage draw. 
ers; No-Stain oven vent. 


RANGE 


oe highest priced model in 
G. E.’s pre-war line. It is 39 in. long, 
has re 5-heat Calrod surface units: 
a high-speed, 5-heat, 7-quart Calrod 
Thrift Cooker; Tel- ‘A-Cook lights in 
color tell at a "glance which units are 
on and at what speed; Tripl-Oven, 
which equipped with Calrod salen 
can be arranged for capacity baking, 
for high-speed baking of a smaller 
amount of food, or for fast charcoal- 
type broiling; built-in timer automati- 
cally turns qven on and off; No-Stain 
oven vent maintains proper humidity 
for best baking ,and roasting results 
and helps to keep the kitchen clean; 
warming compartment is Calrod equip- 
ped; a lamp assembly on back-splasher 
incorporates a mechanical Minute- 
Minder with bell signal, matched salt 
pepper shakers; 3 storage draw- 
ers; a utensil tray in the upper storage 
drawer; deep-fat fry basket; a plate- 
warming rack, dessert pan for Thrift 
Cooker. -’ 


WATER HEATER, G-302 


Twin Cost Cutter Calrod units in- 
sure low operating“ cost, long life and 
little scaling; Thermosnap control 
regulates the Cost Cutter units; pro- 
vides hot water from 120 to 190 deg. 
F.; 30 gal. galvanized tank; 204 in. 
in diameter and in. high. 

WATER HEATER, G-301 

Same as the G-302 except it has a 

single Cost. Cutter unit. 


WATER HEATER, G-402 


40-gal.. twin-unit, 224 in. diam. and 


58 in. high. 


WATER HEATER, G-522 


52-gal.. twin-unit, 244 in. diam. and 
58 in. high 


WATER HEATER, G-862 


86-gal., twin-unit. 284 in. diam. and 
63 in. high. 


WaTeR 1 \TER, G-309 


Is a 30-gal., rle-unit rectangular 
table-top model, ygth all the features 


of the tank- models above; 21 in 
wide, 22% y eaind 36 high; acid- 
resisting po! “enamel top. 


Wringer-type washer with a capacity 
of 8 tb. dry clothés; aluminum alloy 
activator gives® e washing action— 
soaking, flexing and rubbing—making 
for spotless la : improved One- 
Control wringer thas single fingertip 
handle; the spring-mounted pump ac- 
tivator control” lever is located at 
hand-heigh tog horizontally for 
easy opera y 4 moving parts 
in Permadrive mechanism, powered 
by a 4 hp. G-E motor; gleaming 
white porcelain enamel, tub. 


CLOTHES DRYER, AD-6 


Automatic tumbler dryer of 9 Ibs 
dry clothes capacity; average load 
can be damp-dried in 15 to 25 min. 
completely dried in about 30 min.; 
thermostat prevents over-heating; the 

white-enameled cabinet con- 
tains a cylinder which makes 44 r.p.m. 
clothes in cylinder are gently floated 


- 


vio 


> gand cascaded loosely through the por 0! 
# ~=«oof warm, clean air, so that all su 


faces are 


FLATPLATE IRONER, AF-12 


Provides 300 sq. in. ironing surface 
and up to 400 Ibs. hydraulic pressure: 
patented G-E Thrustor, supplies neces- 
sary ironing pressure; no oiling rc- 
quired; control handle brings the shoe 
completely above the ironing surface 


(Please turn to page 180) 
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HOWARD 
Moola e Toxe 


is Advertised to 
ary Month! 

















HOWARD RADIO COMPANY 
1733 BELMONT AVENUE CHICAGO, 13, ILL. 


GENTLEMEN: Without obligation please send me your 
new radio brochure — Howard is Not a War Goby. - 


NAME 





Pre eS. y 2 ~ Saag 
FIRM paliinieocnaliahs 








STREET 





Howard Radios are Sold Exclusively Through 
Independent Distributors to Independent Dealers 


CITY AND STATE 
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\  ‘There’s Gold 
~ jn Them Thar 


EVERYONE WANTS TO BUY THE 
&lectresteem 


PORTABLE 
RADIATOR 

















Ca Ale) 















STEAM HEAT 
FROM ANY 
WALL PLUG 







































‘LIGHT. RIGHT... SELLS ON SIGHT! 


Yes, even a frail woman can cee earry this 
Electresteem ... plug it in and get quick, health- 
ful, economical steam heat. Electresteem promotes 
traffic in your store, chalks up a plus profit . . . 
no service required. Dealers say, “it sells on sight” 
to folks with children in the home. Also ideal for 
doctor’s offices, general office buildings, hospitals, 
cottages, shops, spare or recreation rooms. Get 
on the profit beam with Electresteem! 








D PERSUASION 
CKED BY THE POWER AN 
BH PERSISTENT Notional Advertising 


Electresteem Advertising 
* Parents nee 
* Baby's Own 

iful * My Seby ° 
deh * So You're 





Appears Consistently in: 


ad 

Bo Better Homes @ 
waders 7 keeping * Boby 
House and Garden * Baby 
Geing To Have @ Baby 


Americon Home 
Gardens * Hygeic 
Core Manval * House pare 
Talk * Southern Home on 













ELECT 





.- ope ration ; 








ELECTRIC STEAM RADIATOR CORP. 


DETROIT 8, MICHIGAN 















8 BABY-BOTTLE ALL-PURPOSE 
STERILIZER ELECT RIC SERVANT 
eer ta same 













——— iW sons! 
- i Cooks! 
| WT Vaporizesi 


Patented “Longlife” 
element. Automatic 
shut-off when water 
evaporates. Can be 
immersed and rinsed 
with seap powder 
and het water. 
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G-E Production Schedule 
(Continued) 


and closes the motor switch, this, in 
turn, causes the Thrustor to operate, 
which provides pressure for ironing; 
G-E Calrod type heating elements are 
clamped to cast aluminum shoe; 

thermostats provide individual temper- 
ature control for each end of the shoe ; 
one rotatingypart will give a lifetime 


- of service; console type cabinet; the 


top affording a flat work surface. 
ROTARY IRONER, AR-18 


Portable ironer (28 in. long by 13 
in. high and 10 in. deep; weighs 33 
Ibs.) a new “postwar” model.’ The 
ironer shoe is chrome-plated, providés 
110 sq. in. of ironing surface; 6-inch 
roll is open at the end foraconvenient 
automatic control handle 
fits in operating head and permits 


starting and stopping roll and apply-_ 
ing pressure; the ‘handle operates with | 
hand or knee; release lever is pro-~ 


vided to move shoe away from roll 
in case current goes off... , , 


ROTARY IRONER, AR-17 -° 


Same as the’ AF@8,. except jt is 
manually controlled ;” fingertip fever 
stants and stops roll and serves as 
pressing control, Automatic latch 
holds control in pressing position. 
Operating lever is located for opera- 
tion ‘with either hand. . 


DISHWASHER 


Three models, all are built round 
the same tub’ and mechanism. One 
model .is a 24-in. -long free-standing 
appliance complete in its own white 
enameled cabinet. The second model 
combines the dishwasher and sink in 
one unit. The third model is nothing 
more than the tub and mechanism 
alone—for those home owners who 
wish to build it in with the work 
surface. 


DISPOSALL 


Similar to the pre-war model except 
it has improved shredding elements 
and much better shredding action. 
Installed in the sink outlet, it will 
grind up any food wastes and wash 
them into the drain in such fine par- 
ticles that no stoppages are encoun- 
tered. 


STORAGE CABINETS 


Until WPB Order No. L-13-B is 
lifted, production of cabinets cannot 
get under way. G-E’s all-steel line 
will be complete in every respect. 
Hardware and finish will be matched 
with that of major appliances. 


IRON, F-113 


Automatic iron weighing on 
Ibs. The longlife, cast-in Calcod 
heating element is practically inde- 
structible; large Dial-the-Fabric in- 
dicator simplifies selection of correct 
ironing temperature ; safety light tells 
when to start ironing. 


IRON, F-112 


A less expensive iron, weighs 5 Ibs.; 
has a  Dial- the- Fabric temperature 
selector, a cast-in Calrod heating unit. 


IRON, F-20 


Aluron steam iron, has all the features 
of G-E automatic irons plus steam 
ironing, and can be switched back and 


SEPTEMBER, 


\ speeds. 





forth from steam to dry ironing by a 
control knob on the handle; amount 
of steaming can be varied to suit the 
fabric; temperature regulated by the 
Dial-the-Fabric control; weighs 4% 
Ibs. empty, 5 Ibs. filled with a half 
pt. of distilled water. 


IRON, F-18 


Traveling iron weighs 2 lbs.; fold- 
ing handle permits it to be fitted into 
asmall traveling case ; indicator shows 
correct soleplate temperature for safe 
ironing; heavily plated to resist cor- 
rosion from salt water air; Textolite 
plug is reversible and handle has 


* thumb rest on both sides for right or 


left hand use of iron. 


‘ MIXER, DM-8 


Automatic portable mixer designed to 
mix, beat, whip, in the shortest possible 


‘time; exclusive 3-beater construction 


provides thorough and uniform mix- 
ing ; beaters are easy to remove, per- 
mit use of a 1-position bowl support; 
multi-speed switch located close to the 
handle to provide single-hand control 
of the complete range of operating 
Permanently oiled motor; 
special control lever allows motor to 
be swiveled right on its base for easy 
use ,of all accessories; built-in light 
gives complete visibility of mixing 
operation. 


TOASTER, T-48 


Streamlined with attractively em- 
bossed side panel doors; expanding 
hinge control of doors permits English 

muffin toasting; bright finish with 
black handles. 


TOASTER, T-77 


Automatic toaster, toasts 2 slices, 
both sides at once. Temperature con- 
trol can be set to taste; selector knob 
allows choice of having toast pop up or 
remain in toaster to keep warm after 
browning; current shuts off in either 
case; bright metal finish; mottled ma- 
hogany Textolite base control knobs 
and lifting handles. 


ROASTER, C-19 


Signal light shows when roaster is 
on-and-off ; automatic thermostat con- 
trols cooking temperatures from 150 to 
550 deg.; quick-heating element of 
nickle-chromium; Blanket-type glass 
wool insulation minimizes heat loss; 
heavy-gauge wire baking and lifting 
rack makes it easy to remove com- 
plete meal at one time; sliding cover 
vent controls air circulation for proper 
browning of roasts; holds 18 liquid ats. 
Finished in corrosion-resistant white 
— enamel, with black-finished wood 
eet. 


COFFEE MAKER, P-5 


Exclusive G-E brew compensator 
assures two to a cups of clear, 
rich-flavored co uniform 
strength. Pyrex bowls nat one cup- 
marked. Comes with fast-heating elec- 
tric stove. 


COFFEE MAKER, P-5 


Same as model above but comes 
without stove. 


COFFEE MAKER, P-7 


Two-heat stove with automatically 
controlled low heat; pilot light glows 
when warming unit is on; Decanter 
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- INSURES A LONG AND USEFUL LIFE FOR ELECTRICAL APPLIANCES 


de electric iron is a beautifully designed 
appliance from the standpoint of utility as well as appearance. 
At vital points ALS1Mac Insulators are used because their idea! 











is mechanical and electrical properties are permanently dependable. 

a Master of power and heat, AtS1Mac Insulators are strong, hard 

- and rigid—do not distort by loading, nor do they shrink with time. 

- AtS1Mac Insulators are non-corrodible. Do not absorb moisture. 

. Cannot char. ALCO hes been awarded for the fifth 
- AtS1Mac Insulators are economical because of high speed pro- time the Army-Navy “E ” Awerd for 
. duction, convenient in assembly because they are uniform in size. quality of essential war product 

d A variety of AtS1Mac Steatite Ceramic bodies makes possi- 


ble selection of the material best suited to your requirements. 
Our specialized knowledge of insulator materials and designs 


has proved valuable to many leading manufacturers of electrical A L S | M 8 G 


appliances. Put this KNOW HOW, gained from 43 years 


experience, to work for you. TRADE MARK REG. U.S. PAT. OFFICE 


AMERICAN LAVA CORPORATION, Chattanooga 5, Tennessee °C ™AMIG INSULATORS 


43RD YEAR OF CERAMIC LEADERSHIP 





TTS. Ss 
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dependably 


quietly, efficierstly, 







DELCO 
MOTORS 


Delco Products’ engineering know-how . . . backed 
by years of manufacturing experience . . . has 
given the appliance industry compact Delco 
motors that are right for the job. Every Delco 
motor is designed specifically to meet the particu- 


lar requirements of the application . . 


. to provide 


a motor drive that is quiet, efficient, dependable. 


Delco Products’ greatly increased manufacturing 
facilities will be ready to meet the increased 
demands of the appliance industry. Delco motors 
and Delco hermetically-sealed power units will be 
built in volume to provide leading makes of refriger- 


ators, washers, 


ironers, stokers, oil burners, air 


conditioners and other appliances with the best 
in motor drives. Manufacturing capacity will be 
adequate for all needs. Let Delco Products meet 
your motor requirements. Delco Products Division, 
General Motors Corporation, Dayton, Ohio. 


Keep Buying War Bonds 





TOMORROW'S LEADING 


WILL BE 


— 
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GE Production Schedule 
(Continued) 


top keeps coffee in lower bowl hot 
and helps keep flavor in; Pyrex wide- 
mouthed bowls; Textolite base. Brew 
compensator assures uniform strength 
for 2 to 8 cups. 


COFFEE MAKER, P-8 


Entirely automatic; after measuring 
coffee and water, red starting button 
is pressed and entire coffee-making 
operation automatically follows; when 
coffee returns to lower bowl, the stove 
switches to low heat and keeps coffee 
hot until served; Pyrex glass bowls 
have metal band decorations; Cup- 
marked lower bowl has newly de- 
signed cool black Textolite handle 
with integral thumb rest for easy 
pouring: upper bowl has clamp-on lid 
with handle for easy removal. Brew 
compensator assures uniform strength 
coffee in brewing from 2 to 8 cups; 
Pilot light glows ruby red when 
warming unit is on. 


WAFFLE IRON, Y-194 


Wide base tray catches batter over- 
flow. Expanding hinge helps ensure 
even thickness of every waffle. Indi- 
cator shows when heat is sufficient to 
bake. Makes one }-inch waffle. 


WAFFLE IRON, Y-199 


Automatic; has heat control easily 
operated by cool Textolite knob: Sig- 
nal light shows when to pour batter 
and when waffle is done; Smartly 
styled, bright finish with old-ivory 
Textolite handles: Expanding hinge; 
Makes one 63-inch waffle. 


WAFFLE IRON, Y-198 


Twin-unit waffle iron bakes two 5 
by 54 in. waffles; heat indicator, wide 
tray base, expanding hinges; bright 
finish with ebony Textolite handles. 


SANDWICH GRILL, G-37 


Toasts sandwiches grills and frys; 
has a quick-heating nickel-chromium 
heating unit; pressed aluminum grid 
has a drain and cup to catch grease; 
bright finish with black Textolite 
handles; interchangeable cast alumi- 
num grids available. 


SANDWICH GRILL, G-38 


Textolite thermostatic control dial 
automatically sets temperature for 
toasting, grilling and frying; Signal 
light shows when desired heat is 
reached; Nickel-chromium heating 
units distributes heat evenly over en- 
tire cooking surface; Grids have drain 
and cup to catch grease; bright finish 
with Textolite handles; Interchange- 
able grids available. 


PORTABLE HEATER, PHIAI 


Arizona radiant convection type 
heater attractively styled in a semi- 
circular design with polished metal 
reflector, grey “hammered” exterior 
finish; nickel-chromium unit; cool, 
convenient handle. 


PORTABLE HEATER, PH2A1 


Sunbowl heater has easily adjusted 
14-in. copper reflector that throws heat 


to any part of the room; grey finish. 


HEATING PAD, PS5A3 


115-volt heating pad on ac or dec as- 
bestos-wrapped wire; Two non-radio- 
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interfering thermostats restrict tem- 
perature to approximately 165 degs. 
maximum; multiple switch permits 
operation at 3-speeds; pad is filled 
with soft flame-retardent material and 
covered with a removable downy 
rayon-cotton fabric; Inner cover of 
waterproof rubberized material re- 
sistant to moisture and perspiration; 
12 by 15 in. 


HEATING PAD, PS5Al 
Similar to PS5A3 except removable 


outer cover is of waterproof rubber- 
ized material with a soft cotton napped 


exterior; resistant to moisture and 
perspiration; inner cover soft, durable 
fabric specially selected for the pad. 


HEAT LAMP, IR-4 


This table-godel lamp uses a special 


2°0-watt bulb for application of infra- 
red rays to the body; reflector is 
self-contained in bulb and provides 


the proper concentration of rays; 
strong metal 7-inch diam. hood pro- 
tects lamp from breaking and acci- 
lent; tilting adjustment permits ready 
selection of height and angle of lamp 
for application of rays from either a 
position on a table or mounting on a 
wall 


FAN, FM10S41 


10-in. oscillating fan delivers 500-cim 
‘4th cent an hour; 4-bladed model and 
the blades are newly designed to pro- 
vide forceful—but quiet—air delivery ; 
streamlined motor housing is sup- 
ported on a bright finished support 


which has a thumb-nut tilting adjust- 
ment; molded plastic base. 
CLOCK 


Chantilly alarm clock; curved top 
clock, 44 in. high, 4% in. wide, 3 in 
deep; ivory plastic case; hour and 
minute hands are dark brown against 
an ivory dial; self-starting mechan- 
ism sealed in a lifetime bath of oil. 


CLOCK 


Troubadour _ self-starting electric 
alarm with luminous numerals and 
hour and minute hands on a tan dial; 
rectangular case is 5 in. wide by 4 
in. high and 3 in. deep; antique ivory 
plastic. 


CLOCK 


Corporal self-starting alarm 58 in. 
square and 33 in. deep; ivory plastic 
case. . 


AUTOMATIC BLANKET 


New model, incorporates many of 
the new developments that have been 
built into the famous G-E heated flying 
suit. A full description of the blanket 
will be forthcoming shortly. Enough 
to say that it is a 110-volt model and 
that the transformer is eliminated. 


VACUUM CLEANER, AVF-19 


Streamlined deluxe floor model; 2- 
speed motor slow for incidental daily 
cleaning and fast for thorough weekly 
cleaning; semi-automatic foot-oper- 
ated nozzle adjustment eliminates 
stooping, makes it easy to adjust 
cleaner for every thickness of rug; 
handle lock is foot-operated, handle 
is hollow to hold a dust cloth; fully 
tufted brush rubber mounted to re- 
duce vibration. The cleaner is finished 
in polished aluminum with maroon 
trim. An oversized rubber bumper 
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Gin abe 


HERE IN THE 


GREAT CHICAGO AREA 


| 
yup 
| Compact, easily specessible Car and factory shipments, the 


strategic $4,496,734,000 Chicago market is Tdeally lepated ot the 
heart of Ae Here is a market fortified by d income 
and - bil savings—a market famdus for its i iveness to 
advertising ‘and’ its record- breaking volume ns “ 


















you can build 
VOLUME quickly... 


Wilt ts glindas pent-up demand for ovtos, wash- 
ing machines, refrigerators and “big unit” products 
generally, the Chicago market offers enough business 
to take the entire output of many manufacturers. Get 
set today for your full share of the first post-war selling. 









Build solidly for a continuing, profitable operation. Do 
it through a specific sales program based on the find- 
ings of an auto and household appliance investigation 
among consumers and dealers ... a survey conducted 
by the Chicago Tribune and now ready for your study 
and use. 


and get set for a 
BUYER’S MARKET... 














You can do all this at one low cost through a single adver- 
tising medium—the Chicago Tribune, bought, read and 
bought from as is no other medium in the Chicago area. 
One out of every 3 families in 756 cities and towns of 


1,000 or more population in this market reads the Tribune 
on weekdays—on Sundays, practically every other 
family. And only the Tribune gives you a choice of mono- 
roto, coloroto, comicolor, newsprint color, or black and 


white —at one of the lowest milline rates in the country 








) M,. oddress 
the Tribune SALES PRC cen 
nt facts of » : .« Tribune, Tribune 
snal Advertising 4 
relives, 


pertine 


m, Mar eg 


CHICAGO TRIBUNE 


PER 
GREATEST NEWS PA 


THE WORLD'S 


rcylation 
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NEW PRODUCTS 


GE Production Schedule Drawer model 160, has 16 cu. ft. 
gap capacity, 63 in. high, 60 in. wide, 
(Continued) 29 in. deen; 4 h.p. unit. 


Chest model 60, has 6 cu. ft. 


spares the furniture; a 25-watt lamp 
| spotlights lurking dust. 


VACUUM CLEANER, AVF-17s 


Is the same as the AVF-19 except 
that it has a one-speed motor; finished 
| in brown and tan. 


VACUUM CLEANER, AVT-150 


This tank-type model comes com- 
plete with an 8-foot hose, two 2-inch 

| extension tubes, a rug tool (11 in. wide 
with built-in adjustable brush), 5-in. 
upholstery nozzle, a blower tool for 

| blowing and suction in and around 
radiators, etc., a swivel floor brush 





with long pliable bristles, a dusting capacity, 47 in. long, 27 in. wide, 

tool, sprayer and deodorizer for de- 36 in. high, 1/6 h.p. motor, no 

odorizing and demothing; accordion- drawers. 

folded bag; foot-operated switch; Top compartment of cabinet pro- 
| condenser to reduce radio interference ; vides approximately 2 cu. ft. quick 
| air filter that gives off a slight pleas- freezing space; each of 3 storage 
ant odor of pine; brown and tan. drawers below has capacity of ap- 


oa ily Pe 
VACUUM CLEANER, AVT-701 ee 
| Electrical Merchandising, September, 
Is generally the same as the AVT- 1945 
150 except it lacks some of the fea- 
tures—has no condenser or filter; v 
equipment includes a hose, 2 extension BRANFORD Oil Burner 
tubes, rug tool, upholstery nozzle, 
blower tool, floor brush, dusting tool Malleable Iron Fittings Co., Branford, 
and sprayer; in ivory and brown finish. Conn. 
+ Model: Branford Model H. 
Selling Features: Flange or base 
mounted; high efficiency at low fir- 
ing rate; % gal. fuel per hr. up to 
2 gals., compact—only 11 in. pro- 
jecting from boiler; Rotoflex motor 
mounting; “Airvolute” air pressure 
control; Branford exclusive combus- 
tion head. 
Availabliity: Assembling a few burn- 
ers each week. 


Electrical Merchandising, September, 
1945 | 

















FREEZ-ALL Home Freezers 


Portable Elevator Mfg. Co., 
Bloomington, Ill. 


Models: Drawer model 80, chest 
model 60 and dsawer model 160. 


| Selling Features: Drawer models 80 

| and 160 equipped with easy pull-out 

MAIL COUPON drawers; fast freezes foods in top 
ae compartments, stores food in draw- 


ers below; hermetically sealed re- 
frigeration unit; 5 in. insulation; 
FOR NAME OF YOUR tightly fitted in cabinet walls and FRIGIDAIRE Refri 
thoroughly sealed; streamlined cab- gerator 


NEAREST DISTRIBUTOR ae mused sehen 


Models: First to come off assembly 
line is model MI-7 to be followed by 
Models DI-7 and DPI-7. 

Selling Features: All models have 
7 cu. ft. capacity, 12 sq. ft. shelf 
area; large frozen storage capacity; 
drawer type meat tenders; sliding 
cold storage trays, sliding glass top 
hydrators; Meter-Miser sealed ro- 
tary type compressor; aluminum 
Quickube ice trays with built-in 
instant-cube release and automatic 
tray release; cold control for regu- 
lating freezing speeds and cabinet 
temperatures; “Freon-114”  refrig- 

MANUFACTURERS + DOMESTIC AND INDUSTRIAL Dawe ht Mika, 

capacity, 63 in, high, 29 in. wide, 34 Electrical Merchandising, September, 


HEATING UNITS * SWITCHES © CONTROLS | in deep; i hp. unit 1945. 
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1825 North Monitor Avenue + Chicago 39, Illinois 
Gentlemen: Please send me name and address of nearest T-K distributor. No obligation. 
() Please send Catalog and Service Manual No. 8 


FIRM NAME____ 





ADDRESS __ ciry 
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This great ironer was designed to meet the needs of 
over 25,000,000 women e 


oo I ER ee f 





.a Remarkable Automatic Table 
Model lroner which gives you many 
cabinet operating features at a 


portable price! 


\ 







\ 


CM 


PA AAAA 


This DIAMG@NO JUBILEE Model...the resuh of 75 years’ 


a 
experience anfiapating and meeting laundry needs of American 


Homemakers is “SUPERCHARGED” with SALES POWER 


Horton has been awarded: The Army-Navy 
“E” with four stars. The Army Air Force 


. because it offers what women want 
in an ironer, as revealed by a great 


home-ironed garments a professional 
’ finish. 





Quality Rating with full responsibility for 
detailed inspec- 
tion of production. 
The National 
Security Certifi- 
cate. 











FORT WAYNE, INDIANA 
MAKERS OF AMERICA’S FIRST 
AND FINEST WASHERS FOR 74 YEARS 


national home magazine survey and 
our own research among dealers and 
homemakers — greater ease of operation. 


An amazing new invention that elimi- 
nates to a great degree objectionable 
cooling of the shoe while ironing . . 

and provides instead a sustained, 
constant, flowing heat that not only 
shortens ironing time, but gives 


Knee, elbow and finger-tip controls—so 
simple, so responsive to the slightest 
touch, that both hands are free 99% 
of ironing time. 


In addition—other exclusive features 
formerly found in higher priced 
models that give your customers 
cabinet model performance at portable 
price. 


*Electrical Merchandising report—January, 1945 





For full particulars of the Horton Diamond Jubilee Portable 
Ironer—as well as advantages of a Horton dealership, write 


HORTON MANUFACTURING COMPANY, FORT WAYNE, INDIANA 
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this modérn efficient 
Regulator Set: 


“A-P" WALL THERMOMETER 


Controls room temperature to a de- 
gree above or below setting. Easy to 
nstall. Attractive cover contains ac- 


curate thermometer. Convenient 


manual setting controls steady heat. 


“A-P" LIMIT CONTROL 


—prevents built-up furnace heat from 
making room temperature greatly ex- 
thermostat 


ceed setting. 


— Set dial according to sea- 
son and outside tempera- 
ture—stopping overheating and waste 


of fuel. 


AUTOMATIC PRODUCS 


3 MILLION FURNACE REPLACEMENTS will be made 
—now, and during the first five years following the 
Your community will share in this highly re- 
munerative business, and you can profit directly—both 
from installing new furnaces and from the sale and 
installation of “A-P” 3-Piece Automatic Regulator Sets. 


EVERYONE wants automatic heat control for hand- 
fired furnaces—and you're the one to supply your 
with 


“A-P” Automatic 


“A-P" DAMPER REGULATOR 


COMPANY 


2400-C N. THIRTY-SECOND STREET 
MILWAUKEE 10, WISCONSIN 






- Hustrated Bulletin Cow 
and Installation” 


ations 


with unusual lifting power. A 
sturdy unit—corrosion resistant 
for basement installation — 
needs only once-a-year oiling. 
Automatically relatches at next 
operation after stoking fire. 


DEPENDABLE (0«f20l2 


FOR HEATING © AIR CONDITIONING © REFRIGERATION 


ee Sera ds 


ee 6 ee ee 
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Selling Features: 


Device: 


- NEW PRODUCTS 





LOVELL Dryer 


Lovell Mfg. Co., Erie, Penna. 
Device: Lovell automatic tumbler- 


type clothes dryer. 


Capacity 10 lbs. dry 
clothes; electric or gas heat; auto- 
matic adjustable thermostatic con- 
trol; automatic shut-off; automatic 
lint collector ; 4500 watts, 220 volts; 
slow speed action of tumbler to- 
gether with air flow and automatic 
controls provide dryer with drying 
cycle which holds clothes temper- 
ature to a point that prevents shrink- 
ing. 


Electrical Merchandising, September, 
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MODERN-MAID Dish Washer 


Modern Maid Co., 122 S. Michigan Ave., 


Chicago, III. 
Modern- Maid 


dishwasher 
sink, 

Selling Features: Steel sink and 
dishwasher finished in acid resistant 
white porcelain; can be installed 
without change in plumbing ar- 
rangements in space 48 x 25 in. 
equipped with + h.p. motor; each 
unit has 3 trays—l for dishes, 1 
for silver, each rubber-coated to 
prevent nicking or scratching; and 1 
for vegetables and table linen of 
brass wire mesh. 

“Vacuum-action” forces 140 gals. 
water per min. over dishes, com- 
pletely submerging them; trays 
holding dishes do not move during 
washing process; washing action 
complete in 3 min.; washes pots and 
pans just as efficiently as dishes; 
cabinet available in steel or wood 
with glossy white enamel finish. A 
special pull-out rubber hose-spray is 
provided for rinsing dishes with hot 
water. 

Price: $187.50 f.0.b. factory. 


oe Merchandising, September, 
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HOTPOINT Beneve 


Edison G. E. iance Co. 
5600 W. Taylor St., Chicago, Ui. 
Models: First ranges to come off 


Hotpoint assembly line will be made 
in 3 models—Masterpi RC-8 de- 
luxe; Hostess RB-17 moderate 
priced model; and Century RC-15 
lowest priced model. 


Features: Masterpiece will 
have fully automatic clock control 





timer, Calrod heating units; twin 
Venetian lights; illuminated switch 
dials; warming compartment; giant 
Thrift Cooker; oven racks for 
roasts; condiment set, 38 in wide, 
25 in. "deep. Hostess model will be 
equipped with automatic clock con- 
trol and timer; vanity Venetian 
lights ; indicating switch dials; 6-qt. 
Thrift cooker and Calrod heating 
units; occupies 37 in. x 25 in. floor 
space. 

Century model has 1-piece porce 
lain cooking top and newly designed 
storage bin across entire front of 
range; Calrod heating units and 
standard Hotpoint oven. 


Electrical Merchandising, September, 
1945, 
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NORGE Water Cooler 


Norge Div. Borg-Warner Corp., 
Detroit, Mich. 


Hevice: Portable water cooler. 


Selling Features: Small, easily trans- 


portable; adaptable for use in offices 
homes, hospitals, hotels, clubs; ca- 
pacity 14 gal. which can be cooled in 
l-hr.; powered by 1/12 hp. her- 
metically-sealed “rollator” unit; 
water compartment styled to hold a 
l-gal. bottle or can be filled from a 
pitcher; will also hold 5-gal. bottles 
if desirable; cup dispenser is at- 
tached to front of cabinet ; approxi- 
mately 22 in. wide, 13 in. high, 12 in. 
deep. 


Electrical Merchandising, September, 
1945. 
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cacte NVIUMATIC ROASTER 


ELECT 


THERMOSTATICALLY CONTROLLED 











@ What will the new Miracle Electric Automatic Roaster 
be “cooking” when production starts? We know! Gravy. 
Juicy profits that meet expectations, beat competition, and 
butter your cash drawer. 


Like all Miracle products, the new roaster is fairly bursting 
with top-notch features...22-quart capacity. ..rectangular 
design. ..thermostatic control, with on-off Tel-tale light... 
aluminum cooking pans with lids. It bakes, roasts, fries, 
grills, broils or stews... what’s more, it cooks a whole 
meal at one time. 


It’s the roaster with real sales features...soundly engi- 
: DELIVERIES TO BE ON ALLOCATION BASIS... 
neered, guaranteed...smart looking...easy to operate... GctdEIE ME Apcticnces are slmcet seedy for 
economical and easy to maintain. delivery and others will follow in rapid succession. 


Millions of homes want the convenience, the full flavor A few MIRACLE FRANCHISES still available. 
meals of a Miracle Roaster. Soon Miracle can supply them. 


Plan your stock now. Call your jobber today! Mail this coupon for facts. 


Miracle Electric Company 
36 South State Street 
Chicago 3, Illinois 
oa Yes—lI'd like to know how we can get earliest possible delivery of 
Miracle Appliances. 
Store Name 
Address 


City — 





Buyer 





Jobber 
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is Prepared 
for YOUR. "ome Ir 


Under 


/ 


Y sterday We 
Profit: ! 


conversion  tHor?! 


5 net, 


Equipment Is Arriving Construction Is 


Promised You . 


Way 


Today We're Reconverting For Your Tomorrow 


5 


Re re 


Conlon COMES THROUGH 


1. New but proved washer mech r. st and latest metal fir 
anism f lust ing departms 
1200 washers 


hours 


Large 
nt capacity 


or ironers every 24 


2. Styling perfection 
3. Increa 


cle Mel iclalmiclaliiiict: 





HEN “booking your business" for tomorrow Céefore promised greatly ex- 
panded facilities to handle increased sales while the “bloom is on the rose’ and after, to insure 
deliveries and an economical operation. It introduced to it's dealers and selected outlets the 
multiple allotment plan over a year ago, ‘thus insuring three times what you would expect 
under usual circumstances. 


*Chicago Market Daily 









UALITY 
and TRONERS 


52nd Ave., 





CONLON Corporation 1824 So. 





Chicago 50, 
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UNIVERSAL Cleaners 


Landers, Frary & Clark, Inc., New Britain, 
Conn. 


Cylinder, 





floor and hand 


Models: 
models. 
Selling Features: Cylinder model fea- 
tures Tattle-Tale light which 
flashes when dirt bag needs empty- 
ing, preventing loss of suction 
caused by overfilled bag; air-tight 
connections; thread-picking, _ self 
cleaning nozzle designed to permit 
use of more powerful suction; rub- 
ber sealed air-tight germ trap cleans 
and purifies air; triple turbine type 
fans and scientifically designed ball- 
,bearing motor, a.c. or d.c. provides 
super suction, weighs 144 lIbs.; cyl- 
inder is 24 in. long, 9% in. high, 
7%4 in. wide. 13 attachments: 8% 





in. hose, self-cleaning nozzle, bare 
floor brush, floor polisher, radiator 
tool, utility brush, deodorant moth- 
proofing unit, germ trap filter, 
Blue 
kitche 
sprayer, 2 straight wands and a endles 
drapery nozzle. Blue polymeroid sink a 
finish. shown 
Brush-type floor model has motor and bi 


driven oilless bearing brush, ball- 
bearing motor, chrome handle and 
hard rubber handle grip; single 
nozzle adjustment; tilting device on 
side of handle ball, patented gear 
swivel wheel, envelope type brown 
easy-to-empty bag; streamlined 
headlight motor housing and nozzle 
in tobacco brown with crackle fin- 
ish. Weight in 2 cartons, 1914 Ibs. 
5-piece set of attachments include 
7-in. drapery nozzle, utility brush 
and radiator tool. 





Hand cleaner for car interiors, 
homes, apartments and stores; has 
deodorizer, moth exterminator and 
blower attachment weighs only 4 
Ibs.; designed to get into .hard-to- 
get-at places. 

Availability: “Hope to allocate in 
limited quantities to trade in fourth 
quarter of year.” 

as ve Merchandising, September, 
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Blue illustration shows model be 
kitchen assembly —one of an 

endless variety. The cabinet 

sink and wall and base cabinets 

shown are all standard units styled ? 

and built by Morton. bee 


The ‘‘PANTRYETTE"*.. . 





MORTON Features Kitchen Improvement by Easy Stages 
Continuous Profits... Repeat Gusiness.. . Growing Volume 


If you want to profit by the latest developments in the kitchen 
equipment business, you’ll adopt the Morton way of merchandis- 
ing. If you want advanced styling, efficient design and a dealer- 
minded sales and merchandising operation, you’ll find it in the 
Morton line. If you want to benefit by the experience of a pioneer 
builder of steel cabinets, apply for the Morton Dealer Franchise. 


Leave Prewar Methods Behind! 


Kitchen appliance dealers who have experienced the difficulties 
and high cost of selling custom-built complete kitchens will wel- 
come the Morton “Unit Sale” plan. It’s as simple as A-B-C. The 
Morton line is ideal for complete installation in new and remod- 
elled homes. It appeals especially to the great volume market— 





*Trademark Registration Applied For «+ 


COPYRIGHT 1945 MORTON MANUFACTURING COMPANY 


General offices + 5105-43 West Lake St., Chicago 44, 
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iz sliding glass doors open to show inte- 


Uses Idle Wall Surfaces for Extra Pantry Space 


« Factories 























At left, Morton “Pantryette,”’* with 


rior arrangement. The fluorescent fix- 
ture concealed in cabinet bottom lights 
both interior and working surface be- 
low. Available in various widths. 


the millions of homemakers who will improve their kitchens little 
by little, a unit or more at a time. These customers, who will mod- 
ernize gradually —as fast as their budgets permit—will produce a 
steady flow of year-round business. ‘‘ Unit Sales’’ mean more traffic 
for your store, extra business, and low sales and handling costs. 


WRITE TODAY for the name of the Mor- 
ton distributor in your territory. Retailers 
of kitchen equipment are invited to send 
for a copy of the new Morton dealer 
handbook, which outlines the excep- 
tional advantages of the Morton pro- 
gram. INVESTIGATE! ACT Now! 


wang, 


at Chicago and Libertyville, Ill. 


P 
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MAGAZINE AND 
RADIO ADVERTISING 


Here’s your profit leader for tomorrow! 
A big PRE-SOLD market awaits G-E receiving tubes 


ONEY WILL BE MADE by radio 

dealers and service men who 
sell G-E electronic tubes, once these 
are available in volume. The market 
‘teeiedtly and waiting. Every month 
19 leading magazines with a total 
circulation of 30,000,000 tell readers 
about G-E tubes. Every week listeners 
in 7,000,000 radio homes hear a 
similar message over CBS. 


The people who read and hear about 
G-E electronic tubes are favorably in- 


GENERAL @ 


iluenced by the fact that for years, they 
have known and used G-E lamps— 
have been familiar with the many 
G-E household appliances. 


Here is your big chance, as a radio 
dealer or service man, to cash in on 
the popularity that goes with the big- 
gest name in electronics. Here is your 
straight, sure road to volume sales of 
a product known to everybody—one 
that will be consistently profitable to 
handle: G-E electronic tubes. 
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Don’t delay the steps to secure your 
share of this pre-sold tube market 
that’s just ahead. Write for the name 
of your nearest G-E tube distributor. 
Address Electronics .Department, 
General Electric, Schenectady 5, N. Y. 





Hear the G-E radio programs: "The World 
Today” news, Monday through Friday, 6:45 
pb. m., EWT, CBS. "The G-E All-Girl Orches- 
tra,’’ Sunday 10 p. m., EWT, NBC. "The G-E 
House Party,”’ Monday through Friday, 4 p. m., 
EWT, CBS. 


ELECTRIC 


176-D3-@680 








| 


% THERMADO 


“Seven Leagues Ahead” 
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ELECTRICAL MANUFACTURING CO. 
5119 South Riverside Drive + Los Angeles 22, California 
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HAMILTON Clothes Dryer 


59 








































: i ot ‘s , Hamilton Mfg. Co., Two Rivers, Wis. 
ty Pa ie Device: Hamilton “Fluff-Dri” auto- 
FOR MAINT 3 matic clothes dryer. 
we Selling Features: Damp-dries average 
CONSTANT PILOT FE washer load in 15 to 25 mist; com- 


plete drying takes 20 to 28 min. per 
washer load; maximum load of 9 
Ibs. of dry clothes and up to 18 Ibs. 
of wet clothes; automatic thermo- 
stat shuts off heating element, mak- 
ing it impossibie to damage clothes ; 
built-in lint catcher; Hamilton 
dryer patented principle gives high 
drying temperatures and rapid dry- 


INDEFINITELY 


ing temperature; drum operates at 


has always occupied much of the engineering thinking at" A-P”’. 50 rpm; 1/6 h.p, 110 volt a.c. mo- 


to provide Control with the Viscosity Selector 
to furnish Control with Electric Conversion 
Top for Automatic Temperature Regulating 
to develop the “Oil Lifter” to pump oil from 
remote storage to heater 

to develop successful automatic control for 
Vaporizing Oil Burning Hot Water Heater 
to equip with Automatic Temperature Control, 
adding EXTRA profit-making devices without 
Ap) rieed for troublesome changes or adjustments. 


5 ep A be nd 





NOW OFFERS the new “MAGIC PILOT” in the 
“A-P” Constant Level Oil Control — maintaining 
a constant pilot feed indefinitely. 





Completely revolutionizing the automatic control of oil- NORGE Home Freezer 
burning water heaters, floor furnaces and furnaces, this new Norge Div. Borg-Warner Corp., 
“A-P” MAGIC PILOT maintains a constant pilot flame in- Detroit, Mich, 

definitely by automatically controlling the oil flow required Device: Home and farm freezer. 

by the low-burning pilot. The oil flow orifice prevents clog- Selling Features: Four sizes—3 for 
ging and oil waxing. city or suburban home primaril 
Again, “A-P’ advanced thinking and engineering provide and fourth for farm; capacities é 
new applications of automatic heat control — bring new il, we Pr 26 cu. ft.; ce tin 
markets, greater profits to manufacturers and dealers of vapor- styled a Dayare pen Bie» yy te 
izing burning appliances. Write for bulletin describing the equipped with 1/6 hp. "hermetic 
new, service-free ‘A-P’’ Oil Control with “MAGIC PILOT.” motor-compressor unit; 11-ft. cabi- 


net has 2 h.p. motor ressor and 
AUTOMATIC PRODUCTS COMPANY fs sore are ah eparae 
freezing section, while compartments 

2400 NORTH 32nd STREET © MILWAUKEE 10, WISCONSIN have individual lift-lids equipped with 
a ‘ pon va a2 a locking device. 184 cu. ft. model 
my : holds more than 500 Ibs. frozen foods 

and is intended for large-scale gar- 
deners; 2 large food storage com- 
partments, separate freezing space 






unit. 
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NEW PRODUCTS 


GIBSON Refrigerator 


Gibson Refrigerator Co., Greenville, Mich, 
Model: F-782 De Luxe Freez'r Shelf 


refrigerator. 


Selling Features: Net capacity 7.14 


cu. ft.; shelf area 14.05 sq. ft.; 
equipped with chill-drawer; moist- 
cold vegetable freshener; Defrosta- 
jar; tilt-bin; interior light; drop-type 
porcelained Freez’r compartment 
door; 3 full-width and one small 





crystal glass shelf; 1 standard ice 
cube tray with “Jack Robinson” 
grid, and 3 standard ice cube trays 
with grids. 


, . ing action with no air intake blow- Hay « _ 
Smmfe to CONG eee ing against the heating element and ae fe 2 sallgg product us 
ste ; ; ; — Lae — port Oo. dee dsy- ‘Electrical Merchandising, September, 

the successful operation of Vaporizing Oil Burning Appliances ee ee a 1945, 


v 


As a result, manufacturers of this rma have acquired the tor; 220 volts, 4400 watts; white 
habit of coming to “A-P” with all their control problems. This Delux enamel finish; 39 in. high, 31 SUNSTRAND Oil Burners 
= created - imgunens ns rs “firsts” in the industry; that Pe teen ship He Sunstrand Engineering Co., Rockford, Il. 
ave constantly Offered the dealer greater prof Opportunities. fourth quarter -of 1945. — Models: A-2 ‘foot-mounted and B-4 
Hairs f Electrical Merchandising, September, bracket-mounted oil burners. 
HAS BEEN eee 1945. Selling Features: All-electric, inter- 
mittent ignition; 2-pele mid-point 
to offer Custom-Calibrated Metering Vv. 


seme transformer, desi .for 
vy duty; built-in radio imterfer- 
ence eliminator; transformer-igni- 
tion nozzle unit eliminates high ten- 
sion flexible leads; improved nozzle 
atomizes No. 3 or lighter oils with 
foglike spray, stainless steel tip; 
Rota-Roll fuel eliminates pipe and 
connections formerly required, oper- 
rates on continuous rotary principle ; 





direct drive; light cast aluminum 

multivane fan weighs only % Ib.; 

controls include room thermostat, 

boiler or furnace limit switch, com- 

bustion control; 1725 r.p.m., 110 

volt, 60 cycle, single phase motor. 
A-2, 7. to 2 ghp capacity, % h.p 
motor 5x3 in. fan. B-4, 1.35 to 3 
ghp capacity, $ h.p. motor, 6 x 3 
in. fan. 


covered by locking lift-lid, 4% h.p. Perey: Limited production has 


gun. 
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ARE YOU USING THE WESTINGHOUSE 


“OVER-THE-COUNTER” MOTOR EXCHANGE SERVICE? 


® to keep customers happy 
@ to build good will 


®to make more profit 








. ask about it today. Bulletin B-3336 tells all. Westinghouse 
Electric Corporation, P.O. Box 868, Pittsburgh 30, Pennsylvania. 


Westinghouse gab small 


a 
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Of one thing you can be sure... sales 
grow when you can show a motor they 
know. That means a Westinghouse motor. 
For over fifty years customers have been 
given superior performance by millions of 
appliances because they were powered by 
Westinghouse motors. So whether it’s for a 
coal stoker or a household appliance, they 
know they can trust a Westinghouse motor. 

This Westinghouse motor-acceptance is 
a sure-fire sales ‘‘clincher’’ for you. And 
the Westinghouse ‘‘Over-the-Counter’’ Motor 
Exchange Service for fractional horsepower 
motors makes motor servicing easy and 


profitable . . . keeps customers happy. 
j-03225 


motors 
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One of the country’s best known manufacturers of refri- 
gerator cabinets offers you a streamlined “packaged” 
kitchen cabinet line. Sell individual Kitchen-Kraft units 
or sell them as complete Kitchen-Kraft steel Kitchens. 























N 





ao 


Ai KITCHEN-KRAFT 
UTILITY CABINETS 


Available as broom closets or stor- 
age cabinets in a variety of sizes. 
Come with adjustable shelves. Fit 
perfectly with other units. 

















































KITCHEN-KRAFT 
BASE CABINETS 
Sizes to fit any kitchen. 
ample toe room on base. “* 









door combinations. 








Made with 
Finger- 
Tip” control sliding drawers. In- 
sulated doors. Many drawer and 


~ 

































KITCHEN-KRAFT 
SINK UNITS 


Finest steel, porcelain enamel- 
ed in Midwest’s own porcelain 
plant. Available in single or 
double sink units. A complete 
unit, ready to install. 


i? 

















KITCHEN-KRAFT 
WALL CABINETS 











many sizes. 

















shelves. 


For use over Base Cabinets, 
stove, refrigerator. Available in [7 
Heavily ehrome 


a0 plated hardware. Adjustable 


> 







































Chicago... 








New York .. 


MIDWEST 
MFG. COMPANY 


GALESBURG, 


ILLINOIS 


Sales Offices 
- 911 Furniture Mart 
- 206 Lexington Ave. 























Models: 


Selling Features: 


Model: 








IRONRITE lroner 
Detroit, Mich. 


The Ironrite lroner Co., 
70 and 75. 


Cabinet-type model 
75 equipped with cast iron shoe that 
holds heat evenly; both ends fully 
open and unobstructed; Strate-Coil 
heating element embedded in shoe; 
25 in. roll has both ends open; 
black plastic forming board; fully 
automatic control, adjustable feath- 
er-touch knee control and knee press- 
ing control which leaves both hands 
free at all times; lap board protects 
operators clothes from damp gar- 
ments and provides shelf for folding 
clothes; safety pilot light shows red 
when heat is on; 200 Ibs. pressure 
constantly maintained; 1/12 h.p., 
2-speed motor, $3. additional. Baked 
enamel cabinet with porcelain 
enamel top. 

Model bo is identical with model 
75, without table top. 


Availability: Expect to start sample 


deliveries by October Ist. 


Electrical Merchandising, September, 


1945 


v 





BATTLE CREEK Health Lamps 
Battle Creek Suipoet Co., Battle Creek, 


SunArcs U-4 and U-7. 


Selling Features: Produces both ul- 
tra-violet and infra-red rays; sep- 
arate switches for each may be used 
separately or simultaneously; re- 
flector tilts to any angle; U-4 has 
100 watt S-4 bulb and 3 special 
infra-red elements; adjustable stand 
from 35 in. low to 56 in. high; con- 
sumes 3 amps infra-red and 2 amps 
ultra-violet. U-7 equipped with S-1 
lamp, 400 watts; 4 infra-red ele- 
ments, 400 watts, using a total of 
800 watts; enclosed transformer in 
base of stand; separate switches for 
ultra-violet and infra-red; adjust- 
able stand from 33 to 52 inches. 

Price: U-7 $79.50 F.O.B. Battle 


Creek. 
Electrical Merchandising, September, 
1945. 
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NEW PRODUCTS 


Device: 
Selling Features: 


WEBER Home Freezer 


Weber Showcase & Fixture Co., Inc., 


5700 Avalon Bivd., Los Angeles, Colif. 
Roll-A-Door cabinets. 


Available in ap- 
proximately 44 and 7 cu. ft. capac- 
ity; sliding door offers a variation 
of the roll-a-door commercial ice 
cream and frosted food cabinets in- 
troduced in 1938—a touch of hand 
sends doors gliding silently to one 
side leaving ample space for selec- 





tion of packages; sliding doors can 
also be used as work-table top; 
panels of heavy gauge welded Gal- 
veneal; white Dulux finish; 1-piece 
satin finish stainless steel top with 
rounded edges and corners; a sim- 
ple device prevents moisture from 
freezing along track and im 
operation of sliding doors. 


— Merchandising, September, 


v 
BOXRUD Heater 


A. M. Boxrud Mfg. Co., 1153 Sixteenth 
Ave., S. E., Minneapolis, 14, Minn, 
Device: Warm Welcome heater. 


Selling Features: Circulates air as it 
heats without use of fan; 1310 watts, 


110 volts, a.c. d.c.; total output of 
heater 4470 Btus/Jr. 
Availability: Expect to be in produc- 


tion by August, 1945. 
Electrical Merchandising, 
1945. 


September, 





ELECTRO-FENCE Burglar 
Alarm 


Richards Electro-Fence Co., Payette, Idaho 


Device: “Super-Watchman” fence con- 
troller with a burglar alarm. 

Selling Features: Built-in loud 
speaker warns when fence is cut, 
broken or shorted; neon light glows 
when fence is completely shorted. 

Price: $29.95. 

Availability: Deliveries are being made 
romptly. 

E a Merchandising, September, 
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SUNROC Waller (lovlews 


ARE NEEDED IN EVERY OFFICE 




















A reliable source of cool, refreshing drinking-water, 
conveniently located, is necessary in every office, no 
matter how small its staff. Long before the war, 
Sunroc Water Coolers were delivering dependable, 
satisfactory service in thousands of business, profes- 
sional, and Government offices. 


Sunroc’s post-war models, with the styling of fine 
furniture, will have even wider acceptance. These 
Sunroc Coolers will incorporate the advancements 
developed through exacting wartime production for 
the Government . . . a degree of stamina, economical, 
trouble-free operation, and adaptability to any sur- 
roundings previously unknown in this field. 


& 


beagt- ib 


\>- "4, “There's nothing like a cool drink of water!” 


SUNROC 


Whaltt Coole 


GLEN RIDDLE, PA. 
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Every community contains its tempting share of 


this important segment of Sunroc’s national market 
...an almost inexhaustible field for the enterprising 
Sunroc dealer. 


No product offers a more alluring prospect for 
steady, clean-cut profit than Sunroc Water Coolers, the 
finest in America...already in production for essential 
civilian use. Your regional Sunroc distributor will be glad 
to help fit you into the Sunroc picture. At your request, 
upon the coupon below, we will have him contact 
you. Sunroc Refrigeration Company, Glen Riddle, Pa. 


. 
SUNROC REFR 
°FRIGER: . 
Glen Riddle, Pa, RATION COMPANY 
Gentlemen: 


Please send me 
the story of “On 








full particular, 
Son the Sunroc w : 
© Product, One Price, One Policy.» OM» and 





Name__ 
nee ee 


Street T. ave 


retell" to 


City and State SPR ne 


] 2™ now Breen ee _ 
am not ® Water cooler dealer. 














THIS HC LZ OIL FIRED 
Jel) Ol a A 
IS AMONEY MAKING 


APPLIANCE”’ 


Say Hundreds 
of Successful 
Appliance Dealers 


EASY INSTALLATION—No base- 
ment, no ducts, no sheet metal; 
BETTER APPEARANCE—Only a 
neat floor register visible; BETTER 
AIR CIRCULATION —Drows cool 
air from floors, circulates worm 
air in living zone; LOW FUEL 
COST—Burns #3 furnace oil; SAFE 
—Listed by Underwriters’ Labora- 
tories; PATENTED BURNER —No 
motors or blowers, no moving 
ports; EXCLUSIVE ELECTRIC IGNI- 
TION—With avtomatic operation, 
thermostatically controlled. 


A GOLDEN OPPORTUNITY FOR YOU 


The H. C. Little oil-burning Floor Furnace offers you a golden 
opportunity—a chance to get your share of the postwar heating 
market—using the same selling and merchandising methods you 
would employ for any other major appliance. 


DESIGNED ESPECIALLY FOR SMALL HOMES 


In the decade preceding the war, literally tens of thousands of small- 
home owners bought H. C. Little oil-burning floor furnaces—bought 
them because they were a complete, factory assembled, oil-fired 
heating plant, especially designed for small homes, available with 
fully automatic operation and ELECTRIC IGNITION, thermostat- 
ically controlled. Small-home owners had discovered they could now 
enjoy all the comfort, convenience, cleanliness and economy of auto- 
matic oil heat, at a price they could easily afford. 


A “NATURAL” FOR APPLIANCE DEALERS 


Many appliance dealers soon discovered that the H. C. Little oil- 
burning floor furnace was something a large percentage of the public 
really wanted—and that it could be merchandised just like any other 
major appliance. Moreover, customer satisfaction not only contrib- 
uted to big sales increases, but also to high NET profits, because 
service costs were at an absolute minimum. 


PIONEERING LEADERSHIP 
The reason behind such high quality was that H. C. Little had not 
only pioneered the first successful oil-fired floor furnace, but also had 
constantly improved it. These were the first units of their type to be 
listed by the Underwriters’ Laboratories, the first to be granted a 
U. S. Patent, the first with Thermo Limit Control, the first with 
ELECTRIC IGNITION (still an exclusive feature). 


No wonder so many appliance dealers say, “This H. C. Little Oil 
Fired Floor Furnace is a Money-Making Appliance.” 








THINK YOU COULD MAKE MONEY WITH THIS FLOOR FURNACE ? 


Then write for a copy of “How to Get Real 
Profits in Postwar Heating”. 
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THOR Automagic Washer 


Hurley Machine Div., Electric Household 
Utilities Corp., 54th & Cermak Rd., 


Chicago, Il. 


clothes and 
dishwasher model 200. 


Selling Features: Washing of clothes 


and dishes is done in two completely 
separate and interchangeable sets 
of tubs and accessories that operate 
inside a streamlined enameled steel 
cabinet; clothes washer is a com- 
pact, agitator-spinner type, 24 in. 
square, 36 in. high, weighs less than 
200 Ibs; has cast aluminum agita- 
tor; enameled steel spinner bowl 
operated on separate vertical drive 
shafts one within the other; agi- 
tator and spinner bowl are quickly 
mounted on their respective drive 
shafts and can be removed and re- 
placed with separate dishwasher 
bowl and attachments; spins clothes 
“better-than-wringer-dry” at 600 
rpm. 

Dishwasher parts are of stainless 
steel and aluminum, including a 
spinner bowl, a set of hollow steel 
fingers or tubes mounted on agita- 
tor drive shaft over which wire bas- 
kets are placed for silverware, 
dishes, cups; drain water is pumped 
out of base of machine uphill into 
a sink, or into permanent plumbing 
drains. 

A home potato peeler has also 
been developed for use on the agi- 
tator-spinner drive shafts, and a 
home churn and ice cream freezer is 
in prospect. 


Price: “Less than $200 will cover 


retail cost of complete product.” 


| Electrical Merchandising, September, 
1945. 





ie a se ee J 
SMITHCRAFT Fluorescent 


Unit 


A. L. Smith lron Co., Smitheratt Lighting 


Div., Chelsea, Mass. 





jam « pemainn Sans with dishwasher tub; (center) exterior view — (right) with clothe 
we tub. 


installation and maintenance; unit 
complete and ready to fasten to pre- 
sent kitchen unit and plug in; 
starters are not under bulbs but at 
fingertips on ends of channel; K-| 
model has adapter, cord and plug 
which fastens to a 4 in. holder. K-2 
model has canopy, fixture strap and 
wire leads to fasten directly to out- 
let box; finished in white super- 
coated baked enamel with polished 
trim and end caps; uses two 20-watt 


lamps. 
Price: $8.75 less lamps. 


Availability: In production. 
Electrical Merchandising, September 
1945. 





WESTINGHOUSE Dishwasher 


Westinghouse Electric Corp., 
Mansfield, O. 


Device: Low-priced automatic dish- 
washer—basic unit without cabinet 
that fits into work surface next to 
sink. 

Selling Features: New development 
in water application—a fast moving 
shower of little water pellets scours 
dishes clean, has the effect of wash- 
ing dishes with 70 to 75 gal. 
water, altho only 6 qts of water 
are used; re-designed racks add 
$ to load, and include a light, lift- 
out center on top rack to facilitate 
loading and unloading bottom rack; 
silverware receptacle is on top 
rack to insure thorough cleaning of 
these hard-to-wash items; has 3 
rinse cycles—pre-wash, and 2 5-min. 
wash periods. 








General | 


A few: 
materials 


And t 
beauties ’ 
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G-E “exe 

You'll 
meantim 
coast ad 
features | 


S 
MMM Za BURNER CO. 


Dept. 9 M, San Rafael, California ct ff f n ¢ 


Device: Smithcraft fluorescent kit- Price: Less than $100. 
chen unit. Electrical Merchandising, September, S| 
Selling Features: Designed for easy 1945. 
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Sparkling! Streamlined! 


OFFERING MARVELOUS, SALES-MAKING 
FEATURES THAT NO OTHER RANGE HAS! 


General Electric Ranges are back again! 
A few months ago, Uncle Sam said, “Keep on turning out war 
materials— but in addition, make G-E Ranges for the home front.” 
And these new ranges are really something! Shining-white 
—s heauties that feature G-E “Speed Cooking” . . . plus eye-opening 


in; [BG-E “exclusives” that'll sell on sight! 










ut at 

K-] You'll be receiving your first G-E Range very soon. In the 
me meantime, we’re telling women all about them with coast-to- 
) and [coast advertising in magazines and on the air. Highlighting 
out: Bifcatures like... 

uper- 

ished 


amous 
Calrod Units! 


Makes G-E “Speed Cooking” possible. Also assures controlled 
temperatures, with 5 cooking speeds. A cinch to clean, too! 





mber 





And how’s this for a service record? Out of millions of 
Calrod Units placed in service \since 1932, less than )2 of 1% 
have been returned to us for service or replacement! 








el-a-Cook 
Lights in Color! 





Mihi a 
A wonderful cooking help, and exclusively G-E! Each cooking 
speed is indicated by a different-lighted color on control panel. 
Tells instantly “what's cooking,” and at what speed! 





sher 






— 
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dish Stain 
abinet ' 
xt to 
xt Oven Vent! ]@ | 
| 
pment _— —— ——4 
— The G.E. no-stain vent is different—helps keep the kitchen 
0 e — ° 
ts clean. A “clean sales point” for busy housewives! 
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c Tripl-Oven! 

1 top p . 

ing ol 

* 3 , P : “ « : 
§-rnin. Here’s a G-E feature that'll go straight to a woman’s heart! 


A Master Oven, 20% larger than most, includes a Super 
Broiler with radiant, charcoal-type broiling, and a smaller 
Speed Oven that heats to 400 degrees in 5% minutes (faster 
than any other range oven). 


em Def, 
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NEW G-E RANGES ARE 
NOW IN PRODUCTION! 























Here’s the beautiful, deluxe-equipped G-E Stratoliner...tops in modern electric cooking. Also 
available — the G-E Airliner and G-E Leader, remarkable for their good looks and perform- 
ance, with a world of built-in quality that will impress every housewife. 


“THE APPLIANCES MOST WANTED BY MOST WOMEN” 


cme RANGES 
GENERAL @ ELECTRIC 


G-E Features Step Up Each Range Sale! 


Extra, exclusive features not only help you sell—but help you make more dollars 
per sale! 

That was true before the war. It'll be true again. For although G-E Ranges 
are priced on the nose with competition, carefully selected features in each price 
class enable G.E. to offer the highest average unit range sale in the industry! 


G-E Quality Has A Big Waiting Market! 


All over the country, women know the G-E name—and what it means in quality. 
Recent surveys show— 


22 times more women prefer the General Electric Range than any 
other electric range. 


So get set now to cash in on the biggest appliance market in history. Feature 
G-E Ranges—with the features women have waited for! General Electric Co., 
Appliance and Merchandise Dept., Bridgeport, Conn. 
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BENDIX Ironer 


Sample St., South Bend, 24, Ind. 


Device: Bendix automatic 


Bendix Home Appliances, Inc., 3300 W, 


home 























EXTRA ...EXCLUSIVE with PARAGON... 


The purchase of Paragon kitchen sinks brings you 
the distinct advantage of having an 0.P.A. APPROVED 
NATIONAL RETAIL SELLING PRICE that permits a dealer 
the usual trade discount. For details use the coupon. 
No obligation — Do it today. 


S222 eee ORDERS ARE 
Paragon Utilities Corp. 50 VAN DAM ST. BROOKLYN 22, N. Y. € NOW BEING 


C1) RUSH PRICE LIST AND CATALOGUE OF COMPLETE LINE 





| SHIP- VIA : FILLED 
OF THE ABOVE MODEL F.O.B. YOUR 
(QUANTITY) WAREHOUSE BROOKLYN, N. Y. z —_——— 
NAME - PERMANENT DISPLAYS 
NEW YORK FURNITURE EXCHANGE 
ADDRESS a CHICAGO FURNITURE MART 
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Selling Features: 


Availability: 





SAN FRANCISCO WESTERN FURN. EXCH. 


Availability: 









ironer. 


Designed with ease 
of use as paramonut objective, com- 
bining best features of rotary and 
flatplate ironers of the past; 3 usable 
open ends—2 on shoe and one on 
roll; shoe arrangement allows vis- 
ibility of work at all times ; finger tip 
and adjustable knee controls; 2 
speeds on roll; may be adjusted for 
leg clearance, making it easier for 
tall women to use it; all moving 
parts lubricated for life. 


Expect to supply all 
Bendix dealers with floor demon- 
stration unit before early spring. 


Electrical Merchandising, September, 
1945. 





FRESH AIR MAKER Attic Fan 


Schwitzer-Cummins Co., Ventilating Div., 
1125 Massachusetts Ave., Indianapolis, 
Ind. 


Models: PA. 


Selling Features: Designed to deliver 


large volume of air quietly at low 
power consumption ; 4 blades ; heavy 
steel angle frame; floor, platform or 
wall mounting available; perma- 
nent welded construction; wide 
blades, deep-pitched; silent V-belt 
drive ; oil-tight, dust-proof ball-bear- 
ing fan drive 2 ball bearings 
mounted in single casting icf 
alignment and protection; adjust- 
able motor mounting; available in 
30, 36, 42 and 48 in. diam. with from 
7,000 to 20,500 c.f.m. delivery. 


In production now. 


Electrical Merchandising, Septembe:, 
1945. 
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ROFESSOR RIEFLER’S HOUSE in Princeton is a show-room 
home—one of the many better-built, better-equipped 
homes owned by TIME-reading families from coast to coast. 


In homes like this your best prospects see the home ap- 
pliances you want them to want—being used and enjoyed 
and talked about. For Trme readers are leaders in their com- 
munities . . . they’re the first to try and buy new things, first 
among the people friends and neighbors look up to and copy. 





race FOR HO 





ee SHOW q 
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THE THINGS YOU MAKE sould be Displayed 


IN THE SHOW-ROOM HOMES ofthe Nation 
atin sishampgetetl es ane Shaan semmetitenen 


ADVERTISING OFFICES *© NEW YORK * CHICAGO + BOSTON 








In Boston, Cleveland, Los Angeles, for example—and in nine 
more big cities across the country—research shows the “‘first 
citizens” vote Time tops.* And Time's top-citizen families 
entertain more than 200 million guests a year in their homes. 


With more than twice the average U. S. family’s income, the 
more-than-a-million progress-minded households where TIME 
is read can afford the better home appliances so many other 
families will admire and hanker for. When you start your 
selling with Time families, you’re well on the way to selling 
the nation. ° 


ye APPLIANCES 


*Surveys of other lists of top people widen and deepen this story of Time 
preference, For instance, the best customers of better food, drug, department 
stores (where appliance sales bulk large) all say Time is their favorite magazine 
that carries advertising. 


PHILADELPCHIA © CLEVELAND «© DETROIT 
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SAN FRANCISCO 


NEW YORK 17 CHICAGO 1 
250 Park Ave 

















Is the farmer a business man? In the 8 rich Midwest 
States the answer most certainly is ““Yes.”’ In this area 
farming is big business—for it includes 39.6% of all the 
high income farms in the entire United States. 


Furthermore, the farmer of the Midwest runs a special- 
ized business—for he produces double the national average 
for all farms in meat and dairy products. 40.5% of all 
livestock in the country is in the Midwest States. 


Obviously, the paper that serves him best must be a 
specialized paper—speaking in terms of his prosperity— 
and concentrating on his problems and his localized inter- 
ests. 


It is this specific service to a particular area that ex- 
plains the popularity and the power of the MIDWEST 
FARM PAPERS. They are the key that opens the door 
of a vast present and future market—where needs and 
wants are great—and where there is money to pay for them. 


Your promotional dollar counts in the MIDWEST 
FARM PAPERS. 


YOUR DISTRIBUTION MAY BE NATIONAL 
.. BUT YOUR SELLING IS ALWAYS LOCAL. 


Nebraska Farmer Wallaces’ Farmer & lowa Homestead 


me 
6 N. Michigan Ave. Pb 
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NEW SONORA EXECUTIVE—Bruce L. Miniat, right, has recently been appointed 
vice-president in charge of production for Sonora Radio & television Corp. Here, 


he is shown with Ben Freund, left, executive vice-president in charge of all opere- 


tions and Joseph Gerl, center, president. 








AY The Farmer Wisconsin Agriculturist & Farmer Prairie Farmer 


(RM PAPER UNIT 


LOS ANGELES 14 
523 W. 6th Se. 





Pressed Steel Car 
To Make Appliances 


The stockholders of Pressed Steel 
Car. Co., Inc., at a special meeting re- 
cently approved a change of corporate 
purpose by authorizing the corpora- 
tion to manufacture and deal in house- 
hold appliances, heating equipment, air- 
conditioning and refrigerating equip- 
ment. The company plans to begin the 
manufacture of the new line at its 
Hegewisch, Chicago, plant, which has 
been used for the manufacture of tanks, 
and later to convert a part of its 
McKees Rocks plant to the same 
purpose. 


Electric Range First 


Ernest Murphy, president of the 
company, whose home offices are in 
Pittsburgh, announced that the sales 
offices of the Domestic Appliance Di- 
vision will be located in the American 
Furniture Mart, Chicago, with A. 
Raysson as sales manager. The new 
appliances will be marketed under the 
name of “Presteline” and the first 
product to be manufactured in the new 
line will be electric stoves. 

“We expect,” Mr. Murphy said to- 
day, “to combine all the qualities of 
fine craftsmanship shown in our car- 
building activities with the engineer- 
ing and production know-how dis- 
played by the Armored Tank Divi- 
sion, in order to give to the public the 
finest line of major home appliances 
on the market during the post-war 
period. Extensive market research has 
already been done, under the direc- 
tion of our post-war planning com- 
mittee and an advertising campaign 
will be launched in the near future.” 


11,220 Gi Loans For 
Home Purchases 


Returning veterans had 11,220 loan 
guarantees for purchases of homes ap- 
proved by July, aggregating $18,500,- 
000, George Easton, president of the 
National Loan League, declared re- 
cently. The average loan is $3,300. 
There have been 1,798 loan applica- 
tions rejected chiefly because prices 
asked by sellers were above what the 


SEPTEMBER, 


Veterans Administration 
normal value. 

During this time the Veterans Ad- 
ministration said it has guaranteed 
738 GI loans for business, only 270 for 
farms. 


considers 


See 4,600,000 Homes 
Built From 1947-1951 


More than 4,600,000 new dwelling 
units will be constructed by private 
builders during the five years, 1947-51, 
provided the war production program 
has been greatly reduced in volume by 
the middle of 1946, according to a 
revised estimate prepared by the Mar- 
ket Analysis Committee of the Pro- 
ducers’ Council, national organization 
of manufacturers of building mate- 
rials and equipment. 

“The dollar volume of new private 
residential construction during the five 
years should exceed $26 billion, rising 
from about $3.2 billion in 1947 to an 
average of $6 billion in 1949-51,” Wil- 
son Wright, chairman of the Council's 
committee, stated. 


$5,600 Average Cost 


“The cost of the average dwelling 
unit, not including the value of the 
land, is estimated at about $5,600 for 
the five-year period. A reduction in 
the size of the typical dwelling which 
was pronounced in pre-war years prob- 
ably will continue in the postwar pe- 
riod as a partial offset to increased 
costs of construction. 

“The forecast indicates that housing 
for about 620,000 non-farm families 
will be built in 1947, or more than 
double the number estimated for 1946. 
In 1948, the number of dwelling units 
built should rise to 870,000 and then 
is expected to average 1,050,000 in the 
three-year period ending with 1951. 
Both housing for sale and for rent are 
covered in the estimate. 

“The estimate for 1949-51 represents 
a new high volume of home building. 
The largest number of new dwelling 
units started in any single year in 
the past was 937,000 in 1925 and the 
highest three-year average on record 
was 893,000 units in 1924-26,” 
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It’s timely! It’s tailored for you! It’s terrific! Now’s the 
time to get set for the biggest lamp selling season of the 
year. Now’s the time to order a kit that has been tailored 
by Westinghouse especially for your type of store! Just 
look what you get! 


TABLE OR COUNTER MERCHANDISER 

Depending on the size of your store you'll want either 
the big, dominant table merchandiser or the smaller, space- 
saving but eye-catching counter model. Remember— 
Westinghouse light bulbs sell on SIGHT—people buy 
them when they see them! 


WINDOW CARD 
—that sells your whole store! Just as Westinghouse bulbs 
are a sales-building item for your whole store, so this 


full-color, full-line window display actually says “Step 
In For Real Value.” 


2 COUNTER CARDS! 


“Caution—Eyes At Work,” say these cards, and the 
appealing child picture in full color punches home an 


Westinghouse 


WESTINGHOUSE LAMPS SELL ON SIGHT! 


© 1945 Westinghouse Electric Corporation 
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SEND NOW FOR THE NEW 


NGHOUSE LAMP DISPLAY KIT 


emotional reminder to buy your bulbs for better See- 


Use these| handy, hard-selling signs anywhere you like— 
in windows, on counters (easy to mount)— they'll do a 


Westinghouse presents John Charles Thomas, Sunday, 2:30 P.M., E.W.T.—NBC 
Tune in Ted Malone, Mopday through Friday, 11:45 A.M., E.W.T.—Blue Network 


Pee CSSe eS eee Se See eewseeroesoseasoq 


WESTINGHOUSE ELECTRIC CORPORATION 
LAMP DIVISION, Dept. EM-7 
' BLOOMFIELD, N. J. 
Please send me NOW your Fall Display Kit, including 
(check one) F) Table Merchandiser 
O Counter Merchandiser 


ES ey Sern eee ee cae 


Lewseaesesaueeeeseeseosaeanaasanaad 
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FOR THE 
FUTURE-MINDED 
DEALER ...... 


APPLIANCES 
ELECTRICAL 
FOR YOUR 
CUSTOMERS’ 
HOMES 











WRITE NOW FOR INFORMATION 


ON THE QCeonomadlée \LINE.... 


ADDRESS ECONOMASTER, DEPT. 121, 


GAMBILL BLDG., NASHVILLE 3, TENN. 





Proctor’s Chicago Retailing Clinic 


INFORMAL DISCUSSION BETWEEN SESSIONS. Left to right: George Steiner, 

Proctor Chicago. distributor; Harry Dornbos, Terminal Hardware Co., Wilmette, 

ll, and president, Illinois Retail Hardware Association; E. G. Walter, Graybar Elec- 

tric; Louis Thomaso, Montclare Music Shop, Chicago; J. W. Milligan, Foster Gift 

Shop, La Porte, Ind.; Stephen Miller, Rever Electric Supply Co., Proctor distributors; 
E. M. Ball, manager, dealer sales promotion, Commonwealth Edison Co. 


SMALL APPLIANCE SHOP DISPLAY. Left to right: |. M. Jacobson, Jay's Inc., 

Peoria; J. G. Fisher, Leath & Co., Chicago; Walter Trittipo, Proctor regional sales 

manager; Don H. Sluman, Proctor district manager and P. Norman Barron, Bass 
Furniture Co., Chicago 





DISCUSSION ON ACCOUNTING PRACTICES. Left to right: John Di Valerio, 

Television Radio Co.; Norman Kernis, Norman Jewelry, Chicago; Tom F. Blackburn, 

Western Editor, Electrical Merchandising; Don Sluman, Proctor Chicago district 
manager; E. G. Walter, Graybar Electric Co., Proctor Chicago distributors. 
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y fe will be a lot of home freezers. Many of them 
will be good products, but there can be only one best 
—only one that gets the blue ribbon. 


“You've all seen the ‘punkin’ display at the old 
county fair—the table covered with dozens of big 
orange beauties. They all looked like winners. But 
wwhen the sudges came around on Friday night only 
one of them got the first prize. 


“There will be a lot of ‘punkin judging’ in the 
field of home freezers. We feel we have the right to say, 
on the basis of facts, that Deepfreeze is the blue-ribbon 
line...hottest ‘cold’ proposition in the business today.”’ 


G. H. (ROCK) SMITH 


Vice-President and General Manager 

Deepfreeze Division 

Motor Products Corporation 
North Chicago, Illinois 


| Deepfreeze 
the trlhcad -aboult pome freezer 


‘alerio, 
kburn, 
district 


rs. 
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4 Genuine “POST-WAR” 

Vacuum Cleaner 
proved by Pre-War 
performance! 




















OUR customers expect more than a ‘‘warmed up” ’41 

model; they want a genuine improvement in their post-war 
cleaner. Give them what they want—the revolutionary new 
McAllister Bagless Vacuum Cleaner. The McAllister prin- 
ciples of super-suction, floating brush, and bagless dust col- 
lection were thoroughly tested and proved by thousands of 
enthusiastic users before the demands of war production put 
a stop to its manufacture. 

Skills and production economies developed during the 
war now bring to the public this revolutionary appliance — 
improved and streamlined — at a volume price level! 

Now the dust bag is a relic of the past! You empty the 
McAllister as you would a dust pan or waste basket! Write 
for literature! 


NOT just a vacuum cleaner, but a 
Revolutionary, New 4-in-l appliance! 


HANDLES SUDS AND WATER! 


Launders and rinses rugs, upholstery, right in 
the home. 





MOTHPROOFS! 


Protects clothes, rugs and upholsttry from 
moth damage. 


AERATES! 


Clothing, Bedding, Upholstery can be bathed in 
pure, fresh air without taking them from the 
room. 
And, most important, a vacuum cleaner that will do 
anything any other cleaner will do—and do it better! 


FRANKLIN- MCALLISTER CORPORATION 


135 So. laSatle Street Chicago 3, II 
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CROSLEY STORE PLANNING—Flexibility and simplicity are stressed in the Crosley 
Sales Promotion Institute's new store planning manual. 
direction of Bert Johnston, sales promotion expert. 


Program Through Regional Meetings 


Hundreds of Crosley dealers are 
planning to modernize their stores in 
line with a program suggested by the 
Crosley Sales Promotion Institute, it 
was announced recently. 

To present its store modernization 
program directly to its thousands of 
retail dealers. The Crosley Corp. is 
now conducting a series of regional 
meetings in principal cities, at which 
Bert Johnston, head of the Crosley 
Sales Promotion Institute, and S. D. 
Mahan, Crosley director of advertising 
and public relations, are demonstrating 
the institute’s program. 

Flexibility of arrangement and in- 
telligent discrimination in the selection 
of store display material are keynotes 
of the Crosley institute’s program, ac- 
cording to Mahan. 

“Correct store layout and fixturing 
is not only simple but inexpensive,” he 
pointed out, at one of the meetings 
of Crosley dealers. “No merchant can 
afford to install elaborately-designed 
equipment, so specifically built to han- 
dle one type of merchandise that it be- 
comes a total loss if necessary to adapt 
that space for the sale of any other 
type of goods.” 


Year-Round Promotion 


In addition to its store-planning 
counsel, the program of the Crosley 
Sales Promotion Institute includes a 
year-round promotional service, based 
on the over-all needs of dealers’ stores. 
At regular intervals, complete store 
display material goes out to members 
“to breathe new life into the store,” as 
Johnston pointed out. 

This service includes material for 
two major sales events, one in the 
spring and one in the fall; a colorful 
set of display material for Christmas, 
and special trims for six special occa- 
sions to liven up what are generally 
the less colorful Seasons of the selling 
-year. 

The year-round program also in- 
cludes plans for other promotional ac- 
tivities, such as premium deals, sales 
contests, store demonstrations, botani- 
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Crosley Presents Store Modernizing 
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The program is under the 





Book Prepared on Store 
Display and Promotion 


cal services, animated displays, store 
openings, sales incentive plans, hints 
of special merchandising for th 
Christmas season and others. Dealers 
are also provided with bulletins ani 
booklets covering the latest thinking on 
various phases of store merchandising 


Store Planning Book 


Johnston has just prepared a book, 
“Peter Van Modernizes His Store.’ 
for the use of members of the Crosley 
Institute. This book deals with store 
planning and fixturing, stressing th 
importance of flexibility and sim- 
plicity. Bert Johnston, head of th 
Bert Johnston Co., has had five years 
of field selling experience with Phillip 
Morris in Canada; six years in stort 
planning and display work with Sears, 
Roebuck: and twelve years as adver 
tising and display director for th 
3,000 retail stores of the Kroge' 
Grocery & Baking Co. 


Westinghouse Consolidates 
Lamp Division Departments 


Merger of the illuminating engineet- 
ing department with the commerci 
engineering department of the Westing 
house Lamp Division was announce 
recently by W. J. Massey, general lam 
sales manager. 


_ Atwater Heads Departments 


D. W. Atwater, manager of the i 
luminating engineering departme 
since 1942, will head the newly-co® 
solidated departments as manager ° 
commercial engineering, Mr. Mas 
said. Ralph R. Brady, former maw 









ger of commercial engineering. 
been appointed manager of electric ¢ 
charge lamp sales. 















Here’s an auxiliary ELECTRIC HEATER 
You Can Bank On! 





» Store : ee 
, hints 
yr the 
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For Positive Safety 
and Proved Profits 


“Trilmonl 


SAFETY HEATER 
<r 


a book, 
Store,” 
Crosley 
h store 
ing the 
d sim 
of the 
e year 
Phillip 
n store 
| Sears, 
adver- in a dual-walled cabinet of exceptional design. These acti- 
for the SPECIFICATIONS: 19% in. wide, 18% in. in height 
Kroget and 9% in. in depth . . . weight 19 pounds . . . wattage 

1200 at dard h hold voltage (110-120) either 


AC or DC .. . Trilmont carries the Underwriters’ Seal 
of Approval. Colors — Ivory or Brown. 





















Not just another heater, but an entirely new principle of 
heating with household current. Non-glowing (black heat) 
coils which should never need replacement are incorporated 





vate seven vertical air streams which result in a natural circu- 





lation of air throughout the room. No fan, no noise, no danger 
regardless of heater’s position. Cannot burn children or 


MODEL “A” fabrics in contact with the cabinet. . .. The Trilmont is ideal 
5 for additional warmth in chilly rooms throughout the year. 
° Available now! Be the first in your community to display and 
' Only 3 3 includes Sie ee 
giineet, . sell this revolutionary electric space heater. 
-_ © DETACHABLE CORD SET : ‘ — 
sae © FEDERAL EXCISE TAK Write or wire today for nearest Distributor 
al lam Al and West of the Mississippi, 95¢ extra . 
WALNUT STREET AT 24th PHILADELPHIA 3, PA. 
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“She won't have her picture taken without her SESSIONS Clock!” 


A Sone way these clocks have performed, day in 
and day out, through the long years of clock 
“famine”, who could blame an owner for being 


so proud of her Sessions! 

AND WHEN the time rolls ‘round again to turn 
them out in quantity, Sessions Self-starting Elec- 
tric Clocks will have all the fine former features 


~y 


ECSSIONS 


plus several exciting mew ones to rave about! 


THE New Sessions line, from self-starting elec- 
tric alarm clocks to the traditionally delightful 
Westminster Chime models, will be strongly 
backed by advertising and merchandising cam- 
paigns. The Sessions Clock Company, Forestville, 


Connecticut. 


(locks 


"The House of Westminster Chimes” 





oy. a 
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HOTPOINT 








~ NOW IN PRODUCTION 








Now, with the ending of World War 11, Hotpoint again turns its tremendous resources to 


the manufacture of Hotpoint electric appliances. 


Electric Ranges 
Refrigerators 

Home Freezers 
Avtomatic Dishwashers 
Garbage Disposalls 
Electric Sinks 


Cabinet Sinks 

Kitchen Cabinets 

Clothes Washers . 
Electric Clothes Dryers 

Rotary lroners 

Flat Plate lroners 


Electric Water Heaters 


Every Hotpoint dealer is aware of the vast waiting 
market for quality electric appliances. And now, 
more than ever, the Hotpoint Selective Dealer 
Franchise assures you of steady, profitable business. 


In more than 17,000,000 American homes, 
Hotpoint appliances have served faithfully and 
with utmost efficiency. For over 40 years the 
Hotpoint«rade-mark has been regarded by American 
families asthe very symbol of dependability. Here 
isa symbol of merchandise value, quality and pres- 


* 
“es 


ed 


tige that will add strength and protection to your 
present and future business investment. 


We ask for your patience and cooperation in 
supplying the immediate needs of your customers. 


_ Shipments of Hotpoint products will be made on 


a fair and equitable basis to all Hotpoint selec- 
tive dealers in all sections of the country as 
quickly as production facilities permit. 


Edison General Electric Appliance Co., Inc. 
5620 West Taylor Street, Chicago 44, Illinois 





Dependability Assured by 40 Years Experience! 
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ELEMENTS 


Here's a major advance in the appliance service 
field! It is now possible to obtain all electrical re- 
placement elements from one source. A maximum 
number of appliances can be restored to operation 
with a minimum number of services. 

That's just where Jiffy - the long-life electric resist- 
ing element - steps in. Here's a new, economical 


way to keep electric appliances in tip-top shape. 
. @ ready market. Jiffy 
elements are constructed to fit practically any type 
or size igstallation. Let Jiffy do the job. Write 
today for information and descriptive liferature. 


No sales resistance 
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HARTFORD ELEMENT COMPANY, INC. 






Kansas City and Harry Dillon, Cincinnati. 


SILEX MEN MEET—Western offices of the Silex Co., Merchandise Mart, Chicago, 
played host at a regional meeting held recently to discuss the expansion of personne! 
to meet intensified post-war competition. 
left to right: Ken Lander, Detroit; Larry Minbrum, Minniapolis; Al Chiappe, Chicago; 
Jack Moore, Hartford, Les Truesdell, St. Louis; George Girar, Dallas; W. M. Foley, 


Shown around the directors table are, 





Joseph P. Kennedy Buys 











Merchandise Mart 


Hughston M. McBain, president of 
| Marshall Field & Co., has announced 

the signing of a contract for the sale 
of The Merchandise Mart, Chicago, 
to interests representing Joseph P. 
| Kennedy, former ambassador to Great 
| Britain. The new owners are expected 

to take title and begin operating the 
property about December 1. 


Great Marketing Center 


The Merchandise Mart, completed 
in 1930, was built to furnish new quar- 
ters for the Marshali Field wholesale 
division. Space was also provided to 
house other wholesalers and manu- 
facturers with the idea of making the 
Mart a great Mid-Western marketing 
center. When completed the Mart be- 
came the largest commercial building 
in the world. 

McBain explained that the liquida- 
tion of the Company’s wholesale busi- 
ness between 1935 and 1937 resulted 
in a decrease of Marshall Field occu- 
pancy in the Mart from over 1,000,000 
square feet to less than one-fifth that 
amount of space. This change, he 
pointed out, put the company into a 
real estate operation to a degree never 
contemplated. McBain expressed the 
view, however, that “the builders of 
The Merchandise Mart led the way to 
the development of an outstanding and 
successful Chicago institution. An im- 
portant consideration in the sale of 
the property was that the purchaser 
would continue to operate it in the same 
pattern that served to make it a mar- 
keting center for the nation.” 


Eight Appliance Firms Sign Leases 


Eight leading appliance firms have 
signed long term leases for early occu- 
pancy in the appliance division of 
Chicago’s Merchandise Mart, John 
C. Goodall, general manager, an- 
nounced. He explained that this leas- 
ing was made possible through the re- 
moval of several non-market tenants 
and that many other important appli- 
ance manufacturers were expected to 
locate in the Mart as soon as addi- 
tional space becomes available. Long 
range plans of the Merchandise Mart 
call for continuous expansion of both 
the major and small appliance sections, 
he said. 
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Among the firms who have signed 
leases and who are to occupy space in 
the Mart in the near future are: The 
American Central Mfg. Co., Conners- 
ville, Ind.; Apex Rotorex Corp, 
Cleveland, Ohio; Eureka Vacuum 
Cleaner Co., Detroit, Mich.; General 
Mills, Inc., Minneapolis, Minn.; Free 
Sewing Machine Co., Rockford, III. 
and NuTone, Inc., Cincinnati, Ohio. 


Low Rate On Installment 
Selling Expected 


That the future would see lower in- 
terest rates on installment buying 
after the war was predicted by Arthur 
O. Dietz, president of CIT Credit 
Corp. recently. He gave his views to 
the New York Society of Security 
Analysts, and said that an annual 
postwar demand of $7 billion for dur- 
able goods’ could be expected. Half 
the automobiles and 65 to 85 percent 
of other durable articles will be bought 
on the installment plan, he thinks. 








DOUBLE DUTY IRON—Marion Carter, 
USO star, is taking no chances that « 
broken vanity mirror will bring her bad 
luck. She is shown preparing for over 
seas duty by making her G-E automati- 
iron do double duty. 
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WPB HAS GIVEN THE GREEN LIGHT! 
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<Again Available! 


STANDARD’S FAMOUS 
FORM FLOW REGISTERS 


Now, get your records written more quickly, 
more accurately...at proved savings in cost...with 
these modern, efficient, streamlined registers 


Sahn BACK. With a war record that stretches 
from Europe to the Pacific. Since early in the 
war, the production of Form Flow Autographic Reg- 
isters has been going full tilt to supply the needs of 
the Army and Navy, government departments and 
critical war industries. Now they are back in civilian 


production. 


Now you can get them for your own needs—these 
famous Form Flow Registers that have demonstrated 
their ability to speed up the writing of records in 
almost every type of business and commercial opera- 
tion. Write, today, for full information. Let us show 
you how a Standard Form Flow Register can save 
time, costly errors, needless expense for you. 






m the marginally punched holes of Standard 
forms, prevents forms from jamming, insures 
exact duplication of original records, word by 
word, line by line, on carbon copies. Stand- 
ards marginally punched holes are unique 
emblems that get attention, add real distinc- 
tion and advertising value to business forms. 


The 
STANDARD REGISTER 
COMPANY 


Manufacturer of Record Systems of Control for Business and Industry 
DAYTON 1, OHIO 
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Form Flow Portab! | 
‘ P © Model 
Light, streamlined, sturdily Saesanet 
aluminum or steel, May be held in 
n a table 

fe J Portable with a og 
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Pacific Coast: Sunset McKee-Standard Register Sales Co., Oakland, California, Canada: R. Lt. Crain, Limited, Ottawa. London: W. H. Smith & Son, itd. 
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service. 














The importance of inventory turns to an 
appliance and radio retailer cannot be 
stressed too strongly. The difference in 
inventory turnover between the average 
profitable and average unprofitable ap- 
pliance business was only 0.6 turns a year 
in a recent study. The speed of Air Ex- 
press service allows you to keep inven- 
tory low without sacrificing customer 


AIR EXPRESS 


‘earns its 
weight in gold 








































to give all customers better service. 


warehouse next door. 























Standard, fast-turn items not only make you money, but they 
also finance the high-cost, slow-turn items you have to carry 


But today, slow-turn items can carry themselves . . . and 
return a profit. too. Simply order slow-turns from your 
supplier via Air Express. Capital investment and the cost 
of stocking are eliminated. Delivery speed is so fast — a 
matter of hours, usually — that it’s like having your supplier’s 


Specify Air Express—A Good Business Buy 


Shipments travel at a speed of three miles a minute between principal U.S. 
towns and cities, with cost including special pick-up and delivery. Same-day 
delivery between many airport towns and cities. Rapid air-rail service to 












































23,000 off-airline points in the United States. mm 
Direct service to scores of foreign countries. snes | 2 "Ss. | 5 ths. |10 ths.| 25 the, 
Write Today for interesting “Map of Postwar 250 | $1.04 | $1.25 | $1.57] $2.63 
Town” picturing advantages of Air Express to 
community, business and industry. Air Express 500 | $1.11 | $1.52 | $2.19) $4.38 
Division, Railway Express Agency, 230 Park 

vas > Khe - 1000 26 Bi 
Avenue, New York 17. Or ask for it at any Air- . weed ‘wats heme 
line or Express office. 2500 | $1.68 | $4.20 $8.40/$21. 

GETS THERE FYRST- 





Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 














SEEGER-SUNBEAM'S "“FIRST"—Production of household refrigerators started at 
Seeger-Sunbeam Corp., St. Paul, Minn., Aug. 9, after a lapse of 41 months. Left to 





right, standing, around first new unit: John S. Holl, vice-president and general 

manager, St. Paul division; R. M. Reay, manager of commercial sales and N. H. 

Griebenow, vice-president and works manager. Kneeling left: L. K. Sosey, superin- 
tendent, and right: J. J. Leonard, vice-president and sales manager. 











Clifton, Ariz—Bryant Phinezy and 
C. B. Barney have formed a part- 
nership to deal in electrical ap- 
pliances, radios, etc. 


Chandler, Ariz—The William H. 
Wade Electric Co. has been 
licensed to do business in this city 
by the Arizona Tax Commission. 


Holbrook, Ariz.—E. Benner Ap- 
pliance Shop, recently received a 
license to do business in Holbrook. 


Danbury, Conn.—Gillotti Electri- 
cal Appliances, Inc., 17 Liberty. St., 
were recently incorporated, $10,000 
subscribed; John J. Gillotti, presi- 
dent and treasurer, 20 shares; Jos. J. 
Gillotti, vice-president, 20 shares; 
Rose M. Gillotti, secretary, 20 
shares; all of Danbury. 


New Britain, Conn.—Franklin Re- 
frigeration Service, 12 Defense 
Court, was recently incorporated by 
Robert Franklin. 


Waterbury, Conn.—Acme Appli- 
ance Co., is the name of a new 
corporation recently formed by 
Angelo Crisafulle, etc. 


Knox, Ind.—Newest business en- 
terprise in this city is the Knox 
Equipment & Supply Store, which 
will stock a full line of Westing- 
house appliances. 


Evanston, Ill—Certificates of incor- 
poration were recently issued to 
Refrigerator Components, Inc., 703 
Washington St.; 50 shares com- 
mon, Incorporators: Lewis  V. 
Russell, Burt T. Hallam, Jr., June 
E. Hallam. They plan distribution 
of refrigeration, appliances, parts 
and supplies. 


Chicago, IlL—Drake Metal Corp., 
3654 Lincoln Ave., was recently in- 
corporated for 100 shares common, 
par value, $100. Incorporators: 
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Walter A. Kuehl, Margaret Kuehl, 
George A. Feigel. They will manu- 
facture, sell and generally deal in 
electric stoves and heating devices 
and other appliances. 


Chicago, IllL—Doolittle Radio, Inc., 
7421 Loomis Blvd., recently re- 
ceived certificates of incorporation 
to manufacture, buy, sell and deal 
in all kinds of radio equipment. In- 


corporators: George W. Lorenz, 
Thomas L. Murphy, Joseph A. 
Hafner. 

Waukegan, Ill—Morrison Globe 


Co., 33 N. Genesee St., were re- 
cently incorporated to engage in 
and operate a general furniture 
and household appliance business; 
5,000 shares common, par value 
$10; incorporators: Charles Mor- 
rison, Jerome Morrison, Anna J. 
Morrison. 


Chicago, Ill—Standard Appliances, 
Inc., 111 West Washington St., 
recently received certificates of in- 
corporation to buy, sell, trade and 
deal in electric appliances of all 
kinds; 300 shares common, par 
value $100; incorporators: William 
Reissman, Harry Graivier, Arthur 
H. Stevens. 


Homewood, Ill—Homewood Ap- 
pliances, Inc., 2023 Ridge Road, has 
been incorporated to deal at whole- 
sale and retail in appliances, sales 
and services, maintenance and re- 
pair work. Incorporators: Carl R. 
Armitage, Leona S. Armitage, Sid- 
ney E. Watkins. 150 shares com- 
mon, no par value. 


Chicago, IlL—Drum Electric Co., 
Inc., Skokie, received incorporation 
papers recently to engage in elec- 
trical contracting and the retail and 
wholesale sale of electrical appli- 
ances. 200 shares, common; Incor- 
porators: Charles Gockenback, 
Libby Bernstein, Rose Greenfie!l 
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STORY BEHIND THE SALE OF REFRIGERATOR No. A-7214 
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SOLD ...A GOOD PRODUCT... THROUGH GOOD ADVERTISING... AND GOOD RETAIL SELLING 
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Heat 
Detectives at Work 


66 ETECTIVES” who protect Rheem customers are 
D an integral part of the Rheem organization. 
They’ re the Rheem Laboratory Group . . . techni- 

cal experts who track down trouble before it happens 

. .. Skeptical gents whose combined experience is the 

keystone of Rheem quality. 

Research and quality control for the whole Rheem 
line, and for all 15 of Rheem’s plants, center at the 
company’s modern laboratory in Pasadena, California. 
Spot checks of every part of every appliance are made 


“ 


by a staff whose creed is —‘“‘It’s got to be good or 


it doesn’t get by.” 








Rigid quality control and continuing research on 
product improvement go hand in hand at the Rheem 
laboratory. That’s why today’s Rheem products are 
better, safer, more economical in service. That’s why 
you can depend on Rheem being ahead of the proces- 
oe sion when our war contracts are finished and our 


new postwar products are announced. 


In your plans for the future . . . include Rheem 


RHEEM 


MANUFACTURING 
meri COMPANY 


Executiye and General Sales Offices 


\ Rheem } New York + San Francisco+ Los Angeles 
Chicago « Washington, D.C. 











ay. Plants 
































DEEPFREEZE CONFERENCE—Deepfreeze Division of Motor Products Corp., has an- 
nounced a postwar production and distribution program. Provision has been made 


for expansion and modernization of Deepfreeze factory facilities in North Chicago, 


Ill, at @ cost of $1,800,000. Shown are recent meeting of top officials. 


Front row, 


left to right, are executives of Motor Products Corp.: E. H. Carr, vice-president & 
general manager, Walkersville Plant; M. L. Brown, vice-president; L. G. Jacques, 
vice-president & Secretary; H. G. Brush, vice-president & treasurer; E. M. Fitzgerald, 
vice-president & director of sales. Rear row: G. H. Smith, vice-president & general 
manager, Deepfreeze Division; R. P. Ewart, sales manager, Motor Products Corp; R. V. 
Newbell, advertising manager; F. F. Duggan, general sales manager; H. J. Brazelton, 
comptroller; J. M. Baker, factory manager; G. E. Lott, assistant to the general mana- 
ger, Motor Products Corp.; H. W. Whitmore, chief engineer, Deepfreeze Division. 








Chicago, Ill.—Certificates of Incor- 
poration were recently granted to 
Tone Appliance Inc., 5845 W. Hen- 
derson St., for 50 shares common. 
Incorporators: Walter E. Smithe, 
Margaret V. Smithe, Walter R. 
Shanahan. They will buy and sell 
home appliances and home furnish- 
ings. 


Chicago, Ill—Union Radio Corp. 
1636 W. Van Buren St., has been 
newly incorporated to manufacture, 
radios, phonographs, amplifiers and 
electrical appliances. Incorporators: 
Bernard Ephraim, Bernadyne Wien, 
Kernal Freeman. 


Lexington, Ky.—The Household 
Appliance Co., has been _ incor- 
porated for $20,000, by Paul K. 
Wright of Kent. O., John Farkas 
and John W. Ford of Akron, O. 


Shelbyville, Ky.—Carl B. Bryant 
and Paul Ratcliffe, formerly asso- 
ciated with the Bryant Radio Co., 
has opened the Bryant-Ratcliffe Co. 
at 604 Main St. They will handle 
appliances, furniture, etc. 


Elizabethtown, Tenn.—Harrell & 
Gray Furniture Co., has opened for 
business and will handle appliances 
in addition to furniture. Proprie- 
tors are S. C. Harrell and J. C. 


Gray. 


Elizabethtown, Ky.—G. H. Roberts 
and Mcinley Allen have sold their 
interest in Modern Electric Store 
to Homer Benningfield of Eliza- 
bethtown. 


St. Louis, Mo—The Tri-State 
Electric Appliance Co., 4348 Clay- 
ton Ave., were incorporated re- 
cently to buy, sell and otherwise 
deal in appliances and mechanical 
devices of all kinds, electric and 
otherwise; 3,000 shares, par value 
$10 each authorized. Directors: 
George E. Lytle, St. Louis; Waldo 
L. Schleuter, East St. Louis, IIL; 
Florence L. Pfeffer, St. Louis. 


SEPTEMBER, 





Waynesville, Mo.—General Refrig- 
erators Corp., Pulaski County, 
Waynesville, received incorporation 
papers recently to sell, service, re- 
pair refrigerators and electric equip- 
ment; 250 shares, $100 par valu 


Omaha, Neb.—The Henry W. Mil- 
ler Co., 415 S. 18th St., electrical 
contractors, have entered the elec- 
trical appliance field and will handle 
G-E lines. The new department 
will be managed by R. D. Pape. 


McGregor, Iowa—An electrical ap- 
pliance store will be opened in Mc- 
Gregor by Mrs. Maynard Malland 


Watertown, N. Y.—Clarence L 
Goodfriend has filed a certificate 
that he is operating a store at 512 


Le Ray St., under the name of 
North Side Radio Shop. 
New York City—Goody Distrib- 


uting Corp., were recently incor- 
porated to deal in radios and elec- 
trical appliances. 200 shares no par 
value, 3 shares subscribed by Sam 


Gutowitz, 748 Henry Road, Far 
Rockaway, Solomon Eiss, Ft 
Washington Ave. and_ Irving 


Haimowitz, 3171 Richambeau Ave., 
New York City. 


New York City—Certificates of In- 
corporation were issued to East- 
chester Appliances, Inc., East- 
chester, N. Y., for $10,000 in $100 
shares; 3 shares subscribed by John 
J. Rocco, Henrietta Rocco, 19 
Forbes Boulevard, Eastchester; 
Marion Eaton, 10 Manchester Rd., 
Tuckahoe. 


New York City—Century Overseas 
Corp., filed for incorporation re- 
cently to deal in jewelry and elec- 
trical appliances; 200 shares, com- 
mon, no par value, 1000 shares pre- 
ferred, $100 par value; 3 shares 
common subscribed by Adolph 
Heimlich, 1242 Morris Ave., Bronx, 
Robt. S. Golden, 585 West End 
Ave., Jos. Jame, 225 W. 106th 
New York City. 
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Funny how this guy 
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Laughs from the army camps here and abroad 


There once was a soldier named Mac, Sign at the blood bank: “Please keep 
Who was cleaning his slacks in his your appointments. Let's not get 
shack, caught with our pints down.” 
Camp Lejeune Globg 


He used gasoline 
And that’s the last wnat was seen, 


Of Mac, his slacks, or his shack. 
The Howitzer 


Diplomacy. 
one else's throa 


Women are a funny 
They curl their hair 


their face, 
They change their style 


Last week's hat is not a hat, 
They sleep all a. m., dance all 
Go to games but never see ‘em 
They spend the stuff so very, 
The bills mount up—but 
hell, 
‘Man, too, is a funny 


“Darling, I'm home!” 


It happened in the field restaurant. A dumb girl is a dope. A dope is a 
A Gl called over the waitress andcom- drug. Doctors give dope to relieve pain. He pays for womg 
Therefore a dumb girl is just what the 


plained: “ think there’s @ fy in my 
soup.” doctor ordered. 
“well make sure,” she repned, “I Lee Traveler bee 9 
, . “Then pa 
can’t be bothered with rumors” Have pity on the sad GIs one 
Fighter Pilot Whose gals have done them dirt P 
or the last There’s nothing that can dry their atterson 


Girl: “I'm telling you f 
time "4 can’t kiss me.” 
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oe ay geo knows what makes readers rally 
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7 _ ee 29.4% of the wired homes in the 
rs ‘7 ove product shares this box office when you adver- 
unday Pictorial Review. Always draws a crowd 
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Post Intelligence? 


lock & Associates 
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[NUMBER THREE OF A SERIES] 


Standards of Merchandising 


T; CREATE new and profitable markets for Electric Door Chimes, 
Rittenhouse has been developing new sales ideas built upon 
tried standards of merchandising, for its radically new door chimes 
soon to be announced. 


In association with one of the country’s leading marketing research organizations, 
Rittenhouse devoted several months to procuring practical, up-to-the-minute sales 
facts for future merchandising plans. This Rittenhouse-sponsored, coast-to-coast 
survey among wholesalers, dealers and consumers will enable Rittenhouse to provide 
an array of powerful, hard-hitting, sales promotion factors designed to make Ritten- 
house Chimes the fastest-selling, profit line in the country. 


Rittenhouse Promotion and Merchandising Plans Include: 
1. A clearly defined sales procedure for distributors and dealers based upon facts 
obtained from its national surveys. 


2. Famous Norman Bel Geddes chime designs combined with new chime mechanisms 
never before available. 


3. Unexcelled tone richness, in models to’meet every consumer budget. 


4. Artistic and compelling Chime Display Boards that will stop prospects on sight. 
New in construction—new in display beauty and appeal—new in demonstration effectiveness. 


5. Expertly created full-color Window and Counter Displays. 
6. Illustrated, color Dealer-Consumer Literature. 


7. The largest national magazine and Sunday newspaper ap rae advertising support 
ever put behind the sales promotion of door chimes. And it’s double-barreled in 
action! Big-circulation Sunday Newspaper Magazines for immediate sales volume 
in heavily populated centers—plus an imposing group of top-ranking National Maga- 
zines to tell the story of Rittenhouse superiority to méllions—wherever they live, 

These are just a few of the reasons why it will pay the far-sighted wholesaler and 
retailer to Plan Profitably with Rittenhouse. 


Rittenhouse 
Somorrons Betton DoorChimed 


THE A. E. RITTENHOUSE COMPANY, INC., HONEOYE FALLS, N. Y. 
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New York City—Perfect Goodys 
Radios & Appliances Inc., filed 
their intention to open business in 
New York City recently. 2 shares 
of no par value were subscribed by 
Sam Gutowitz, 748 Henry Road, 
Far Rockaway, Solomon Eiss, 555 
Ft. Washington Ave., Irving Haim- 
owitz, 3171 Richambeau Ave., N. 
- og = 


Buffalo, N. Y.—Business names 
have been filed in Buffalo for the 
following electrical appliance deal- 
ers; University Appliance & Re- 
pair Shop, 298 Niagara Falls, Blvd.; 
Hoffman’s Electric Service, 1203 
Hertel Ave.; Precision Radio Tele- 
vision Sales & Service Co., 573 Jef- 
ferson Ave.; Federal Appliance Sales 
& Service Co., 573 Jefferson Ave.; 
Irving Electronic & Radio Corp., 
Electric Home Appliances, 235 
Saratoga, Snyder, N. Y. Electric 
Appliance Home Service, 791 Sev- 
enth Ave.; G & L Appliance Co., 
250-252 Grant St.; Ideal Appliance 
& Service Co.; 1173 Lovejoy Ave. 


Whiteville, N. C.—Jones-Gold Fur- 
niture Co. of Whiteville has been 
incorporated to sell furniture, 
household and business equipment 
of all kinds; aut ed capital 
$100,000, subscribed $1,500 by 
B. G. Jones, George . Gold and 
Seth L. Smith, all of Whiteville. 


Charlotte, N. C.—Victor Shaw, Inc., 
was incorporated recently to sell, 
distribute and manufacture home 
appliances; authorized stock $10,- 
000, subscribed stock $300, by C. 
A. Cochran, P. A. McCleneghan 
and L. M. Horton, all of Charlotte. 


Newton, N. C.—The General Sup- 
ply Co., first business to be opened 
by returned veterans is now ready 
for business. It is operated by H. 
Odelt Hahn and Hugh R. Sipe. 








LONERGAN FIREBOMB — Lonergan 
Mfg. Co., Albion, Mich., peacetime mat- 
ers of oil space heaters, water heaters, 
etc., have been busy turning out these 
deadly incendiary bombs for the Chemi- 
cal Warfare Service of the U. S. Army. 
They are currently being used to burn 
up Japan. Left to right: S. J. Lonergan, 
president; Lt. J. Sproull of the Chemical 
Warfare Service and E, F. C. Petering, 
vice-president, inspecting the "Tokyo 
Firefly". 
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HUGH W. HITCHCOCK zr 


¢¢From every standpoint, newspapers have been an ideal medium for Packard 


advertising. Our aim has been to arouse motorists to prompt action on protec- 
tive service for their cars. Undoubtedly, a large share of the campaign’s suc- 
cess can be attributed to the ability of newspapers to reach the reader at a 
time and place when the action desired is easy, natural and convenient, A 
further value in the newspaper medium is the fact that advertising with dealer 
signatures is a morale-booster for dealers and helps to ‘keep the dealer’s name 


alive’ during a period when product advertising is not appearing. ?? 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A., is published by The Chicago Daily News in the interest of all newspapers 
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There's a clear picture of the new Domestic Sewmachine 
ahead . . . a picture formed by the skill and experience of 
Domestic’s designers, production and merchandising men. 

These plans are rapidly taking shape as more materials 
and manufacturing resources are released. Appliance deal- 
ers who hold the Domestic franchise will have machines 
with advanced construction features, handsomely styled 
cabinets, outstanding engineering all backed by clear- 
cut merchandising policies and thé consistent promotion 


that will give appliance dealers their bid for the $255,- 


300,000 pent-up demand for quality sewing machines. 
f Pp q ) & 


Contact your Domestic Distributor or write for his name 
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MANAGERS GO TO SCHOOL—American Central Mfg. Corp.'s regional and dis- 


trict sales managers have themselves completed courses in sales training which will 


be available to distributor-appointed kitchen cabinet specialists, says C. Fred Hast- 
ings, general sales manager. Managers receiving training are shown above and in- 
clude: Byron Wagner, asst. general sales manager; John B. Taylor, Western sales 
manager; Charles Stoup, sales manager, Kitchen Division; Lorine Mounce, Home 
Service director; James Craig, district manager, Kitchen Division; Willis Marshall, 
district manager; Harry Armbright, Eastern sales manager; Larry Coen, Midwest 
sales manager; William F. Valentin, advertising manager; Leo Daugherty, district 
manager; Tony McEwan, district manager; James Derr, Southern sales manager; Gene 
Henry, district manager; Howard Barlow, assistant to sales manager, Kitchen Division; 
Lon Evans, district manager; Charles Reinboldt, Jam Handy Organization. 








Charlotte, N. C.—V. M. Moore, 
manager for the past six years of 
Singer Sewing Machine Co. in 
Winston-Salem and Charlotte, an- 
nounced the opening of a new ap- 


pliance shop—Moore’s—at 634 E. 
4th St. 
Cleveland, O.—Ben and Harry 


Cohen, owners of the Record Mart, 
814 Prospect Ave., are completing 
plans for an expansion of their bus- 
iness to handle a complete line of 
major appliances, including ranges, 
ironers, cleaners, refrigerators, etc. 


Columbus, O.—Advance Electric 
Co., has been incorporated with 
$15,000 authorized capital; princi- 
pals; Ralph G. Bricker, Margaret 
D. Ashby and Robert C. Bonseig- 
neur. 


Portland, Ore.—The F. C. Electric 
Co., opened a new appliance store 
at 37th and Belmont in suburbs of 
Portland. 


Portland, Ore.—Greiner’s Electric 
Shop opened in new and larger 
quarters at 238 SW 6th and Oak. 


Newport, Ore—Under Electric 
Stores opened a new store in New- 
port recently. 


Portland, Ore.—Harold Kelley's 
Appliance Center opened at 4144 
N. E. Sandy with a full line of ap- 
pliances. 


Conway, S. C.—Charter has been 
issued to Eastern Sales Co., to sell 
fixtures including electric, plumbing 
and automotive articles; capital, 
$50,000; officers: E. C. Wall, presi- 
dent; R. H. Gibson, vice-president; 
N. W. Cox, secretary; D. N. 
Wright, treasurer. 
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Chattanooga, Tenn.—W. F. Lowry 
recently opened the Electric Ap- 
pliance and Accessory Store at 
3220 Brainerd Rd. In addition to 
stocking a full line of appliances he 
will service appliances and plans to 
install a full appliance service de- 
partment after the war. 


Somerville, Tenn—Announcement 
has been made of the opening of 
The Home Appliance Co., in the 
Hughes Building, Somerville, Tenn. 


Kingsport, Tenn.—The Jewel Box, 
134 Broad St., Kingsport, Tenn., 
announces that it will sell “all the 
electric items for the modern post- 
war home.” 


Vancouver, Wash.—Olson Electric 
Co., have opened at 10th and Main 
with a full line of fixtures, and a 
radio and electric supply depart- 
ment. 


Belmont, Wis—F. E. Pegg and 
Warren Klousie have formed a 
partnership to deal in electrical ap- 
pliances—firm name will be Bel- 
mont Electric Shop. 


Vancouver, B. C.—R. L. Watchorn 
and J. McGann have purchased the 


Commercial Electric Co., 1923 
Commercial Dr., both having been 
recently discharged from _ the 
RCAF. 

Victoria, B. C.—C. F. and D. F. 
Campbell have registered their 


partnership in the business of the 
Campbell Electric Co. 


Victoria, B. C.—Incorporation of 
the Modern Appliance and Electric 
Ltd. with $10,000 authorized capi- 
tal has been announced. They wil! 
be located at 259 Pendozi St., Ke! 
owna, B. C. 
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...said THE FARMER’S WIFE . 


geen in “rube comedy” you still find farmers who 
live on garden greens and salt pork—but you won’t 
find them on the modern farms of Fé 


Farmers in this area—the rich rural lands of Michigan, Ohio 
and Pennsylvania—have urban tastes and habits. It is esti- 
mated that 33.1% of their food budgets now go for 
purchased foods . .. most of them the advertised, convenient 
packaged varieties. 


The Golden Crescent farm market is not only large— 
three million farm folk—but concentrated. This compact 
marketing area is located close to many of America’s largest 
industrial cities. In these three states are found 17.5% of 








all the electrified farms in this country. That indicates that 
these farmers are prosperous, modern-minded people .. . 
able and willing to buy those things which offer them 
comfort and convenience. 


Sell these farm folks now—through the three publi- 
cations that cover Z#e Crescent, end to end... 
MICHIGAN FARMER...OHIO FARMER... 
PENNSYLVANIA FARMER. 


Every desirable factor is present in this rich market .. . 
large area, geographical compactness and farm folk 
with cultivated tastes and good year-round incomes. Zee 

is a land of opportunities for alert 
food manufacturers. 


OHIO FARMER e MICHIGAN FARMER e PENNSYLVANIA FARMER 


CLEVELAND DETROIT 
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The fact that it's a thing of beauty will make you 
proud to display it—your customers eager to own 
it. Dominion appliances cleverly combine the ele- 
ments of design, construction, simplicity and price. 
Thousands of dealers will make them available—as 
soon as reconversion permits. This is now under way. 
Add up these points and you have sales appea/l— 
sales appeal at a price which is attractive to the 
customer and profitable for you. 


BE ON THE LOOKOUT FOR THE NEW 
DOMINION LINEIT’S WORTH WAITING FOR 


Keep in touch with your distributor who will have 
up-to-date information as to when he will have 
Dominion appliances for dealer distribution. 


PRODUCTS 


Flat lrons, Toasters, Waffle Irons, Sandwich Toasters, 
Grid-A-Bouts, Table Stoves, Heaters, Poppers, Hair 
Driers, Mixers, Heating Pads, Infra-Red Lamps, Fans. 


| 
| 
| 


inion 
TRADE MARK 


DOMINION ELECTRICAL MFG., INC | 


MANSFIELD, OHIO 
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CROSLEY PASSES TO AVCO—When Irving B. Babcock, president of The Aviation 


Corp., handed half a dozen pink checks to Powel Crosley, Jr., founder and longtime 
president of The Crosley Corp., Cincinnati, control of the Crosley organization was 
transferred to Avco. The checks totalled over $12,000,000. At the ceremony were, 
left to right above: J. D. Shouse, vice-president and general manager, Crosley broad- 
casting division; Babcock, Crosley, and R. C. Cosgrove, vice-president and general 
manager, Crosley manufacturing division. Avco's total commitments in the Crosley 


deal are over $21,000,000. 





COMPANY EARNINGS 
AND SALES REPORTS 





Apex Electrical Mtg. Co. 


Net sales volume of Apex Electrical 
Mfg. Co. for the six months ending 
June 30 reached the record total of 
$15,174,000, being about three times 
the sales figure for the comparative 
period of the previous year, it was an- 
nounced by C. G. Frantz, president. 


Crosley Corp. 


Crosley Corp. and Subsidiaries—Six 
months: Net profit, $1,318,818, equal 
to $2.42 a share, after $612,000 pro- 
vision for contingencies, compared 
with $2,556,288 or $4.68 a share, last 
year; net sales $55,900,287, compares 
with $49,088,606. 


Fairbanks, Morse & Co. 
and subsidiaries. 


Six months: Net profit, $1,788,295, 
or $2.98 a share, compared with $1,- 
856,066, or $3.10 a share last year; net 
sales, $51,038,319, against $81,722,098. 


Farnsworth Television and 
Radio Corp. 


Year to April 30: Record net profit 
of $953,385, or 67 cents a share, com- 
pared with revised net after rene- 
gotiation of $784,113, or 55 cents a 
share for preceeding fiscal year. Net 
sales rose to new high of $33,766,073 
from $30,873,421 volume the year be- 
fore. Current assets on April 30 were 
$15,822,270 and current liabilities $11,- 
862,020. 


General Electric Co. 


General Electric Co., Schenectady, 
N. Y., profit available for dividends 
for the first half of 1945 amounted 
to $24,793,533, or 86 cents a share of 
common stock, President Charles E. 
Wilson announced recently. This rep- 
resented an increase of 19 percent 
over the $20,770,700 or 72 cents a 
share, earned during the correspond- 
ing period of last year. 


SEPTEMBER, 





Net sales billed, representing ship- 
ments, during the first six months this 
year totalled $684,633,672 or 1 percent 
less than the $693,070,838 billed in 
the same period a year ago, the de- 
crease being due principally to lower 
prices on war products. 


General Mills, Inc. 


In its seventeenth annual report, 
issued recently to the company’s 10,- 
000 stockholders, General Mills, Inc., 
reported net earnings of $6,474,493 for 
the fiscal year ended May 31, 1945, 
as compared with $5,556,912 for the 
preceding year. This is equivalent to 
$8.07 earnings per share of common 
stock, an increase of $1.38 over that 
of the prior year. Maintaining its 
unbroken record of dividends earned 
and paid without reduction, the com- 
pany disbursed $3.767,581 in dividends 
during the year. Total sales amounted 
+. $220,000 NON 


Kalamazoo Stove and Furnace Co. 


Six months: Net income, $354,857 
or $1.28 each on 300,000 shares, against 
$305,937, or $1.02 a share, last year. 
June quarter: Net income, $144,153, 
or 48 cents a share, against $181,610, 
or 61 cents a share for second quar- 
ter of 1944, 


Majestic Radio & Television Corp. 


Consolidated net earnings of Ma- 
jestic Radio & Television Corp. for 
the fiscal year ended May 31, 1945, 
after all charges and provisions for 
renegotiation and taxes totalled $238,- 
463.09. This compares with the net 
profit for the previous year, after re- 
negotiations, of $171,609.88. The Cor- 
poration’s plants are located at Chicago 
and St. Charles, Ill. In a letter to 
stockholders, E. A. Tracey, president, 
reported that at May 31, 1945, the 
company’s current assets exceeded 
total liabilities by $1,220,542.76 com- 
pared to $515,819.19 for the year 
ended May 31, 1944. 
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CONSUMER PRODUCTS 


To the boys in Washington, it’s a matter of “‘sixty mil- 
lion’”’ jobs. But to the man heading each of America’s in- 
dustrial corporations, it is a matter of keeping his plant 
going, his men and women profitably erhployed, his one, 
two or three thousand “jobs” going . . . not “sixty”. 


And to that end all eyes are on those new consumer prod- 
ucts, getting them into production and into the field 
ahead of competition. Getting the jump is all important 
for future volume. 


Here’s how to eliminate one bottleneck! 


To get going on part of the job perhaps is possible now, 
without interfering with war orders yet in the works. 
Perhaps certain departments are already in process of 
shifting. 

The wait for other releases need not necessarily hold up 
complete production. 


Isolate the parts or even complete assemblies that cannot 
yet be tooled up . . . and sub-contract. Remember, it sped 


it 


up the conversion to war. And it will mean just as much 
to you, in converting to consumer goods manufacture. 


Your facilities, complemented by those of a good sub- 
contractor who has the knack of cutting corners in tooling 
up and setting up quick assembly lines, can do the trick 
and get those products out and into distribution long 
before it would otherwise be possible. 


Give your salesmen a break! 


Give them something to sell—and deliver—ahead of 
competition. Give your dealers a break! Give yourself a 
break! And insure the future security of the jobs in your 
plant. 


Dollars to doughnuts, Lewyt can give you the parts or 
assemblies you need long before you can tool up for them 
in your own plant. Maybe save you some money, too. It 
won’t cost you anything to find out. 

. * * 


Write on your business stationery for 48-page book, “Let Lewyt 
Do It’’—the story of the Lewyt organization in pictures. Lewyt 
Corporation, 84 Broadway, Brooklyn 11, N.Y. 


OW 


FOR MORE THAN 50 YEARS A CONTRACT MANUFACTURER... EXPERTLY STAFFED TO PRODUCE COMPLETE ELECTRONIC 
AND MECHANICAL ASSEMBLIES, COMPONENT PARTS AND SUB-ASSEMBLIES, TO THE MOST EXACTING REQUIREMENTS 








CONTINUE x BUYING * WAR * BONDS 
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on which one would you rather pay 
the shipping charge 



























































@ The one that weighs less, of course! 
Then it’s a Wirebound—the modern wood crate 
that adds the strength of steel to lighter construction 


to assure maximum product protection at minimum weight. 


@ Remember, it isn’t what you save on one shipment that’s important 


... it's that single saving multiplied by hundreds and thousands that really counts! 


Get ready now to ship your postwar products at lower cost. Without 
obligation a Wirebound Box or Crate will be designed 
specifically for your product .. . and it will be pre-tested 
on modern laboratory devices that simulate all the hazards 
encountered in actual shipping and warehousing. 
Wirebound Box Manufacturers Association, Room 1826, 

Send today for your free copy of 


ildi j inois. this 24-page book, “YOUR 
Borland Building, Chicago 3, Illinois tata, 96-page beck, “SOUS 


and at lower cost.’’ Here are a few 
of the important points covered... 
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Nash-Kelvinator Corp. 


For three months to June 30th: Net 
income, $412,260, after charges and 
taxes, compared with $677,549 in the 
similar period of 1944. For nine 
months to June 30 net income was 
$1,441,685, compared with $2,228,875, 
in the nine months to June 30, 1944. 


Noblitt-Sparks Industries, Inc. 


June quarter: net profit $355,989 or 
$1.20 each on 296,875 capital shares, 
against $341,364 or $1.44 each on 
237,500 shares for June quarter a 
year ago. 


Radio Corporation of America 


The consolidated statement of in- 
come of the Radio Corporation of 
America and subsidiaries for the second 
quarter of 1945 and the first six months 
of the year, with comparative figures 
for the corresponding periods of 1944, 
was issued recently by David Sarnoff, 
president. Total gross income from all 
sources amounted to $163,300,680 in the 
first half of 1945, compared with 
$156,166,006 in the same period in 
1944, an increase of $7,134,674. Pro- 
vision for Federal Income Taxes 
amounted to $13,725,100 for the first 
half of 1945, compared with $14,290,650 
for the corresponding 1944 period, a 
decrease of $565,550. Net income after 


* all charges and taxes, was $5,677,190 


for the first six months of 1945, com- 
pared with $4,440,214 in 1944, an in- 
crease of $1,236,976. The portion of 
net income resulting from war pro- 
duction contracts is subject to renego- 
tiation by the Government. 








LAMP-BULB CHRISTENING—B-29 Sup- 
erfortress, the “Chicago Edisonnaire" is 
christened with a 1,000-watt lamp bulb 
by Shirley Benson to mark the success- 
ful completion of Commonwealth Edison's 
Seventh War Loan drive. Looking on, 
left to right: A. E. Madden and R. L. 
Staggs, co-chairman, Edison War Bond 
Committee; L. F. Stern, who headed the 
Chicago drive; Charles Y. Freeman, 
chairman and Edward J. Doyle, president 
of the company. Utility employees sub- 
scribed $1,138,041 to the drive. 
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New G-E “Electric Sink” » Automatic Dishwasher and 
Disposall - Expands Market for Major Appliance Dealers 


Greatest of All Kitchen Work- 
savers Virtually Unknown to Con- 
sumers ... Presents Almost Un- 
limited Market Opportunity Now! 


No other single kitchen appliance does as much 


hard work as the new G-E “Electric Sink.” 


This new laborsaving unit — General Flectric 
—pioneered Dishwasher and Disposall combined— 
washes dishes, rinses dishes, dries dishes, disposes 
of food waste. All electrically, all in a few minutes, 
all automatically. 


Having the advantage of the least saturation of 
any major appliance, the new G-E Sink is being 
backed with twelve times its prewar promotion. 
Idea is to make the G-E Dishwasher as common- 
place in the American home as the electric refrig- 
erator, range, or washing machine. 








' 


No time is being wasted in telling this story to 
the consumer. A broad-market ad campaign is 
running in Life, American Home, Better Homes & 
Gardens, House & Garden, Parent’s, and Small 
Homes Guide. 


G-E Sink advertising also appears on the unique 
new radio show, “The G-E House Party.” 


G-E means business—good business—to the 
alert dealer. Write today for details and special 
material: General Electric Co., Appliance and 
Merchandise Dept., Bridgeport, Conn. 


NOTE THESE 4 G-E SINK POINTS! 


Completely Automatic! The G-E Dishwasher 
washes and rinses a day’s dishes in just a few 
minutes—automatically! Dishes dry. in their own 
steam—cleaner, brighter than by hand. G-E Dis- 
posall disposes of food waste electrically. Fits most 
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FOR GOOD LISTENING: Don’t miss Art Linkletter, in “The G-E 
House Party,” every afternoon, Monday through Friday, 4 p. m., 
E.W.T., CBS. 


For Final Viciory—Buy and. Hold More War Bonds 


GENERAL @ ELECTRIC 


any kitchen sink. 


Five New 1946 Models! Positively no prewar 
models. 1946 models available in the fall of 1945: 
(1) G-E Electric Sink (Dishwasher and Disposall); 
(2) Sink with dishwasher; (3) Free-standing Dish- 
washer; (4) Disposall for installation in present 


work surface. 


No Trade-ins: It’s a clean deal—all new mer- 
chandise. No trade-ins to worry over and fuss 
about. High unit sales with a big-volume future. 


“Heart” of G-E “All-Electric’’ Kitchen. There 
is plenty of evidence to show that women want 
“All-Electric” Kitchens as soon as they can get 
them. It’s the American homemaking dream. Nat- 
urally, no “All-Electric” kitchen would be complete 


without the G-E “Electric Sink” . . . the very 


“heart” of these new time-saving, work-saving 
rooms-of-the-future. 
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Yesterday's story of the convenience of elec 


trical appliances is ably presented in this - 
ie ...damp-dries 


Easy advertisement which appeared 


Cincinnati Times-Star of October 22, 1928 clothes by an easier, 
in the years 1928-1940 MORE Cincinnatians safer method.. . 


were being told in the Times-Star about Ane banis ib «T's pam 
Think of it! $15 puts the washer wich the most startling oa 


MORE makes of electrical appliances than ‘ = of de cuteny yous bene. Gay tor. b 





in any other Cincinnati newspaper. Na while you use it. about the 
The old-fashioned wringer has been replaced on the 1. Sefe—ao copnced @anigg pore. 
tional electrical applian vertiser iced latest EASY Washer by a better method—damp-dryiag 2 Operenan wmpte sad seta. 
You place a whole batch of clothes in the new EASY | ec0g Beary pals of waver 
MORE advertising in the . ' " Damp-Dryer—turn a lever and presto! . . . in less than two ee 
sall other Cincinnati new nbined minutes they are ready for the line. Safe! Much easier and + — eeeenematemtne 
fascer Yet clothes are damp-dried, oh—so geauy! , + cen ang ape 


Your week’s washing free 
Let one of our men show you in your home how this 
mow improved of all washers works . . . with your clothes. 
No charge. Phone us the day to come. Phone 




















AND 





Tomorrow 






when restrictions are 
lifted, and with more goods 
available in normal quanti- 
ties to Greater Cincinnatians, 
the Times-Star will continue 











Today's national advertis- 
ing of electrical appliances 


















is practically nil because of to be the outstanding 


the cessation of civilian medium for this rich 
$500,000,000 stable 


market. 


manufacture. However, the 
largest share of appliance 
advertising appears in the 
Cincinnati Times-Star. 








TOOL ware 


HULBERT TAFT, President and Editor-in-Chief NEW YORK: 60 E. 42nd St CHICAGO: 333 N. Michigan Ave WEST COAST REP.: John E. Lutz, 435 N. Michigan, Chicago 





* YESTERDAY ...TODAY... and TOMORROW 


As a part of its merchandising cooperation, the Cincinnati. Times-Star 
has sponsored and promoted 38 Cooking Schools since 1922, Annual 
Home Builders Shows, thie first Stoker Show in the nation, the nation’s 
first Air Conditioning Show; and has co-sponsored and vigorously sup- 
ported the Annual Pure Food Shows and Cincinnati Electrical Exposi- 
tions which have gained nation-wide prominence. 


With manufacturers resuming civilian production, the Times-Star re- 


news its pledge of aggressive participation in the merchandising of 
appliances in the rich, responsive Cincinnati market. 
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Rheem Manufacturing Co. 


For the first half of 1945, net earn- 
ings of $1,114,062, after provision for 
taxes and reserve for contingencies. 
This is equivalent, after preferred 
dividends, to $1.45 a share on 751,122 
shares of common stock outstanding. 
Net earnings for the first half of 1944, 
after provision for taxes and reserve 
for contingencies were $607,344, equiv- 
alent, after preferred dividends, to 87 
cents per share on 658,638 common 
shares. Net sales for the first half of 
1945 were $53,722,000 compared with 
$31,291,000 for the corresponding 
period of 1944. Rheem called, for 
redemption on August 1, all of its out- 
standing 5% convertible preferred 
stock. 


Savage Arms Corp. 


June quarter: Net profit, $224,101, 
or 33 cents a share, compared with 
$78,056, or 12 cents a share a year ago. 


Sylvania Electric Products, Inc. 


Consolidated sales of Sylvania Elec- 
tric Products, Inc. and its wholly 
owned subsidiary, Colonial Radio 
Corp., for the first six months of 1945 
reached a new all-time figure of $75,- 
821,874. While substantial cancella- 
tions and cutbacks in the company’s 
war business have been experienced, 
new orders have been more than 
enough to offset this condition. This 
represents an increase of 88 per cent 
in sales over the corresponding period 
of 1944 when sales totaled: $40,320,350. 
However, it is pointed out that the 
1945 sales figure includes sales of the 
Colonial subsidiary for the entire six 
months, whereas in the six months’ 
report a year ago Colonial’s sales for 
June only were included since Colonial 
was acquired by Sylvania on May 31, 
1944. 

Sales for the second quarter of 1945 
were $41,368,531, an increase of 20 
per cent over the $34,453,343 of sales 
during the first quarter of this year. 
Earnings for the first six months of 
1945 totaled $1,595,608, an increase of 
88 per cent over the $849,108 earned in 
the first six months of 1944 when 
Colonial’s earnings for June only were 
included. 


Westinghouse Electric Corp. 


Orders received by the Westing- 
house Electric Corp. in the first half of 
this year increased 13 per cent over 
the same period of 1944 and amounted 
to $505,243,144, it was announced re- 
cently by A. W. Robertson, chairman. 
Unfilled orders as of June 30 amounted 
to $547,442,497. Mr. Robertson said 
this compared with $767,125,246 a year 
ago. 


Briggs & Stratton Corp. 


Six months to June 30: Net profit, 
$490,737, equal to $1.65 a share, against 
$595,605, or $2 a share last year. 
Twelve months to June 30: Net profit, 
$953,620, or $3.21 a share, compared 
with $1,260,123, or $4.24 a share 0 
preceding comparable period. 
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... Another Powerful Unit in RCA Victor's “Big Three” 
Advertising Campaign Building Sales for You Tomorrow 
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VERY Sunday, coast-to-coast ‘‘Victrolas’’*in national magazines 
over NBC, Tommy Dorseyand reaching millions... and a special 
a great parade of stars spearhead campaign in Time, setting tne 
RCA Victor’s triple-powered na- stage for RCA Victor leadership in 
tional advertising program... television. 
building a huge reservoir of cus- Think of the selling power of 
tomers fordealersall overAmerica. these campaigns. Think of RCA 
In its second big year, the ‘RCA Victor’s recognized engineering 
Show”’ ties in with two additional leadership. Think what these fac- 
national campaigns running tors can mean to you in profits 
simultaneously .. . full-page ad- when radios,“Victrolas’’* and tele- 
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= meee vertisements featuring radios and vision receivers become available. 
ales ve et pe ee Tem aw BCA freon am of machete meee ere pr mer wert , 
par. aecpesccveapsump Guteaing a aie alda stctommanm strate | 
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i in a) RCA Vi CTOR a Peooetss Seroet ey aca THE SAME I p who today 
hen eavro conronarion or sxx! TELEVISION RECEIVERS  ..- Models for every need guide America’s progressive 
jere OCA Victor Talevinion Recshwuen will hp thought in politics, educa- 
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tion, business and religion 
will be tomorrow’s most re- 
sponsive market for tele- 
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TOMORROW'S RCA Victor radios, ‘‘Victrolas’’* and 
television receivers will reflect the heritage of 
radio's finest musical and engineering background. 
Yes, there’s something in heredity, and advertise- 
ments like this in big-circulation magazines are 
impressing the mark of the finest—RCA Victor. 
Wherever this mark appears inside—or outside 
your store, it builds your prestige and profit. 














vision. Because readers of 
Time magazine are a great 
cross-section of this group, 
RCA Victor is using a special 
series of double-spread ad- 
vertisements in this im- 
portant publication to 
fortify its television leader- 
ship and insure your profit 
in this great new field. 
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"Victrola" —T. M. Reg. U. S. Pat. Off. 


RCA VICTOR 


RADIO CORPORATION OF AMERICA - RCA VICTOR DIVISION - CAMDEN, N. J, 
In Canada: RCA Victor Company Limited, Montreal 
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Good Performauce 


of Home Appliances 


eielarmaiiimiil: 







A thoroughly dependable motor is the first step in 
























meeting the high standards of performance that will be de- 


manded of tomorrow’s products. 


Backed by more than 30 years’ experience and used success- 
fully in hundreds of types of products, Lamb Electric motors 














Self-ventilat- 
ed moter de- 
signed ter 
continvous 
service on 
light-duty 
devices. 


oa Se he 
particu oe 


cannister type 
vecvuum 
cleaner 


Quiet, vibre- 
tientess me- 
yor adoptable 


te many fen 
applications. 


THE LAMB ELECTRIC COMPANY °* 


have established a reputation 
for long, trouble-free opera- 
tion. 


As you investigate various lines 
and makes of products, re- 
member that volume and profit 
depend largely upon the satis- 
factory service of the products 
you handle. 


Keep this fact in mind to help 
you make future decisions: 
You can be sure of the depend- 
ability of the motor if it is made 
by Lamb Electric. 


*« 


KENT, OHIO 





ELECTRONICS PROGRAM FOR CALECTRIC — Because cashiers, service men and 


others who meet the public in the ranks of the California Electric Power Company 
were continually being asked questions about electronic devices, an employee in- 
formation program was recently devised by the electronics subcommittee of the 
company's postwar planning committee. The program was arranged as an enter- 
tainment, but considerable useful information was conveyed to all employees in 
terms they could understand, whether or not they possess technical knowledge. 
This information, in turn, will find its way into answers to the questions posed by the 


public. 





NEW LITERATURE 














PAGE 224 





> P4 ih ose O08 i 
of : . “ | 
e SELL EZL 


SPECIAL at 
| mt FRACTIONAL 









"4 _ bey “ 
LICATIC 





Kitchen Maid Corp. 


“Today's Kitchens—Designed for 
Better Living” is the title of a new 
booklet prepared by the Kitchen Maid 
Corp. of Andrews, Indiana. It shows 
seven kitchens complete with color and 
decorating suggestions, which were 
planned by Mrs. Virginia Hart, kitchen 
consultant. These are not “dreams” of 
tomorrow, but practical kitchens of to- 
day, made up of Kitchen Maid stand- 
ard unit cabinetry available now. 


Electronic Corp. of America 


The Electronic Corp. of America, in 
peacetime makers of a complete line 
of home radios, has announced the pub- 
lication of a booklet, “The Amazing 
Electron,” for distribution to educa- 
tors, consumer organizations, farm 
groups, and labor unions, and the 
general public. Copies are also being 
supplied to ECA Radio franchised 
dealers for consumer distribution. It 
is the second in a series of consumer 
publications by ECA, and further 
booklets are now being planned. 

Profusely illustrated in cartoon tech- 
nique, and simply written, the book- 
let is intended to bring within the 
grasp of everyone the basic facts about 
electronics. Copies can be obtained 
from Electronic Corp. of America, 45 
West 18th Street, New York 11, N. Y., 
free of charge to” individuals and in 
quantities of 20 or more, for a five 
cent handling charge. 


Wagner Electric Corp. 


Wagner Electric Corp., 6400 Ply- 
mouth Avenue, St. Louis 14, Missouri, 
has recently issued a 16-page folder 
(form GU-86) describing briefly its 
entire line of electrical and automotive 
products: motors, transformers, indus- 
trial brakes and controls, hydraulic 
brakes, air brakes, tachographs (speed- 
recording speedometers), | NoRol, 
brake lining, and brake-service tools. 


Mullins Manufacturing Corp. 


Youngstown Kitchens, (Mullins 
Manufacturing. Corp., Warren, O.) has 
found an inexpensive way to enable 
thousands of customers to design their 


SEPTEMBER, 


own kitchens in miniature with its 
new “Min-A-Kit Book”, a 20-page 
publication containing 46 models. 

The booklet, containing pages in 
color and lots of information on 
kitchen planning, contains models of 
cabinet sinks, base and wall cabinets, 
stoves, and refrigerators. Kitchen 
planners cut out the models, assemble 
them into life-like dummies, use the 
cover of the book to form the kitchen 
walls, and design kitchens of any 
size and style. 

Offered only through national ad- 
vertising, because of the paper short- 
age, the Min-A-Kit book is sent upon 
receipt of 10 cents. More than 100,- 
000 will be distributed on the first 
printing. Later, when the paper situa- 
tion eases, it will be made available 
to Youngstown dealers throughout the 
nation. 
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MAYTAG RE-UNION—Master Sgt. Joe 
Rabourn, wing inspector with the !2th 
Air Force in the African, Italian and 
French compaigns, greets his sister, Pear! 
Rabourn, 1945 queen of the Mayteg 
plant, who is responsible for the final 
inspection of bomb fuse parts made by 
Maytag. “I've handled thousands of 
these," they told each other. 
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Few advertisers can take exception to the 
rules that “two prospects are better than one,” or that 
“to sell both sexes you’ve got to tell both sexes.” Measure 
your post-war media plans by these golden rules. and 
you'll find The American Magazine a “first” on your list. 
Edited with dual sex appeal, The American Magazine 
double-exposes advertising to millions of women and 
millions of men—multimillions of Americans who, for In the Service 
four long, long years, have been literally starving for more of the Nation 
consumer goods of a thousand varieties. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN’S HOME COMPANION 
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SIGNAL ELECTRIC MFG. CO. 


Offices in Principal Cities 
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Hamilton Radio Corp. 


The Olympic Radio line, manufac- 
tured by Hamilton Radio Corp., 510 
Sixth Ave., New York, N. Y., this 
month starts its direct bid for dealer 
favor with a factual brochure entitled, 
“A Man Has to Think Twice.” Avail- 
able through Olympic’s distributors or 
direct from the company, the brochure 
at the outset emphasizes that, though 
every post-war period brings many 
brand contenders for leadership, only 
a few succeed. It then» goes on to 
specify the reasons why Olympic is 
uniquely endowed for post-war suc- 
cess. The company’s resources in 
merchandising, advertising and styling 
are likewise detailed, and Olympic’s 
impressive national distributor organ- 
ization is listed. 


Westinghouse Electric Corp. 


For distribution by utilities and 
dealers, a new 8-page booklet “Better 
Living Means Electrical Living” is 
announced by Westinghouse Electric 
Corp. Designed to help consumers 
plan ahead so that electrical equipment 
can be added without rewiring, the 
new booklet includes photographs and 
sketches of electrical appliances and 
equipment. The benefits of electrical 
living are discussed, and essentials of 
good wiring listed. 

Dealers and utilities may secure 
quantity supplies of Booklet B-3602 
from Westinghouse Distributors, and 
sample copies are available from P.O. 
Box 868, Westinghouse Electric Corp., 
306 Fourth Avenue, Pittsburgh 30, Pa. 


Landers, Frary & Clark 


“How to Plan Now for Better Liv- 
ing” is the name of Landers, Frary 
& Clark’s new twenty page consumer 
booklet which is designed to assist 
homemakers in planning their elec- 
trically run homes of tomorrow. The 
attractively bound booklet is divided 
into six categories dealing with the 
cooking and serving, storage and prep- 
aration, cleaning and dishwashing, 
home laundry, cleaning equipment and 
health and comfort areas of the home, 
and the appliances and housewares 
used in such areas. 

In addition the booklet presents lay- 
outs of the U-shaped, L-shaped, and 
corridor kitchens, the ideal laundry 
set up, typical storage space center and 


convenient arrangement of bedroom ° 


and bath. The booklet may be ob- 
tained from Universal distributors at 
$5.00 a hundred. 


llg Ventilating Co. 


Because its various pioneering per- 
sonnel practices have attracted so 
many inquiries from business execu- 
tives, the ILG Electric Ventilating Co., 
of Chicago has compiled a twelve page 
booklet entitled “ILG Welfare Club”, 
which outlines the historical develop- 
ment and results of its employee 
policies. 


General Electric Co. 


A four page pamphlet titled “Tele- 
vision as a Career,” with a_bibli- 
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FINANCE PLAN O. O.—A new Com- 
mercial Credit Co. finance plan on com- 
mercial refrigeration sales with nation- 
ally uniform and lower rates has been an- 
nounced by Commercial Credit Co. 
Howard L. Wynegar, president of Com- 
mercial Credit, left, looks on approv- 
ingly as Paul Sullivan, executive secretary 
of the Commercial Refrigerator Manu- 
facturers Association, receives the first 
copy of the new plan from Walter Y. 
Rahn, C. C. C.'s vice-president. 





ography of recent literature on tele- 
vision amd illustrated with pictures 
taken at Station WRGB, has been 
prepared by the transmitter division 
of the General Electric Co., available 
free on request to the Publicity Sec- 
tion, G. E. Electronics Department, 
Schenectady, N. Y. 


"Intra-Tel Systems" 


A new 16-page publication titled 
“Intra-Tel Systems”, a commercial 
development of television, has been 
prepared by the Transmitter Division 
of the General Electric Co. The 
brochure describes in detail a television 
system for use by department stores, 
and gives the initial cost and yearly 
operating expense based on prewar 
prices for a typical system. It is il- 
lustrated by numerous charts, draw- 
ings, and scenes from recent merchan- 
dising presentations over General Elec- 
tric’s television station WRGB. 


Kalamazoo Stove & Furnace Co. 


A booklet, “243 New Ideas for 
Your Kitchen,” is being offered to th« 
public by the Kalamazoo Stove & 
Furnace Co., as evidence of how this 
stove firm is broadening its post-wat 
horizon in the home field. 

It has been more than a quarter 
century since some copy writer created 
the “Kalamazoo Direct to You” slo 
gan. With the post-war period Kala- 
mazoo expects to break all records in 
stove and furnace manufacture and wil! 
offer the public coal, gas and electric 
ranges. 
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CAMFIELD AUTOMATIC 


Produced by a group with an unequaled 
record in the small appliance field 


The new Camfield Automatic Toaster is a 
proven achievement of years of research 
and seasoned experience. It is the product 
of authorities who know how to make an 
improved toaster that will be another un- 
equaled success in its industry—a compos- 
ite of sensational, exclusive features that 


Sunpris e Tackage 
ot the yaar \ 


Look to Camfield for these 
outstanding sales-producing features 


EXCLUSIVE —the ingenious, Camfield “Equa- 
Therm,” that assures perfect toasting heat, 
regardless of voltage fluctuations. It pro- 
vides quiet, pop-up, automatic toasting at 
its best. 

EXCLUSIVE —the Camfield ‘’Finger-Trip” re- 
lease... visible, sure, trigger quick ... for 


will make it a pacemaker for business in ~ handy control. 


this field. 


EXCLUSIVE —Camfield styling in beautiful 
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TOASTER 


chrome and modern plastic, by one of 
America’s foremost industrial designers. 

Simple, dependable, trouble-free perform- 
ance. Keep this remarkable new automatic 
toaster in mind. Watch for further details 
coming soon. 


* 
CAMFIELD 


MANUFACTURING COMPANY 
GRAND HAVEN, MICHIGAN 
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Here’s GOOD NEWS for every Jobber, Distributor and Retailer of Electric Household 
Appliances. A Fast Selling, Big Profit Maker is BACK AGAIN. Thousands of these 
sensational Holliwood Electric Table Broilers were sold before the war. A tremen- 
dous consumer acceptance and demand was created for them. And today, hundreds 
of thousands of housewives are anxiously waiting to buy these popular Holliwood 





Note These 
EXCLUSIVE FEATURES: 


@ The original Hand Hammered 
Cast Aluminum Electric 
Table Broiler polished to sil- 
ver finish. 


@ Larger Capacity. 


Uniform Heat—No Heat Loss. 


@ Retains Heat — no Warming 
element necessary. 


@ Top locks in place when 
raised. 

@ Top and Heating element 
easily removed for cleaning. 


@ Bakelite Handles and Legs 
improve appearance. 

@® No Smoke — No muss — No 
Fuss. 

@ Simple, economical and easy 
to operate. 


@ Use right on Dining Room 
Table. 





Electric Table Broilers. 


The Government has authorized us to resume 
the manufacture of these broilers and WE ARE 
NOW IN PRODUCTION. But for the present, 
the supply will be limited. So, if you are unable 
to obtain Holliwood Electric Table Broilers im- 
mediately, be patient. They are worth waiting 
for. We are making every effort to supply you as 
rapidly as possible and will give every one of you 
an even break and NO FAVORITES. 


TWO SIZES:— 


No. 40-T—19% x 11 x 6” to Retail for $19.95 
No. 38-T—18 x 10% x 6” to Retail for 17.95 


Be the first in your community to display and 
sell these fast moving, Big Profit Makers. 


Holliwood Electric 
Table Broilers will be 
the favorite Gift this 
Christmas. 











FINDERS MANUFACTURING CO. 


3669 S. MICHIGAN AVE. 





° CHICAGO 15, ILL. 
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NEW LITERATURE 





Webster Chicago Corp. :. 


“The Story of Webster-Chicago” js : i 
the title of a new book just issued, we 
Beautifully printed in colors, it out. 
lines in words and pictures the his- PI 
tory of Webster-Chicago Corp. from SE 
inception of the business 31 years ago, 
throughout long period of growth and 
development—to the greatly expanded 
facilities now nearing completion. 

As explained by Donald Mac- 
Gregor, Webster executive vice-presi- 
dent, the book will prove of general 
interest in the future as a typical case 
history of a pioneer manufacturer in 
the electronics field; particularly with 
reference to phonograph record chang- 
ers, wire recorders, power units, and 
kindred products. A copy may be had 
on request by writing Webster-Chi- 
cago Corp., 3825 W. Armitage Ave. 

Chicago 47, Ii. ( 





The Trane Co. 


A new catalog just issued by The 
Trane Company, La Crosse, Wisc., 
permits the selection of heating, cool- 
ing, air handling and air conditioning 
equipment now for civilian construc- 
tion projects that will get underway 
once the war is over. This new 84- 
page bulletin is packed with informa- 
tion concerning Trane products that 
will be available when restrictions on 
civilian construction have been re- 
moved. Not only are all the prod- 
ucts illustrated, but sufficient data on 
capacities, roughing-in dimensions, etc. 
are given to make possible the satis- 
factory selection of all equipment illus- 
trated. 

Architects, consulting engineers, con- 
tractors, builders and industrials may 
obtain copies by writing on their own 
letterhead to the Trane Co., or any of 
its branch offices. Ask for Trane Post- 
war Products Bulletin No. PB 290. 


-«~ 





General Cement Mfg. Co. 


General Cement Manufacturing Co. 
of Rockford, Ill., announces publica- 
tion of their new No. 146 Catalog con- 
taining complete listings of their line 
of radio cements, chemicals, hardware, 
cabinet repair kits, repair parts, tools 
and other service accessories. The new 
catalog may be secured from General 
Cement Jobbers or by addressing the 
company direct. 


FS) . 


Paper s! 


Porcelain Enamel Institute 


A colorful new booklet, describing 
many of the characteristics and appli- 
cations for porcelain enamel, has been 
issued by the Porcelain Enamel In- 
stitute of Washington, D. C. It in- 
cludes a pictorial description of how 
porcelain enamel is made and applied 
to metal parts; ways in which por- 
celain enamel improves the appearance 
and service of household, commercial 
and industrial products; the depend- 
able protection provided against 
abrasion, corrosion, heat and dirt; ad- MAK 
vice as to proper design and procedure 
in obtaining best results. 

The information given is of interest 
to engineers, designers and manufac- 
turing and sales executives, and may 
-be- obtained by writing to the Porcelain 
Enamel Institute, Inc., 1010 Vermont 
Ave., N. W., Washington 5, D. C. 
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; g gs ; Backs Handy-Pack Idea, 
Ups Bulb Turnover 
The 
isc., 
rei The new SYLVANIA The Handy 5-Bulb Pack, smash merchandising hit 
ruc- HANDY 5 PACK that sells five electric light bulbs in one convenient 
* FIVE SULSS 
carton, is being backed to the limit by Sylvania 
mel Electric national advertising appearing in seven 
that coast-to-coast publications. 
5 on 
re- Devised to speed light bulb turnover for retailers 
rod- everywhere, by boosting the unit of sale, the new 
rot Sylvania 5-bulb pack idea—through the kind of ad- 
atis- vertising shown here—is reaching over 15 million 
mee people —actual total circulation of these national 
con- periodicals. (See panel lower left.) 
pa | Shoppers will be impelled to buy not one or two, 
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“yg ctrl lo fray / instantly the advantage of buying a safer unit to 
carry —and one that’s easily slipped into a home 
DY, SAFE TO BUY! Y, SARTO 1 mame, Sant TO mabe, 2000 1:00 drawer, with bulbs always in one spot, on hand as 
soon as they are needed. 
; Co. No fuss! No fum- Tuck new “Handy Put ‘‘Hondy § No searching 
blica- hn ble! You buy 5 5 Pack’ under Pack” on o closet through a lot of 
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tools ~ own “Handy no jv bulbs safe, 
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g the re DY 5-PACK ADVER Ask him! 
HAN NAL SPREAD 1. It sells 5 instead of one bulb—either factory- 
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” ing in full color mm ral, Goo 2. It builds repeat sales—customer will 
ribing iL gp t. appearing m 2U ; Home Journal, wr . t builds repeat sales—customer will return to 
appli- This adv —higg Home. cra black and white—1n get his bulbs in this safer, easier stored Handy 
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1 In- Housekeeping» ‘pet Business an —s ania’s new 5-bulb “Pack, 
It in- Newsweek, Nation ® dvantages of Sy’ lbs! i ial — cs 
t how yo ople about the a electric light bulbs 23 3. It saves wrapping time and material — clerks 
pplied mck-the unit made to sell ginal publications total over get the pack with shopper’s bulb selections 
_ se n , 
7 ne Estimated readers of these 5 already inserted. 
oe million. Here’s a revolutionary method of bulb selling that’s 
cainst made to increase profits by speeding turnover and 
t; ad- MAKE D-FAMOUS SYLVANIA RADIO TUBES cutting down selling expense ! 
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ont 
~~ MAKERS OF FLUORESCENT LAMPS, FIXTURES, WIRING DEVICES; ELECTRIC LIGHT BULBS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES 
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"THE STOKER 








Yes sir ... the Peerless Fire-Guard Stoker is a real 
financial windfall. Designed and engineered to give the 
utmost in Stoker satisfaction . . . this quality product 
means sales... sales... and more sales! | 


They're real honest-to-goodness sales too .. . for all 
the prestige and backing of the vast Peerless organiza- 
tion stands behind you... and each Fire-Guard Stoker 
you sell! 

Take advantage of a few choice and exclusive ter- 


titories still open... wire, phone, or write today for com- 
plete details! = | deer 


ING CORPORATION 


LOUISVILLE, KENTUCKY 


SInce 1884 
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FIRST MEISSNER SHOWING—Executive sales staff responsible for national distribu- 
tion of the postwar “Meissner” electroninc radio phonograph pose beside the |8th 
Century Sheraton model at the first showing of the instrument. Left to right: Godfrey 
(Hal) Wetterlow, eastern sales manager, radio phonograph division of the Meissner 
Manufacturing Div.; Oden F. Jester, general sales manager; and Ray R. Hutmacher, 
assistant sales manager, radio phonograph division of Meissner. 


Preview of Meissner 
Radio Sets Held 


The first official showing of the 
post-war electronic radio-phonograph 
produced by the Meissner Mfg. Div., 
Maguire Industries, Inc. was held in 
Chicago recently. 

Hosts at the press pre-view were 
Meissner and Maguire officials headed 
by Russell Maguire, president of Ma- 
guire Industries, Inc.; James T. Wat- 
son, founder and former president of 
the Meissner Manufacturing Co., who 
is now vice president for the Maguire 
organization in charge of the Meissner 
plant at Mt. Carmel, Ill; G. V. 
Rockey, vice president in charge of 
sales, Maguire Industries, Ine., for- 
mer executive vice president of the 
Meissner Mfg. Co.; and Oden F. Jes- 
ter, general sales manager of the 
Meissner radio phonograph division, 
Chicago. The premiere was held at 
the newly-opened Meissner salon and 
national sales headquarters, 936 North 
Michigan Avenue. ‘ 

On display was the first complete 
set ever produced under the “Meiss- 
ner” name. Features of the phono- 
graph portion of the set according to 
company officials, are its high-fidelity 
reproduction of recorded music, an 
eight-key tone control system covering 
the entire range of human hearing, 
an automatic record changer which 
enables the instrument to play for two 
hours without attention, and a multi- 
ple speaker system. Radio features in- 
clude regular broadcast, frequency- 
modulation and super short wave 
reception. Cabinets in the line are au- 
thentic period designs as well as mod- 
ern patterns in woods and other ma- 
terials especially suited to each type. 

The Meissner Mfg. Co., founded in 
Chicago in 1922, became a part of 
Maguire Industries, Inc., New York, 
late in June of this year. 


John F. Gilchrist, 
Chicago Edison, Dies 


John Foster Gilchrist, retired vice- 
president of Commonwealth Edison 
Co., Chicago, and one of the electrical 
industry’s best known pioneers, died 
August 4 at his summer home near 
Mokena, Illinois, after a long illness. 
He was 77 years of age. 
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A native Chicagoan, Mr. Gilchrist 
entered the employ of the old Chicago 
Edison Co., principal predecessor of 
Commonwealth Edison Co., in 1887 
as an office boy and shortly after- 
ward became the first employe of the 
meter department. Rising rapidly 
through the ranks, he was appointed 
assistant to the general superintend- 
ent in 1891, general contract agent in 
1896 and assistant to the president 
ten years later. He was elected vice- 
president in charge of the purchasing, 
stores, transportation and statistical 
departments in 1914. 


JOHN F. GILCHRIST 


Nationally prominent in the elec- 
trical industry, Mr. Gilchrist made 
many constructive contributions to its 
development and progress. He was a 
past president of the Association of 
Edison Illuminating Companies, the 
National Electric Light Association 
and Electric Association of Chicago. 


300,000 Radios, Last Quarter 
To Be Produced By Emerson 


That Emerson Radio & Phonograph 
Corporation expects to turn out 300,- 
000 radios during the last quarter of 
1945, equal to its pre-war manufac- 
turing rate, was revealed to distribu- 
tors recently at Chicago by Benjamin 
Abrams, president. By early 1946 the 
company plans to have on the market 
such special products as improved 
hearing aids, television sets and walkiec- 
talkies for automobile use. Radio sets 
resistant to water should be available 
within a year after production begins 
to stimulate foreign trade, he said. 
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AMERICA’S 





STRENGTH IN WAR AND PEACE-—THE PARTNERSHIP OF MAN AND WOMAN 


HE won't be disappointed on Christmas 


SHE is mailing his packages early 


To be left out at mail call on Christmas 
is a hurt that can go deeper than any 
wound. You don’t want that to happen 
to your man overseas. That is why you 
will surely mail his Christmas gift pack- 
ages and cards early. 


The Army and Navy Postal Services urge 
that Christmas packages for overseas be 
mailed as early as possible in the period 
from September 15th to October 15th. 
(Christmas cards for overseas should 
be mailed later — in the period between 
October 15th and November 15th. ) 





Mail Your Overseas 
Packages Between 
Sept. 15 and Oct. 15 











Important points to remember — use 
an official overseas mailer or a container 
similar in size and sturdiness; address 
it plainly right on the package itself (a 
label may come off); tie it well with 
sturdy cord; mark it “Christmas Parcel” 
—and hold the weight down to 5 pounds! 
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Because of the far-flung theaters in 
which our men are waging this war, 
especial care is necessary to prevent 
mailing gifts that will not travel well or 
keep well. Leading retailers throughout 
the nation are offering gift suggestions 
that will help you make a suitable and 
practical selection. 


MM (ME; 


THREE MAGAZINES IN ONE 
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Plan now to profit from the 2 7 million farms now electrified and 
the R. E. A. program to electrify 500,000 more farms in each of 
the next 5 years. 
There's a waiting market for household appliances for the home, 
work appliances for the farm and running water for both the 
home and farm. 


To “cash-in” on this profitable market, investigate the dealer 
franchise on 


ELECTRIC PUMP JACKS and 
PRESSURE WATER SYSTEMS 


U. 5.-CHALLENGE COMPANY 


Main Offices BATAVIA, ILLINOIS 
BRANCHES: MINNEAPOLIS, MINN.. OMAHA, NEBRASKA 
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WHEN OUR WAR JOB 
IS COMPLETED 


New PINCOR Products 


WILL GO TO WORK FOR YOU 


@ There will be a new line for the sales- 
minded dealer—PINCOR Products -—the 
result of careful planning and research, 
skillful designing and engineering, and 
exhaustively tested to insure user satis- 
faction. 

Built with many exclusive construction 
and operating features, and backed by an 
aggressive sales and merchandising pro- 
gram, PINCOR Products will make a fast- 
selling, profitable line for the progressive 
dealer who has his eye on the future. 

Not ready now, because of war de- 
mands; but watch for the new, depend- 
able PINCOR Products and write for 
further information now. 


SYSTEMS 
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A tremendous pent-up post-war_de- 
mand for appliances has been piling 
up in the territory covered by The 
Pennsylvania Power & Light Co., 
Allentown, Pa., according to a re- 
cently completed survey made by that 
company to help them in planning ef- 
fective post-war advertising and pro- 
motion in conjunction with their 
cooperating retailers. 

Every hundredth customer appear- 
ing on the company’s Gonsumer ac- 
count ledgers was selected to assure a 
true cross-section, and since these 
ledgers are set up according to meter 
routes, a true geographical cross-sec- 
tion was obtained as well as one repre- 
senting a cross-section of living stand- 
ards. The survey was based on 
personal interviews with 3,770 cus- 
tomers, or approximately 1 percent of 
the entire residential consumers, 


New Home Market 


Home ownership in this territory 
(57 percent) is higher than the 1940 
U. S. Census figures shows for the 
entire state of Pennsylvania which is 
45.9 percent. Over six percent, or 
23,000 customers said they intend to 
build a home and 8.5 percent (32,000) 
said they intend to buy. Extending 
this desire to buy and build over a 
5-year period, the total number of 
homes to be purchased in the first five 
post-war years will be 55,000. 


Kitchen Modernization 


Thete is a decided interest in the 
modernization of kitchens. 11.8 per- 
cent of the customers, or 44,000 said 
they intend to modernize from appli- 
ances, cabinets, linoleum to installation 
of complete kitchen equipment. 


Ranges 


Only 14.5 percent of the customers 
said they own electric ranges, of 
which .8 percent is of the combination- 
electric type. This figure compares 
favorably with the national saturation 
figure, which is 12.5 percent, and with 
the figure for the entire state of 
Pennsylvania, 11.7 percent. 

The age of the ranges now being 
used is interesting, since it furnishes 
a basis for estimating prospective 
markets from customers using old and 
obsolete ranges. The tabulation also 
shows the trend in range purchases 
toward electric ranges in later years. 
The percentages listed represent the 
portion of the total of each type in the 
three age groups. 

When asked if they had made plans 
to buy a new range post-war, 8.2 per- 
cent, or 30,000 said they intend to 
buy one in the first post-war year; 12.8 
percent or 48,000 more intend to buy 
within five years, making a total of 
21 percent or 78,000 customers intend, 
to buy ranges within five years, and 
over 58 percent said they plan to buy 
an electric range. 


Refrigerators 


Sixty-five percent of the customers 
said they own an electric refrigerator ; 
2.6 percent gas; and 26.3 percent ice. 
55.4 percent of the refrigerators are 
six years old or less; 36 percent from 
7 to 12 years; and 8.6 percent are over 
12 years old. Customers indicated 
that 15.7 percent, or 58,600 will pur- 
chase refrigerators in the first post- 
war year, and 11.4 percent or 42,500 
will purchase one within the first five 


SEPTEMBER, 


Penna. Power & Light Survey 
Shows Post-War Appliance Demand 
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post-war years. This indicates a mar- 
ket of 27.1 percent or approximately 
100,000 refrigerators within the first 
five post-war years, and 95.8 percent 
of these customers expressed their 
desire for an electric refrigerator. 


Frozen Food Storage 


Because of the growing interest in 
frozen foods in the home, customers 
were asked whether they desired a 
separate cabinet for frozen foods or a 
separate compartment in the refrig- 
erator. Twenty-seven percent, or 
101,000 said they want some means of 
frozen food storage of which 56.1 per- 
cent said they wanted it combined with 
their refrigerator, and 43.9 percent 
want a separate cabinet. 


Water Heating 


A very large market for automatic 
water heating exists in the Pennsyl- 
vania Power & Light territory, ac- 
cording to this survey. Eighty-four 
percent of the homes have some form 
of water heating at present. 

It was found, also, that only 
14.4 percent or 54,000 customers have 
some form of automatic water heating 
—types included electric, gas and oil 
totalled 9.1 percent. Electric water 
heating saturation of 1.8 percent indi- 
cates a big potential market for this 
service. Most of these are electric 
range owners who, because of their 
higher than average consumption of 
electricity enjoy the benefits of lower 
electric rates. 


House Heating 


A total of 9.5 percent, or 35,400 
customers have automatic heating 
plants; 5.7, or 21,200 having coal 
stokers; 3.7 percent, or 13,800 oil 
burners; and .1 percent, or 400 having 
gas-fired equipment. 2.3 percent, or 
8,600 customers said they would pur- 
chase automatic house heating equip- 
ment in the first post-war year, and 
6.3 percent, or 23,500, said they would 
purchase within the first 5 post-war 
years, which is a total of 8.6 percent, 
or 32,100 customers. 


Laundry Equipment 


Washing machines and iron satura- 
tion in this territory runs higher than 
the national figures of 60.8 percent for 
washing machines and 91.3 percent for 
irons, while ironing machine satura- 


tion is slightly below the national , 


figure of 6.8. 

Eighty-two percent of the washers 
were reported in good condition; 12.8 
percent in fair condition, and 4.7 per- 
cent in poor condition. 

Twelve percent, or 46,000 customers 
said they plan to purchase laundry 
equipment in the first post-war year; 
6.2 percent, or 23,100 will buy a new 
washer in five years; 9.8 percent will 
buy an iron in the first post-war year 
and 1.9 percent within 5 years; 2 per- 
cent plan to buy an ironer in the first 
post-war year and 2.5 percent within 
five years. 

Twenty-five percent of those inter- 
viewed said they intend to buy an 
automatic type washer, an indication 
of good public acceptance. Forty-one 
percent, however, said “no” and the 
reason given in 70 percent of the 
cases was because they were consid- 
ered not practical or because they did 
not know enough about the automatic 
washer. 





MERCHANDISING 


































































ELECTR 
































ing Here’s Your Most Important Here it is — the pre-tested program that in three 
0a) . 

oil Post-War Program short years before the war — piled up your gas 
'e H®= it is—the “years-ahead” postwar mer- ‘"“"8® — Gnd proms to ‘ap a me, 

ur- chandising plan built by 1,200 gas utilities And this same field-tested selling idea is on the 
ind and 20 leading gas range manufacturers to help § ™arch again to give you the greatest sales suc- 
a you cash in on the greatest profit opportunity in CSS you ever enjoyed! | 
ent, major appliance history! Get this big new “CP” Postwar Planning Kit 


Here it is — the opening gun in the gas industry’s now. It’s complete with everything you need to 
new promotional program that is pre-selling and increase and protect your profits. Learn how the 








od re-selling gas cooking and better-grade gas gas industry is breaking open vast new home 
for ranges to the 2 out of 3 women in your town and replacement markets and handing you 
for who have gas ranges more than 10 years old! business on a silver platter! 
ira 
ynal 
7 FP @2= = a 
ner . “ ’ Associati, == = oy 
Gas Ranges Bearing The “CP” Seal ft Manuface” Of Gas ws ; - 
. , jan “9 

- Will Be Made By The Following Manufacturers: 3 “256 York 171° Raat 42nd § en ttipme ae 7 
at A-B STOVES, INC. O'KEEFE & MERRITT CO. big ready to tie in ie: . P 
nes AMERICAN STOVE CO. ROBERTS & MANDER STOVE CO. ff nf Advertising ang" the gas ing 
will CALORIC GAS STOVE WORKS GEO. D. ROPER CORP. Postwanblete sales eal mys new 
year CRIBBEN & SEXTON CO. STANDARD GAS EQUIPMENT Corp. ff Sales Pig, )*°8Tam, “Ny, Tush 
_ DETROIT-MICHIGAN STOVE CO. THE TAPPAN STOVE CO. Name _ ndof gf 
thin THE ESTATE STOVE CO. WESTERN STOVE CO., INC. Taree ee 

GLENWOOD RANGE CO. e - ¢ Name of Store Re ee i 
“= , JAMES GRAHAM MFG. CO. In Canada: la a egg lS IT te ¥ 
an GRAND HOME APPLIANCE CO. CLARE BROS. & CO., LTD. ahaa ee 
i HARDWICK STOVE CO. GURNEY FOUNDRY CO., LTD. OR RN ities cig ‘ 
of (i Mimdiiaa 6 ...|LlLlUuR Te, 


A. J. LINDEMANN & HOVERSON CO. MOFFATS, LTD. 
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Ben-Hur “Farm and Home” Freezers 
Are Quality Built 


~ 
ee 















KURZON GROUP —A group of representatives from Joseph Kurzon, Inc., Olympic 
radio distributors in the New York Metropolitan area, meet Sam C. Mitchell, 
Olympic sales promotion director (second from right). Kurzon men are, left to 
right: B. Hirschberg, H. Fenichel, F. Prial, A. Andrews, Mr. Mitchell and Fred Green, 





TO INSURE 
YOUR PROFIT AND PRESTIGE! 


. » « A Line Engineered to Give You These 
Outstanding Advantages to Feature: 
1 SOUND AND DURABLE Construction — with lasting insvle- 
tien, properly built in. 


in ond long 





ith quality features bujit. 





















2 FULLY LABORATORY TESTED — Under Every Conceivable 
Operating Condition. 








3 PRACTICAL AND EFFICIENT IN DESIGN — for Conveniently 
Accessible Food Storage. 

4 ENGINEERED AND PERFECTED by Foremost Refrigeration Ex- 
perts. Built for Long-lasting, Trovble-Free Operation. 

5 A COMPLETE LINE OF SIZES—te Meet the Needs of Every 
Family — City or Rural. 


324 E. Keefe Avenue Milwavkee 12, Wisconsin 
Continuous Manufacturing For Over 33 Yeors. 





Your ¢ 
be sotisfied, 
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Ustomers will 


Write today for' “BEN-HUR" 
or Deoler. 
2Ppointed. 


== FARM & HOME FREEZERS 



















































Olympic Unveils 
New Radio Line 


Before its distributors from Metro- 
politan New York, New England and 
the Middle Atlantic states, Olympic 
Division of Hamilton Radio Corp. re- 
cently unveiled its postwar radio line. 

Chief feature of the meeting was a 
demonstration of Olympic’s wartime 
discovery, “tru-base,” a basic advance 
in the radio circuit according to the 
manufacturer, which makes possible in 
compact or table sets the wide range 
of tone heretofore known only in the 
larger console types. 


Crossin Shows New Sets 





M. 


Opening the meeting with a resume In wh 
of Olympic’s pre-war activity in the safely 
manufacture of radios, and its wartime d 
OLYMPIC SALES HEAD—Jack C. Cros. "ecard as producer of radio and ad _— 
sin, national sales director for Olympic Couyues Se the govern, Ja shop} 
chia te 6 deeded sed et fae ee Cork F. Crossin, national sales director, 
. : . pelle pete: declared that this experience has pro- amou 
showing of Olympic sets. 4 “ 4 : 
’ uced in the postwar Olympic a radio 
CL 4 ft d ¢ la CCL Calan selectivity and sensi- In sh 
Shown at the meeting were five table in his 
7 4 models, one of them a radio-phono- 
ee General Mills Appliance graph combination, and a portable § YOuUr 
to operate on either house current or coole 
Plans Are Under Way self-contained batteries. This is the 
‘ " line to go into production as soon as folks 
Cay g en eee pny ged pce 
’ , 'Y consoles and eventually television re- . 
eae m xy hem rl = sare ceivers following as conditions per- thing 
ivision a inneapolis. thit. | 
production—now that WPB has lifted Sam C. Mitchell, sales and promo- | P lace 
the ban on manufacture of electric tion director, outlined the mutual 
pn encentte gnome’ sreitabiliey te secon Be the manufacturer-dis- B It’s fc 
’ tributor relationship as one based pri- 
of materials and equipment. , marily on “shoe leather.” Personal Home 
Developmental research and testing contact, he said, will mean more than B wore 
have been completed on three items: yer before in stabilizing confidence 
. and sales at a glance — a smart new electric clock two models of automatic electric irons in the trade and determining the {ate and \ 
that’s as easy to read as it is to look at — and just as easy with a unique temperature control for of the brands of the future. , } 
to sell. heat uniformity; two automatic elec- CE. Staudinger, vice-president of oget 
Models for home or office, with works that carry a life- tric coffee-makers with a new brew- Sherman K. Ellis & Co. Olympics § yours 
time service guorantee. For setting, a simple new patented ing mechanism to speed and improve advertising counsel, presented the ad- Af 
gear release replaces the conventional clutch. coffee-making; and several sizes of vertising program. ter 
Complete clocks and works for built-in applications will See a eee paceeene, Tivet iN GsG while 
lab! ° . ’ ’ = ’ nits Projected . 
ete pane stoma Be Other appliances are in various stages ‘ think 
AMI of development. In closing the busiriess session, Mr. . 
¢We're 100% on war FROM THE F LY OF Under the direction of Roscoe Im- | Crossin stated that Olympic has placed like 1] 
work now. The more (OT. - hoff, Mechanical Division vice-presi-. orders for component parts for the that 2 
war bends you buy, re esine dent in charge of appliance sales, and production of a minimum of 190,000 
fine merchandise for sale sales manager John A. Sullivan, dis- Olympic radio sets during the first six 
Address Department EM tribution policies have been formu- months of civilian manufacturing. 
lated and sales territories established. A reception and dinner, presided 
im 4 we =, _District managers will take over their over by A. A. Juviler, Hamilton's 
, mB y territories around November 1; and pres concluded“ the program, 
KA. MANUFACTURING CORPORATION distributors will be interviewed and which is to be followed by simila 
oe Ons NEW YON appointed shortly thereafter. meetings throughout the country. 
J i BL o~ nin Sd ~ 
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M. Hutchens is interested in your refrigerator. 
-sume in what he can rustle out of it at midnight. In how 
n the @ safely it keeps the baby’s formula. In the home- 


irtime - 4 
radar made peach ice cream it makes. In the number of 


Jack ° “Ce PUES “7 

co shopping trips it saves the family. In the small 
3 pro- amount it costs to run. 

radio 


ss § In short, he’s interested in it as it performs right 


a in his own home. Most of the people who will buy 
able your new postwar models of refrigerators, air 
ent of @ coolers, toasters, dishwashing machines are the 
is the \ eg. is 
on as | folks whose homes are their big interest. Their 
hg old refrigerators work — but in these homes some- 
; per § thing new and better gets the inside track. Re- 
como g Placement is a regular thing. 
mutual 
2< It’s for the families in homes like these that Better 
Ti- ° . . 
x sonal | Homes & Gardens is written. And written not for 
e thas @ women alone, not for men alone, but for husbands 
fidence 3 : 3 
1e fate § and wives together. They buy their refrigerator 


ent of § 08ether — what better spot to tell them about 
mmpic’s § yours than the home magazine they read together ? 


he a Bl After all, your real sale is made in their own minds 
while they’re at home, certainly while they’re 
thinking about home. That’s why there’s no place 
nm, Mr. 


‘atocal like Better Homes & Gardens to sell everything 


or the § that goes into homes. 
190,000 
irst six 
ng. 

resided 
nilton’s 
rogram, 
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LUMINITE ©-\\ 


Electrically Lighted Wy : 
SWITCH PLATE. / 


List Price 


$1.00 




























| No wonder LumiNite 
Beautiful ivory sells so fast — it: | 


or brown plastic Lights automatically when 


you turn room lights off! 
Goes out when room lights 
are turned. on! 

Ends fumbling for switches 
in the dark! 

Provides a “safety” glow, 
helps you avoid stumbling! 
Keeps walls free of 
smudges from groping 
hands! 

Shows when you've forgot- 
ten to turn remote lights 


For single or multi 
gang switches 





















DRAMATIZE WIRING BUSINESS—When appliances became scarce and even win- 
dow display material vanished from the shelves, the Lighthouse Electric Co. of Og- 
den, Utah managed to make its windows attractive by dramatizing its wiring busi- 
ness. Conduit and mold fittings, switches, fuses and lamp receptacles became 
decorative and interesting when mounted on wall board in graduated sizes and 
properly labeled. A few lamps and shades, with whatever small appliances still re- 
mained, kept the public reminded that the store was still in the electrical business. 





Cash in on the universal popularity of LumiNite, 
the strikingly attractive switch plate with the 


















sealed-in electric glow lamp that turns on and off! 

off automatically as the switch is operated! Check | Sepyes as comforting night- |. 

LumiNite’s long list of important features and . : bedroom! 

advantages at right. No installation or servicing light in — 
worries — just easy, off-the- Operates for less than 2c HAVE you HEARD 
counter sales from this year- | per year! * , 5 aad 
around money-maker! Write ! ° 
Sales-boosting counter demon- Lasts for years without a 
strator, complete with LumiNite burnout! : 







plate, toggle 










interior 
light socket, cord, and colorful 
display card — only $2.00! 


ASSOCIATED PROJECTS CO. 


switch, 





80 E. Long St., Columbus 15, Ohio 








HARDER /i-cy 


Backed by an uncondition- 
al renewal guaranteel 
“The Standard for 














“WHAT’s NEW IN HOME ECONOM- 
ics” will have a new editorial section 
on Audio-Visual Education, according 
to Wm. S. Harvey, Jr. President of 
Harvey & Howe, Inc., publishers. 
Russell Alden Mosser will be the edi- 


_tor of this section. 


Cotumet1a University will give a 
short intensive course to train return- 
ing service men and women who ex- 
pect to start their own businesses. 
The course will be organized and 
sponsored by the School of Business 
and University Extension and offered 
full time, running eight weeks, Octo- 
ber 27 to December 21. 


Preston S. Mizar, president of 
Electrical Testing Laboratories, Inc., 
New York City, was awarded the 
IES Gold Medal recently. The medal 
is awarded “in recognition of meri- 
torious achievement which has con- 
spicuously furthered the profession, 
art or knowledge of illuminating engi- 
neering.” 


Generac ELectric post-war will 
build a 40-kw television transmitter— 
for the Don Lee Television and Don 
Lee Broadcasting Systems, it was an- 
nounced by James D. McLean, man- 


the appointment of Hill Advertising 
Inc., New York as their advertising 
agency, according to W. P. Cameron, 
president. 


Harotp Haywarp Kurtz, one of 
the pioneers of the small underfeed 
stoker industry, died recently at La 
Jolla, Calif. He had been affiliated 
with The Forced Underfiring -Corp. 
and Iron Fireman Corp. for many 
years. 


Lear Inc., are to be the sponsors of 
Orson Welles radio program this fall, 
according to William P. Lear, presi- 
dent. Originating in Hollywood, the 
program will be heard over the 
American Broadcasting System coast 
to-coast on Sundays from 1:15 to 1:30, 
beginning September 16. 


A Tuor “GLAptron,” which was 
donated by Northeastern Distributors, 
Inc., Boston, to the War Finance 
Committee recently was flown from 
Chicago to Boston, where it was auc 
tioned off to the highest bidder— 
Lewis Doten, musician first class, 
U. S. N., who bought $8,100 worth 
of bonds. 

Co., 


F. L. Jacoss Detroit, an- 


H re) M E L re) C K E R ager of GE. transmitter sales. The 0unces that it has acquired a plant 
west coast network has filed with ** Holly, Mich., which will be _. 
FCC for permission to install the  2t¢d as 2 plating and machine unit o! 





sure control. Foolproof 


wRITE 








COMPARE HARDERFREEZ with any other home or farm freezer, and 
u'll see why — — -' = -- a 4 | — 
rozen Food Storage Unit in the world! 12 cubic-foot ty. Tem- 
hardware. Breaker strip ed ape 

inside contact. Outer shell joints hermetically sealed. 25% m 
lation. One piece, OKAY Plate Coil. Attractive modern \. 
available this year— huge production after the war. Order now! 


TYLER FIXTURE CORPORATION, Dept. E-9, Nites, Michigan 
Rush complete information oan HARDERFreez. 


selling Home 
outside to 
more insu- 





TODAY! ~~ 


Address 
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transmitter 5,800 ft. above sea-level on 
Mt. Wilson outside Hollywood Calif. 


JorpAN Marsu, Boston department 
store recently staged a special exhibit 
for one week of the Electrikbroom, 
post-war product of the Regina Corp., 
in their appliance department. The 
exhibit was arranged through Metro 
Distributors, Inc., Boston. 


Cuartes R. Harrew, 55, vice- 
president and general sales manager, 
Sangamo Electric Co., Springfield, 
Ill. died recently in his office. He had 
been associated with Sangamo for 22 
years. 


Camco Propucts INc., announces 





SEPTEMBER, 





its subsidiary, Continental Die Cast 
ing Corp. 


RCA announces a_ scholarshi; 
plan to encourage promising young 
scientific students, according to Presi 
dent David Sarnoff. The plan provides 
for ten students to receive scholarships 
during the academic year 1945-1946, 
30 during 46-47, 50 during 47-48 an 
60 each academic year thereafter. A 
scholarship consists of a cash award 


of $600. 


TempLeTone Rapio Mrc. Corr., 
New London, Conn., announces tie 
appointment of the Gilbert Rohe 
organization as designer of Temp'¢ 
radio cabinets. 
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War Has Placed This Package On Your Desk 


The package is heavy with great sales responsibility: of these markets—a man who can talk with you in 






La sales terms that make sales sense. 
ted Much of our hope for maintaining the high produc- : 
rp. tion and employment levels necessary after the war, The information behind the H-A-S man is contin- 
any rests on your ability to generate the increased sales— uous. It is not merely statistical. It includes not 
at lower costs and with greater efficiency than ever _ only dealer contact in the field but crystallized ex- 
of before. ; perience gained in contacting local 
all, i “ distributors, jobbers, wholesalers, 
“dé If we may, that’s where Hearst -A-S MAN branch managers, district man- 
aw Advertising Service would like to CALL THE H-Aae iqutetnlliilie aghgidlldaah ol cf 
ast help in every way possible. Just drop us a notesay Whom the H-A-S organization 
30, ing, “I m interested in. is in Constant, Cooperative contact. 
The H-A-S man is more than a your market informa- 
a). space representative laying before — - a ¢ What the H-A-S man is constantly 
wm you the value of his newspaper. . , evolving from this gold mine of 
nce facts — what he interprets and 
rom He is a man who has made a spe- points up for easy understanding 
om cialty of selling information in ten —is yours if you'll give him the 
a key markets of this country—a man chance. If what he knows isn’t’ 
ort who can give you a sound analysis enough, what hecan find out will be. 


> ~ Hearst Abvertisine SERVICE 


shij ‘ HERBERT W. BEYEA, Manager 

4 Representing: 

ides New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 
hips Baltimore News-Post-American + Bostom Record-American-Advertiser + Detroit Times + Albany Times-Union 
194 San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 
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Means extreme 
user satisfaction 





Exploded view oi a 
McDonald 420 Series 
Shallow Well Pump. | 
Here is true mechan- 
ical simplicity. It 
means this to you— 
that servicing is re-| 
duced to a minimum 
— that users enjoy 
continuous satisfac- | 
tion. 


MeDONALD Stivice 


There's a pent-up demand for running water. This demand will be 
best satisfied with lines like McDonald.’ For McDonald Pumps have | 
an 89-year reputation for dependability, ruggedness, long life. Yes. | 
McDonald is the kind of line that will sell best of all in the times ahead. 
Get the facts now. 


A. Y. M°DONALD MFG. CO., ovsvaue, iowa 


Makers of Pumps .. . Plumbers Brass . . . Oil Handling Equipment 














ee} Remeelty\ ar ame niy:\"ile) 8 a) 
RAY THERAPY LAMP 





HAVE YOU HEARD... 








. GENUINE QUARTZ TUBE 
95%, ultraviolet output*—no heat 
. BUILT-IN AUTOMATIC TIMER 
Controls duration of treatment 
. 5-YEAR GUARANTEE ON 
QUARTZ TUBE 
Will not burn out, discolor or 
weaken in ultraviolet ray intensity 
. FREELY FLEXIBLE 
Adjustable fo treat any part of body 
. COMPACT, PORTABLE 
Weighs only 20 pounds 
. BRUSHED CHROME FINISH 
Will not stain or rust 
- AC, OR D.C. CURRENT 
Uses only 40 wofts 





. HANDSOME CARRYING CASE 
Each lamp comes with case and 
safety gogg/es 


ruceo re $450 


| Sun-K. Inc. 


6 U.S. Pat. orf 


For Further 
Information 
Write to —> 


Sun Kaald Bldg 
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AN ELECTRON RON started a fire 
that did $3,500 damage to the home 
of Ernest A. Yarbrough in Jackson- 
ville, Fla. According to Fire Chief 
T. O. Peacock, the iron burned 
through the second floor of the frame 
dwelling—flames started on .the 
ground floor and swept upward to 


second floor and attic. 


A BRANCH PLANT to manufacture 

appliances has been established at 
Warsaw, Indiana, by the Furnas 
Electric Co., Batavia, Ill. 


Tue Lovtsvitte TrMes, in a recent 
editorial, suggests to appliance manu- 
facturers that they make a machine 
for home use in which raw milk can 
xe pasteurized—a device in. which 
milk could be, while stirred constantly, 
brought to 155 degs, then cooled. It 
would greatly promote public health, 
they say. 


Jonnson Russer Co. Middle- 
field, O., announces the opening of a 
1ew divisional plant, the Pawling Rub- 
ber Div., Pawling, according to Smith 
Johnson, president. 


Paut A. Ryan, founder and first 
editor of Crosley Corp.’s News and 
Views, employee publication, has 
been elected first vice-president of the 
American Association of Industrial 
Editors, Inc. 


Bron B. Howarp has been ap- 
pointed head of Market Research 
Dept. of Alfred Auerbach Associates, 
Alfred Auerbach, head of the organi- 
zation announced recently. 


MANUFACTURERS OF ELECTROMODE 
heater units in Mishawaka, Ind., re- 
cently annotinced a change in their 
firm name from Electric Air Heater 
Co. to Electromode Corp. 


Writcox-Gay Corp., radio manufac- 
turers, announce the appointment of 
Cramer-Krasselt, Milwaukee as adver- 
tising and merchandising counselors 
for Recordio home recording radios, 
Warren L. Hasemeier, vice-president 
said. 


Lear Inc.’s merchandise manager, 
Nate Hast, announces that arrange- 
ments have been completed with Wil- 
liam H. Clingman, Grand Rapids fur- 
niture designer, to design cabinets for 
their larger Lear console models. 


Mmes C. McKearney has joined 
Foster & Davies, Inc., advertising 
agency in Cleveland, to write a 
new General Electric national lighting 
campaign in»trade magazines and. 187 
newspapers in 110 cities. McKearney 
was formerly with a Canton adver- 
tising agency and the Cleveland Elec- 
tric Illuminating Co. 


Curtis Licutinc has retained Mc- 
Stay Jackson Co., designers, to assist 
in developing new, products and key- 
ing the Curtis line to post-war 
market. 


Joun Meck Inpustrigs, Inc, 
Plymouth, Ind., announces that plans 
are being completed for a new 2-story 
administration building at the Ply- 
moutle plant. Mr. Meck, president, 
announces that the addition will be 
used for administration offices and the 
engineering department. 





Ls CMRI 
PLUGS 


ON THE 


APPLIANCES 
YOU BUY 
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MOST IMPORTANT’ 



















An Oklahoma merchant who has used 


COMMERCIAL CREDIT SERVICE 


exclusively for eight. years, says: 


wat ‘“*‘We are most appreciative of the manner in which you 
have handled our transactions during the past eight 
and a half years. Your credit and collection services 
have been, and continue to be, far beyond our expecta- 
tions. We especially appreciate your friendly attitude 
) and your ever willingness to cooperate, not only with us, 


but with our customers as well .. . the latter being 


MOST IMPORTANT to any dealer. 


| “We unhesitatingly recommend the Commercial Credit 


x Plan to all dealers.” 
7 | 
: Se oN = ’ , 


M. E. OBANNON CO. 
TULSA, OKLAHOMA 
AIR CONDITIONING AND REFRIGERATION 


COMMERCIAL CREDIT COMPANY 


BALTIMORE 2, MARYLAND 
Capital and Surplus more than $65,000,000 
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ELECTRICITY TH HAVE YOU HEARD.. 


For Any Job—Anywhere 


HorrMAN Rapio Corp., Los Ange- 

rvice is yours les, will open a San Francisco branch 

cess ogame pom ntypet, Elnctrie | in the Merchandise Mart, according 

Generating Plant. From the 65 basic models, Over Neely yes ee gene a ahr 
the right plant for any job or application. 250,000 & ; —— 


facilities are being set up in the 
large or small, can be selected. in service wholesale district. Walter Epstein, 


: : | radio manager for The Emporium for 
ao oe ee Bic om ; the past 15 years, will head the new 
- office. 
unit, compact design and sturdy construc- Models range from 350) °m°* 
tion. Suitable for all mobile, stationary or to 35,000 watts. A.C. | 


J. W. Scuroeper, aged 47, owner 
emergency service. 


types from 115 to 660 of Helshro Electric & Appliance Co., 

bate dese np (eee 50, 60, 180 y s,| New Orleans, La., and president of 

series 2 and 3-KW 60-cycle volts; cycs the Radio Dealers’ Association of 

A. |! oetoder Onan bolt single or three-phase;| that city died recently of a heart ail- 
engine. 400, 500, and 800 cy-| ment. 

cles, single phase; also) PHILCO IS BEGINNING to step up the 

special frequencies. |. tempo of its consumer advertising, it 

| was announced by James H. Carmine, 

D.C. types range from vice-president in charge of merchan- 

6 to 4000 volts. Dual) dising. The first move has just been 

: +1 | completed with the signing of Don 

voltage ty; avail- McNeil and the Breakfast Club radio 

able. | broadcast Monday through Friday 

from 9:45 to 10 over the full coast- 

* | to-coast American Broadcasting net- 
Write work. 


for engineering Army-NAVY PRODUCTION AWARDS 

assistance or were made to the following compa- 

detailed literature nies: The E. Ingraham Co., Bristol, 

| Conn. got a second renewal of their 

» “E”; Ben-Hur Mfg. Co., Milwaukee, 

| Wis. has been awarded their third 

“E”; Garod Radio Corp., Brooklyn, 

bD. Ww. ONAN M.. #.: Mullins Mfg. Corp.’s Salem 

3243 ROYALSTON AVENUE plant has won its fifth “E”; American 


| Gas Machine Co., Albert Lea, Minn. 
MINNEAPOLIS 5, MINNESOTA and SONS for the fourth time has won the 


award; Allen Mfg. Co., Inc., Nash- 





and Burgess Battery Co., Freeport, 
Ill. has received their second renewal. 


} Scott Bartow has been appointed 


editor of the Sylvania News and 
qt @ j assistant to H. G. Kronewetter, ad- 
vertising production manager of the 


| 
| Radio Tube Div. of Sylvania Electric 
| Products Inc., it was announced by 
“0A! Paul S. Ellison, director. of advertis- 


| ville, Tenn. received their “E” award; 


ing and sales promotion. 


PRIORITIES TO CHANGE THE LIGHT- 

ING in 15 elementary Chicago schools 

has been granted the city, according 

to John C. Christensen, architect for 

the Board of Education. Replacement 

of 50- and 100-watt bulbs are being 

= made with 200- and 250-watt lamps. 

i " : Entirely new wiring is necessary in 

. eS , many schools, which have not been 

* Se | touched for 40 or more years in many 

In OASIS Electric Water cases. 

‘Coolers you get more | AN EXPENDITURE OF $1,200,000 or 

than cool, refreshing, de-| more during the next two years by 

pendable thirst-relief!| the National Association of Ice Indus- 

You get a bonus in extra; ‘ries is estimated as the association 

years of carefree, low-cost | — the cooperative advertising 

ange eld with a series of national maga- 

efficiency . . . space- saving | zine and trade publication ads, plus 

compactness . . . rugged! newspaper and radio spots for local 
design . . . trim beauty | members. 


that looks well in any set- | Tue Ittiwors Centrat RAmRoap is 
ting. The splash-free| building the first all-electric dining 
OASIS bubbler is unsur-| ar, W. A. Johnston, president, has 
passed for sanitary drink- announced. It will carry heavy-duty 
| electric ovens, automatic _ broilers, 

Ming ease. In every detail, 


bake ovens, automatic deep fryers, 
OASIS coolers offer per-| garbage disposal system, dishwasher, 
formance-proved advant-| automatic grill, griddles, coffee mak- 
ers, freezing units and refrigerators. 
MFG. CO wR ym oe The car also will have the newest 
; ® years » lighting«and temperature control ap- 
wn progressive leadership!| pjiances and is expected to be ready 
yee Insist on OASIS ! ‘| for service by next Christmas. 
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Suery Home Wants 


GITS PLASTIC 
PROTECT-O- 
SHIELDS 


THE LIGHT SWITCH WALL PROTECTOR 

WITH SUPERIOR FEATURES: 

@ Unbreakable Plastic 

@ Wide Range of Colors 

@ Actually Adds Beauty to Room 

@ Permanent, Washable Finish 

®@ Smooth, Pleasant Touci. 

@ Easily Installed 

@ Low Cost—Retails at 25¢ (Single), 
35¢ (Double) 

@ Merchandised for Quick Sales 


Order from your jobber 


4656 WEST HURON ST., CHICAGO 44, ILL. 
Menufocturers of the fcmous Gits Flashlights, Knives, 
Games, Protect-o-shields, Savings Banks, Etc. 


CANADIAN DISTR'3UTOR: 
Kahn, Bald & Ladden Litd., 69 York St., Toronto 





AL | 
EVEN AN ELECTRICA 
MAN WANTS A HOME OF 


Regardless of whether YOUR 
“dream home” is a cozy cottage or 
a mansion, “How to Plan the Home 
You Want” will bring you up-to-the- 
minute. 


Its 32 pages, profusely illustrated, 
are packed full of home planning 
and new equipment ideas. 


Our own staff of practical authori- 
ties whose lives have been dedicated 
to building progress have put into 
eight easy-to-read chapters the 
trends and pessibilities of a much 
discussed industry. Covering every 
subject from financing to solar 
heating, it therefore can be used as 
a textbook on building industry 
nomenclature. 


Send for your copy today. 


PRACTICAL BUILDER 
59 E. Van Buren Street, Chicago 5 
at 25c I can't lose—Send me “How To 
Plan The Home You Want.” M 


Name. 

















Recently franchised as distributors of 
Freez-All home freezers, executives of 
Cloud Brothers, South Bend, Ind., here 
inspect packaged foods frozen and stored 
in a Freez-All unit, a product of Portable 
Elevator Mfg. Co., Bloomington, Ill. In 
this photo, Paul Cloud, Mr. Rose, Mr. 
Caudell and Mr. Ullery of the distribut- 
ing company which covers parts of In- 
diana and Michigan. 








Air Express Offers 
Speedy Appliance Delivery 


Soon mother may emerge from the 
corner store with any desired house- 
hold appliances on short order instead 
of having to wait indefinitely for their 
arrival, thanks to speedy service of- 
fered by air express. 

Of the record-shatter'ng number of 
1,773,823 air express packages weigh- 
ing 34,276,834 pounds that were trans- 
ported by the domestic airlines last 
year, chosen commodities making the 
list included articles for home con- 
sumption. 

The overall increase in the total 
weight of packages and their average 
poundage for the war years stand today 
at 345 percent and 170 percent, re- 
spectively. In the past three years 
alone, 1942-44 inclusive, air express 
reached the astounding figure of 86,- 
705,892 pounds, according to figures 
tabulated by Air Transport Associa- 
tion of America. 


Prices Stumbling Block 


In Postwar Housing 
While 132,800 families in Minnesota 


| are planning to build or buy a home 
| within three years after the war, the 


Minnesota Poll Survey states 39 per- 


| cent of those interviewed will postpone 
| their building plans if construction 
| costs are up 25 percent as generally 


predicted by the trade. 

The cost question looms large in 
most people’s minds, continues the re- 
port, and 24,800 families say they plan 
to spend less than $3,000 on a house. 
This figure is difficult to correlate with 
the size of the house planned, since in 
Minneapolis a five-room war housing 


| bungalow costs around $6,000. It is 
| quite evident that construction costs 


and prospective builder’s ideas of what 


| they plan to spend are quite far out 
| of line making it- difficult to guarantee 
| the amount of postwar home construc- 


tion anticipated by the trade generally. 
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* 
; * Years of experience tn 
z building quality low- 
é temperature refrigera- 


tien equipment are 


behind Amana Home 
Freezers, This means 
complete owner satis- 
faction, 


AMANA MODEL 200. . A combination 
Freezer-Cooler Unit for home or com- 
mercial use. Size 8'0” long x 4:0” wide x 
610” high. It’s a large capacity sharp 
Freezer and Frozen Food Cabinet com- 
bined with a Walk-In Cooler. A complete 

private locker plant! 

Write for information. 


REFRIGERATION DIVISION 
AMANA SOCIETY, amana, towa 


=, AMANA AMANA 
MODEL $0 MODEL 50 


A nine cu. ft, A five cu, ft, 
unit for larger model for the 
families. Exclu- average home, 
sive full-opening Beautiful design 
lid for easy ac- «full opening, 
cess te all con- counter-balanced 
tents. Modern lid —all contents 
in every detail. easily, accessible, 





..+ backed by NEW 
MERCHANDISING COOPERATION 


. «to help you get 
maximum chime business! 


2 Strong Lines... 


POPULAIRE and 
SYMPHONIQUE 


Nation-Wide Distribution 
Through Leading W holesalers 


<qpic DOOR CHIMES 
E 


el 
MERICA'S FINEST 
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on VOSS ony... 


the motor stops when you make 


these DARING SAFETY TESTS 


) F SA eS 








Put your necktie in the VOSS Elec- 
tro-Safe wringer . . . put your sleeve 
in it... even your hair. Your pros- 
pects will be amazed when everything 
on the VOSS s-t-o-p-s . . . wringer, 
transmission and motor, or engine 
. when the safety bar is contacted. 


Only VOSS offers this exclusive dou- 
ble safety feature . . . just as VOSS 
alone offers the Floating Agitator— 








agitation where suds and clothes ‘ 
meet. And only VOSS offers the | ~ 
Auto-type transmission. fj \ 


These features command attention 

. .. make sales. Get ready for post- 

war VOSS now! It presents your 
greatest sales and profit opportun- 

Ye, ity, as VOSS has done for almost 
? 70 years 












Time Testeo _ ‘ © wie, Ria = Bo, ered 
Mickey" WOSS BROS. MFG. CO. 
> 4 SHER < DA SIGUA Uae ee 


Write for Franchise and name of nearest Distributor. 





WHAT NEXT 











NEXT MONTH 


WILL ANNOUNCE 
Deal “C-D” 


Four color process printing is necessary to bring 
out the full beauty of the Counter Display. Your 
copy of this deal sheet showing assortment mak- 


ing up this SMALL DEAL will be sent on request. 
WRITE TODAY 


















VERD-A-RAY CORP., TOLEDO 5, OHIO 





lowa Appliance Poll Reveals 


Post-War Possibilities 


17% Intend To Buy 
Washers; $10 Million Market 


Another straw in the wind is the 
Iowa poll, giving a study of postwar 
possibilities in the tall corn state. If 
wishes are horses it indicates that 
Iowans would be good for $10 million 
worth of electric and gasoline-oper- 
ated washers. They are found on the 
want list of 17 percent of city resi- 
dents, and farmers 21 percent, and 
these people say they are willing to 
pay $75 per unit. Here are the tabu- 
lations : 





No. of Retail 

%o Units Value 
City ...... 19% 60,601 $4,545,075 
Town .. 16 22,961 1,722,075 
ee 16 38,498 2,887,350 
17% 122,060 $9,154,500 


Those who now own electric wash- 
ers, asked to estimate to approximate 
age of their appliances, group thus: 





Approximate Percent Number 
Age oftotal of Units 
4 -rrprry. 5%, 24,382 

a ee. 16 77,449 

6 years........ 18 86,533 

8 years........ 14 66,932 

10 years........ 24 113,305 
15 years........ 17 81,752 
20 years........ 6 27,729 
TOMB iin acs 100%, 478,082 


A breakdown by income groups re- 
veals higher intention to buy in the 
lower income group: 


Intend Number 

to buy of units 

ae eee 13% 2,197 
Upper middle ...... 16 15,624 
Lower middle ...... 17 65,058 
Se wekecckecvasee 19 39,181 
Pere Pare ee 122,060 


Gas Engine Washers 


Sizable numbers of gasoline-oper- 
ated washing machines have been in 
use in Iowa for many years, mostly 
where electricity is not available. The 
sales values are based upon a unit 
price of $90. 

Intent to buy ran as follows: 





No.of Retail 

% Units Value 
Cerda is 22 1% 1,276 $114,840 
POR Oi. Wee 0 beSRR FRR 2si 
Farm 4 8,793 791,370 
I 10,069 906,210 


That the postwar market for wash- 
ers is not entirely a replacement 
market, is shown when those who now 
own electric washers are separated 
from those who do not own them: 


lroners 


Because the unit price is $125, the 
postwar Iowa market for electric 
ironers becomes significant on a dol- 
lars-and-cents basis: 





No. of Retail 

Y Units . Value 
Cty s...ar 4% 12,120 $1,515,000 
VFowe io vedhis 7 9,964 1,245,000 
Germ 33>. ae a 9,981 1,247,625 
5 32,065 4,008,125 


4-H Club Seeks Better 
Farm and Home Methods 


Boys and girls from 46 states this 
year are launching a program of wider 
scope—to find better methods of doing 
farm and home work with electricity 
under The Better Farm and Home 
Methods Electric Program, explained 
G. Edward Pendray, assistant to the 
president of Westinghouse Electric 
Corp., who sponsor the program. The 
Better Farm and Home Methods 
Electric Program is an expansion of 
the annual 4-H Club Rural Electrifi- 
cation Contest which has been held for 
many years, and it will reach its cli- 
max next December when state win- 
ners will be given all-expense trips to 
the National 4-H Club Congress in 
Chicago to compete for six $200 col- 
lege scholarships. Trips and scholar- 
ships are provided by the Westing- 
house Educational Foundation. 


Main objectives of the program are: 


1. To develop a questioning atti- 
tude toward methods and equipment 
used on farms and in the homes, and 
to determine and develop practical im- 
provements for more profitable and 
more enjoyable farm _life. 


2. To acquire a working knowledge 
and skill in the most effective and 
profitable utilization of electricity on 
the farm and in the home. 


3. To develop plans for utilizing 
electricity and electrical equipment 
most efficiently in the improvement 
of the farm, the home and the com- 
munity. 


4. To pass ‘this knowledge on to 
others for improving farm and home 
methods and raising the standards of 
living in the community. 


General Electric Co. 
Electronics Dept. 


Station WGRB, General Electric’s 
proving ground television station, re- 
cently issued.a booklet entitled “Pre- 
view Of The Future” which gives in 
picture form the story of the Chef 
Boy-Ar-Dee television programs. 











Percent of Group Number of Retail 

Intending to buy Units Value 
EE TE TEE 55% 67,133 $5,034,975 
Do: get owas sdiiiiaeis 00 Aiwi, paddies « 45 54,927 4,119,525 
SPN, Spe EY oe, Sg 100% 122,060 $9,154,500 
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Packaged Heat Units 


Seen in New Homes 


Architects from all over thé nation 
recently submitted 915 plans for post- 
war homes in a “House for Cheerful 
Living” competition sponsored by 
Pittsburgh Plate Glass Co., and the 
Pittsburgh Corning Corp., and con- 
ducted by Pencil Points magazine. 

First ‘prize was won by Norman 
Fletcher and his wife Jean Bodman 
Fletcher, Birmingham, Mich. Their 
design, as well as the great majority 
of the plans submitted calls for a home 
of one level with increasing emphasis 
on the use of windows and walls of 
glass to promote cheerful living. The 
majority of the competition designs 
show that the old-time cellar or base- 
ment is on its way out. In older homes 
a basement of some kind was essential 
for the heating system or fuel storage. 
Today, packaged heater units take up 
mo more space than the average size 
refrigerator. Many of the designs also 
indicated use of radiant panels for 
heating. In this system coils of pipe 
are placed in the walls, ceilings, 
or floors, and hot water or steam is 
circulated through them. 

Many designs showed a huge con- 
crete slab forming the entire founda- 
tion. On top of this a wooden floor 
or special composition floor covering 
can be laid. The concrete slab was 
cast on a layer of the new, permanent, 
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cellular Foamglas insulation to keep 
the house dry and assure positive 
temperature control. When radiant 
heat was specified, pipes were imbedded 
in the concrete. 

The working areas of the home, | 
primarily the kitchen and laundry, | 
have all been grouped in compact 
arrangement~in all the designs. 


THE METAL WARE CORP. 


Two River Ww 





















It’s YOUR future—Make the most of it! 


‘Start now to earn 
the bigger pay in 
electrical repair 


Was there ever such an oppor- 
tunity to get started in electrical 
maintenance and repair—and at 
top-notch wages? Are you ready— 
with experience and ability—to cash in on it? Others are getting just the sort of 
background needed—quick! practical!—to handle the great variety of electrical main- 
tenance and repair work TTODAY—from this well-known electrical library. 
You can, too! 


THE LIBRARY OF ELECTRICAL 
MAINTENANCE AND REPAIR 


5 vols., 1826 pages, 1724 illustrations 


Gives you the “know-how” to tackle any wiring or motor job. Five books show you 
HOW—to install all types of motor and generator units—to inspect and repair motor 
starters and generators—to diagnose motor and generator troubles—to figure new 
windings for old cores, DC and AC windings—to test armature windings, test induc- 
tion motors, etc., etc. One book is full of trouble-shooting charts that show quickly 
symptoms, causes, specific remedies, etc. 


Take the first step toward improving YOUR future 
Mail this coupon TODAY ° 


No money down—special price—easy payments—FREE trial 
McGRAW-HILL EXAMINATION COUPON 
McGRAW-HILL BOOK CO., 330 W. 42 St., New York 18, N. Y. 
Send me for ten days’ free examination the Blectrical Maintenance and Repair 
Library. If satisfactory I will send you $1.00 in 10 “ve and $2.00 monthly until the 
° 


price of $15.00 is paid. If not wanted I will return bo postpaid. (To insure prompt 
shipment write plainly and fill in all lines.) 








Name 


Home Address .. 


City and State 


Position 
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A SUCCESSFUL PAST 
- REFLECTION of a 
BRILLIANT 


yr” 
be 


FUTURE 


Farsighted appliance dealers everywhere are now looking to the manufacturing expe- 
rience of Schelm Brothers, Inc. to lead the parade in conditioning and freezing equip- 
ment for home and commercial use ... to establish an even more enviable record than 
ever before on the famous Hall line of quality air conditioning units, low-temperature 





SCHELM 
SCHELM AIR COOLING UNITS 
SCHELM ATTIC FANS 
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FURNACE BLOWERS 


* D 


UICE KING 


SALES MESSAGES IN . 
LEADING CONSUMER MAGAZINES 


During September and October the imposing total of over nine million 


ity and superiority. 





cabinets, furnace blowers and attic fans. 
Prompt deliveries are now being made to 
dealers on these sure-fire profit-moking ap- 
plionces. Write today for complete informa- 
tion on Schelm, a name to watch and remem- 
ber in the conditioning and freezing field! 














sales messages will tell housewives all over the country of JUICE KING 


Watch for this national advertising in Ladies Home Journal and Good 
Housekeeping—September . . . Better Homes & Gardens—October . . . 
and plan now to feature the popular, fast-moving JUICE KING line. 


NATIONAL DIE CASTING CO. 


CHICAGO 45, ILL. 








CHICAGO SALES OFFICE 
NORTH SHORE NATIONAL BANK BLDG. 
1737 HOWARD ST., CHICAGO, ILL 
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Discount of 10% if full payment is made 


WHERE TO Buy 


Parts, Services & Accessories 


UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum charge $4.00. (First line in smal! black face 
type.) Fractions of a line count as line. 
in advance for 4 consecutive insertions of undisplayed ads. 





DISPLAYED RATE: 


$12.50 per inch per insertion. Contract rate on request. 
measured vertically %” on one column. There are 4 columns—48 inches to a page.) 





(An advertising inch is 











WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


“30-MINUTE”" 
HIGH POST CHANGE-OVER 
For 


EASY and G. E. WASHERS 


Send for Descriptive Circular 





CANTON 6, OHIO 





PRECISION 
RECONSTRUCTED 





NET COST 


ARMATURES 


FOR VACUUM CLEANERS, DRILLS, TOOLS, MIXERS, ETC. 





$2.64 UP 





immediate delivery on an Exchange Basis of all popu- 
Others rebuilt like new and guaranteed. 
Prompt service. Write for Armature Price List. 


PENN APPLIANCE DISTRIBUTORS 


Harrisburg, Penna. 


One of Pennsylvania's targest vacuum cleaner supply houses. shorts 
References: Dun & Bradstreet 


lar makes. 


126 S. 2nd Street © 





Will Stand 
150% Overload 
75% Overheat 
70% Overspeed 





ARMATURE 
GROWLERS 
Two coil testers 
made of electric 
steel—to test for 























WYNAR’S WASHER PARTS 


Orders Shipped Same Day 


Received 

Round Wringer Ball Bearings Part No. 

$0439 ‘ ea. 25¢ 
Square Ball Brgs. 20¢ 
Original 1900 Worm Gear Part No. 

$7002A isannchewess Cae 
1900 Worm Part No. 5020..... $1.10 
Flat Iron Kit $2.75 
Handles : , 18¢ 
Three Wire Toggle Switch with 

shank and lock nut . 25¢ 


Special Quantity Prices On Any Washer 
Parts Quoted On Request 


Wringer Rolls 


WYNAR 


155 State St. 


ROCHESTER 4, 
N. Y. 


99¢ up 





Now.... 


GENUINE PARTS 


WASHERS oad CLEANERS 
FROM ONE SOURCE 

Write for latest list which shows 

makes handled and di ts from 

published list prices. 

BROCKWELL ELECTRIC CO. 
Genuine Parts Exclusively 

106 E. 9th St. Chester, Pa. 








Vacuum Cleaner Armature Winding 





stock. 





2034 Euclid Ave. 


Our new shop space permits us to take additional work 
in this line. Over 3000 armatures carried in exchange 


We supply perfectly wound armatures on an exchange 
basis at an average price of $2.10 to $3.00 plus charge 
for shaft or commutator where necessary. 


ELECTRIC SWEEPER SERVICE CO. 
Pearsol Appliance Corp 


DIVISION 
Cleveland 15, Ohio 











TRUCK 


immediate Delivery 
Rubber Tired Wheels 
Now! “‘Handee Andy” 95 






of 
semantic 3 
easy to handle. Ht. 
44” .14" wide at nose. Curved cross Lots 3, l-4 
pieces. The only truck we sell. Spe- 
cialis Pern oc better paby- B and —- ol 
= only at present time y guar 
ined. FO. B. 1%. 10 days. Unrated firms cash 


with ot 
Clip this. 
The HANDEES CO. 
Dept. 3107 Bloomington, Ill. 




















| WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
g Manufacturer 


Write In 





Heating Units. 


and all 
makes of Electric Ranges. 
F. N. CUTHBERT CO. 
Manufacturers’ Agent 


Resistance wire. 
Switches for 

















bad Distributor and 
Toledo 2, Ohio 
Buy knives, lighters, toys, games, hobby/ SPECIALTIES 
—- — Py quick - 
snr par whee atten tp a mate BA mas ore, 


stores buy—from COMPANY. 
Large stocks, powerfully advertised, bring 
good business to you. Write us today! 


RIOLEM COMPANY 
Riclem Building, New Rochelle, N. Y. 





and covers, washing and froner’ co Ohio 
Textile Specialty Co., aw. 54th, Gleveland. e) 


NEW ADVERTISEMENTS 





Received by September 24th will appear in 
the October issue subject to space limitations 











ONE SOURCE OF SUPPLY 
1913 Washington Ave., Houston 10, Tex. 
Goodrich White Wringer Rolls for all makes 
WASHER 4 CLEANER PARTS 


fo fa £3 f> 


VACUUM APPLIANCE co 











Burned Out or Broken Electric 
Heating Elements 


repaired with NICHRO- 
CITE PASTE Simply 
overlap ends, apply paste, 
turn on current. Used by 
panies, etc. Family size, $1.00, 4 oz. 
ize $2.50. Satisfaction guaranteed. 
Armstrong Mis. Co., Box 861E Minneapolis, Minn. 







Uliuly com- 





NOW ELecTRICAL APPLIANCES 


with CHANITE Self-Welding ELECTRICAL 

HEATING ELEMENT = Generous amount, in- 
structions ' tpeld. 
tke wt 


eh. 
CHANITE. “gies "COMPANY 
914 South Main Fort Worth 4, Texas 


























Our 132-page 
FREE ° Catalog of FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save mone 
from one de a 
ity, Service, Low Parts 
MIDWEST APPLIANCE PARTS ce. 
2720-22 W. Division St. Chicago 22, fil. 


by ordering all your supplies 
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wuiTe CUSHION 

ALL SIZES FOR IMMEDIATE DELIVERY: 
COMPLETE LINE OF WASHER PARTS 
AMERICAN ELECTRIC WASHER CO. 
1766 _E. 55th STREET CLEVELAND, OHIO 














What is 
Your Problem 


Do you need competent men for 
your ‘staff? Men to fill executive, sales 
or technical positions? 

Or are you one of the readers of 
ELECTRICAL MERCHANDISING 
seeking employment in any of these 
capacities? 

Or are you looking for—or offering 
—a business opportunity of special 
interest to men in the industry served 
by this publication? 

The solution of any of these prob- 
lems can logically be found first 
among other readers of ELECTRICAL 
MERCHANDISING. You can get 
their. attention —at small cost — 
through an advertisement in the 
Searchlight Section of 
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MAKE A HABIT OF CHECKING THIS PAGE 


This Where-To-Buy section supplements other advertising in this issue with these additional announcements of products and 
services of special interest im the sale and servicing of electrical appliances and in other merchandising opportunities. | 


EACH ISSUE 
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Appliances ...Valuable as Jewels 


THEY SHOULD BE DISPLAYED THE SAME WAY 


Pramed t Spotlight jher Deailg 





Suggested use of Giont Circulor Boroque Frome. Sculptured in deep bes 
relief, hand toid papier moche, finished in heovy off white stipple, spattered 
with diomond dust. Exquisite for dramotically disploying electrical! applionces. 


Appliances are beginning to come off production lines... 
Limited in quantity ... desired beyond words. Through 
dramatic display you will want to tell your customers they 
may again be purchased at your store. Deliveries will start 
soon... have your displays planned and ready. 








PREE! Our Foll ond Christmos cotclog just off the press. 20 pages 
. « 215 illustrotions of beoutiful, proctical displey props and sug- 
gestions for their use. Don't be without it. Write for your copy today! 


W, L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE STREET, CHICAGO 7, ILLINOIS 
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This unit fulfills an extremely impor- 
tant need for general utility portable 
service equipment. It has wide range 
coverage for both a-c and d-c measure- 
ments of voltage, current measurements 
on d-c and the popular ranges on re- 
sistance. 


The UM-3 is designed to clearly indi- 
cate all the functions which 
aid in the prevention of appli- 
cation of high voltages when 
preparing for current or re- 
sistance measurements. 
Other G-E units for better 
servicing include: Tube 
Checker TC-3, Unimeter 
UM-4, and Oscilloscope 
CRO-3A. 


For details write: Elec- 
tronics Department, Spe- 
cialty Division, General 
Electric, Syracuse, N. Y. 


Electronic Measuring Instruments 


GENERAL 





ELECTRIC 
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POSITION WANTED _ 


E L. E ( “*TRICAL GRADUATE: 





34; Registered 
A. lL. B. E.; 


Engineer; associate member . 
8 years experience appliance manufacturing 
process development. Appliance sales and 
service experience Banking experience. 


PW-808, Electrical Merchandising, 520 N. 
Michigan Ave., Chicago 11, IIL 


SALESMEN WANTED 











WANTED ASSISTANT Manager of Commer- 

cial Sales. The Assistant Manager of 
Commercial Sales.plans and conducts promo- 
tional programs on lighting, electric cooking, 
air conditioning, and other electrical pro- 
ducts which are of, value to our commercial 
customers. He trains new salesmen, analy- 
ses markets, represents the company before 
community and dealer groups, and _ partici- 
pates in managing the Commercial Division. 
This is an exceptional gape beet! d for an 
aggressive, college-trained executive under 
40, who has had extensive sales promotion 
experiencce Salary commensurate with 
responsibilities. Include in your reply: Ex- | 
perience, education, age, salary expected 
All replies held tn confidence, Our employees 
know of this advertisement. SW-801, Elec 
trical Morehascis ng, 520 N. Michigan Ave., | 
Cc hicago 11, 


SALESMEN WITH trade acquaintance, make 

up to $100 a day selling surplus listings 
Part- Full time. War Surplus Reporter, 20 
East Jackson, Dept. 209, Chicago. 


SALESMEN AVAILABLE 


EXPERIENCED SALESMAN (ten years cov- 
ering Northern Arizona) interested in volume 
lines—refrigerators, freezers, ranges, radios, 
etc. for this territory. Well acquainted, best 
of references. Commission, of course. SA- 
804, Electrical Merchandising, 620 N. Michi- 
gan Ave., Chicago 11, Ill. 




















NEW YORK state—District Manager. Better 

than 10 years in New York State and Na- 
tional sales assignments on major and table 
appliances. Thoroughly familiar with sales 
promotion and sales training activities—di- 
rect by mail, radio and newspaper advertis- 
ng Good platform man Dealer and Dis- 
tr butor relation excellent. Married, 34; 
living in Rocheste Prefer high priced— 
h ‘igh quality product that takes special sell- 
ing SA-805 Electrical pr epanaieng, 
330 W. 42nd St., New York 158, Y 


REPRESENTATIVE WANTED | 


JOBBERS WANTED manufacturer in N. Y. 

f fluorescent desk and bed lamps looking 

for well established jobbers throughout the 

county to represent his lines. RW-806, Elec- 

tric al ~~ —Je ng, 330 W. 42nd St., New 
¥. 











REPRESENTATIVES AVAILABLE 


ESTABLISHED SALES organization, 15 

men calling on jobbers, chains and depart- 
ment stores, show rooms in key cities, seek- 
ing good houseware items for National or 
Western distribution. Will carry own ac- 
counts. RA-$07, Electrical Merchandising 
68 Post Street, San Francisco 4, Cal. 











AVAILABLE TOP-FLIGHT Appliance Mer 
chandiser. College education with Retail 
Utility and Wholesale selling experience 
Represented national manufacturer in East- | 
ern United States and operated Branch dis- | 


tributing house for same Able to set-up 
entire dealer organization and supervise 
wholesale salesmen References Married 
Employed as Merchandising Sales Manager | 


for nationally known distributor at present 








RA-802, Blectrical Merchandising, 330 W 
42nd St... New York } 18, N . ¥. | 
IMPORTER OF Electrical articles from the | 
United States would like exclusive sales 
agency or representation of all electrical ap- 
pliances, radio sets and radio parts, refrigera 
tors, automobiles, vacuum cleaners or other 
electrical products for Puerto Rico Best 
references. Mr. Migue! Francisco, 12 Wilson 


Ave., Santurce, Puerto Rico 





MANUFACTURER'S REPRESENTATIVE 
desires additional lines Formerly Dis 
trict Sales Supervision in New York for 
leading appliance manufacturer Previous 
experience as salesman covering Department 
Stores and Dealers for New York's largest 
jobber. Trained in Sales Promotion, familiar 
with all types of appliances. Sealy & Com- 
pany, 215 Fourth Ave., New York 3, N. Y¥. 


ROCKY MOUNTAIN Representative wishes 

to acquire an additional! line More in- 
terested in building long term substantial 
business than quick profits. Even though 
the area is large and the centers of popu- 
lation scattered there is a lot of profitable 
business to be had. Am prepared to give 
close, intelligent service to the right line. 
RA-808, Electrical Merchandising, 620 N. 
Michigan Ave., Chicago 11, Il. 


_WA NTED 

















ANYTHING within reason that is wanted in 

the fleld served by Electrical Merchandising 
can be quickly located through bringing it to 
the attention of thousands of men whose 
interest is assured because this is the busi- 
ness paper they read. 


Regienal and District 
MANAGERS 


Manufacturer of major electrical appliance expand- 
ing sales organization needs — and “alert 
managers. Men selected pan Sen 5 
and with a el by * 
pliance merchandisi hea datibutor and Genter 
chanaate: Reply <5 full det 
P-791, Electrica! Merchanduling 
520 North Michigan Ave., Chicago 11, Tl 














G SEARCHLIGHT SECTION @ 





ELECTRICAL 
MANUFACTURERS 


Now Is the Time to Plan for 
Post-War Distribution 
of Your Products 
to the Electrical Distributors 
and Electrical Hardware Jobbers 


Are you a newcomer in this market? Do you need 
broader distribution? We have this to offer the 
manufacturer of electrical products 


© 25 years experience as a National Electrical Sales 


Organization. 


© 18 warehouses strategically located throughout 


the U. 


e 50 experienced salesmen, operating nationally— 
selling exlusively to wholesalers. 


We will consider National Representation under our 
own trade name or yours. Financial references 


exchanged. 


HATHEWAY & COMPANY 


National Distributors of Electrical Supplies and Appliances 
75 MONTGOMERY STREET, JERSEY CITY 2, N..J. 








































Roburn Agencies, Inc. have represented 
leading manufacturers of radio and 
electrical equipment, parts and acces- 
sories, in world-wide markets since 1935. 
Extensive facilities relieve you of all 
export headaches — correspondence, 
advertising, sales, finance, packing and 
shipping. A few additional clients seek- 
ing experienced, reliable representation 
are invited. Write for information on 
Profits Through Exports. 


CSS Rebun Agencies, Inc. 


115M Fulton Street New York 7, N. Y. 











RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 


WESTERN MERCHANDISE MART 
1355 Market St + San Francisco 3, Calif. 











WANTED 


SALES EXECUTIVES 
AND SALESMEN 


INDUSTRIAL, COMMERCIAL 
AND 
RESIDENTIAL DIVISIONS 


An excellent opportunity to join 
one of the larger light and power 
companies with a successful past 
and a good future. 

Age limit 25 to 40. In first letter 
please give complete information about 
training, experience, salary expected, 
and how soon available. 

All replies held in confidence.” Our 
salesmen know about this advertise- 
ment. 

SW-775, Electrical Merchandising 


520 North Michigan Ave., Chicago 11, Ill. 





WANTED IN NEW ENGLAND 


SALES REPRESENTATIVES 


Aggressive, Leading Distributor, now _ 

offers excellent 
sonal and financial opportunity to SALES. 
men with connections among New England 
appliance, radio and home equipment 
dealers. 


Lines to be merchandised are BIG NAMES 
and include radio, complete all-steel 
kitchens and sinks, oil-burning heating 
equipment and water heaters, completely 
automatic home laundry, gas and ——- 
ranges, home and farm freezers, 


Write—stating former es or manu- 





SW-809, Electrical Merchandising 
330 West 42nd Street, New York 18, N. Y. 


Rocky Mountain Region 


Distributor with warehouses in Denver. 
Pocatello, Grand Junction and Salt 
Lake City open for the following lines: 
Washers, Radios, Water Pressure Sys- 
tems, Stoves, Home Appliances, Ironers. 
Clocks. will consider distribution of all 
or part of above territory. 


TEDE & ETCHINGHAM 
1708 16th St. ver, Colorado 























OPENING FOR 
ASSISTANT TO 
SALES MANAGER 


of 


EVERHOT PRODUCTS 


Fine company—high grade ap- 
pliances — modern equipment — 
splendid sales organization. 

Age limit 35 . . . good habits .. . 
aggressive. Capable of handling 
Sales Manager's job. Average 
starting salary. 


Write to: 


J. B. Swartzbaugh, Vice Pres. 


Swartzbaugh Manufacturing Co. 
TOLEDO 6, OHIO 


WANTED 
SECRETARY-MANAGER 


SOUTHERN CALIFORNIA RADIO & 
ELECTRICAL APPLIANCE ASSOCIATION 


This association is now fi Tt has the 
sumpert of the soem, Eaton 


and the Utilities. It has a posi - 
tion, and the active support of best interests 
of the Trade. 


This is an excellent opportunity for an executive, 
in affairs. 


Only those of proven ability will be considered. 
test eller. nn pictures, and salary desired in 
irs' er. 

All correspondence will be received in strictest 
confidence. 





SOUTHERN CALIFORNIA RADIO & 
ELECTRICAL APPLIANCE ASSOCIATION 
Box 2541, Los Angeles 53, 


— SOUTHWEST — 
MANUFACTURERS’ REPRESENTATIVE 


APPOINTMENT WANTED 


From Manufacturers’—Gas and 
Electrical Appliances and Radios, Etc. 


AREA 
Arizona, New Mexico and Sonora, Mexico 


M. R. SALES COMPANY 


Manufacturers’ Representative 
Industrial Building, Phoenix, Arizona 








SALES ENGINEERING - REPRESENTATION 
in MICHIGAN AND OHIO 


A-\_ References—We have the selli i 
confidence of: Dept. Stores, Di stributers, rs, Dealers. 
City, L— State and Manufacturers Purchasing 


For increased sales let us Market your Product. 


RA-796, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Ml. 














Electrical Supply Jobbing Business located in one 
of the most aggressive industrial areas on the 
Pacific Coast doing annual volume in excess of 
$600,000 can be purchased for invoice approxi- 
mately $140,000 


BO-811, Electrical Merchandising 





68 Post St., San Francisco 4, Calif. 








New ‘‘SEARCHLIGHT’’ Advertisements 
received by September 24th a rin the 
October issue, subject to space ce limitations. 
Address copy, fo the 
Departmental Staff 
ayy, —— tron Y 
330 West 42nd St., New York |8, N 
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LINES WANTED 


RHODE ISLAND DISTRIBUTOR 


An aggressive competent sales organization. Can 
give A-1 Financial References. Open for the follow- 
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Cornell Surveys Home 


Freezer Owner Experience 


f the 98 home freezer question- 
O aires analyzed recently by Nancy 
K. Masterman of Cornell University, 
some 55 percent were from farms, 15 
percent from villages, 15 percent from 
suburbs, and 15 from city homes. 

The largest number: reporting, 28, 
declared that the operation of their 
home freez vas less than $2 a month, 
and only 3 said it cost $4 or more 
A 28 cu. it. home freezer had the 
following kw-hr. consumption: 


Cost for month 
Dollars 
Magech 87 1.74 
April 86 1.72 
May 145 2.90 
June 143 2.86 
July 184 3.68 
August 136 2.72 
September 167 3.34 
October 107 2.14 
November 91 1.82 
December 76 1.52 
January 75 1.50 
February 87 1.74 


Kw-hrs. per month 


| 384 27.68 
Average 
permonth 115 '/ 2.30 


here were 98 households, represent 
ing a total of 501 persons, whose habits 
were studied. Eighty percent of the 
home freezers had top openings and 
only 20 percent side openings. Only 
five freezers were reported as having a 
temperature above zero Fahrenheit. 
The highest temperature reported was 
in a farm-built freezer with a tempera- 
ture of 15 deg. F. Most of the farm 
freezers cost $400 to $495. Only 6 farm 
owners reported freezers costing $600 
or more 

Most mon sized freezers were 
between 10 and 19 cu. ft. and the great- 
est number had 18 cu. ft. Forty three 
persons out of 98 reporting declared 
that their freezer was inadequate and 


thev would prefer a larger size 
- : » 


Food Volume Stored 


Mrs. Masterman found these families 
had anywhere from 395 to 2,645 pounds 
of food stored. Some 44 percent of 
the farm owners thought that the cel- 
lar was the best place to keep the 
home freezer. while 60 percent of the 
suburban dwellers agreed to this. Only 
a small ntage kept their home 
f itchen and even smaller 

in attached garages 

the farm owners 

-abinets once a day, while 
burbs and village only 33 per- 
opened them up daily. Of 

meat frozen, 45 percent of it was 
home grown and 33 percent purchased. 
Some 59 percent of the vegetables were 
home grown and 33 percent of the fruit, 
51 percent of the poultry. Sixty per- 
sent of the suburban families and 50 
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98 households, representing 
501 persons, were analyzed 
by Nancy K. Masterman 


percent of the city families paid retail 
prices for the products they froze and 
stored in their freezers; this indicates 
a high value placed on the convenience 
of having the product at hand. 

More beef than any other meat was 
stored in farm freezers; of vegetables 


peas were the most popular, closely | 
followed by green beans, corn, aspara- | 
gus, lima beans, cauliflower, broccoli, | 


corn ears, beet greens, even tomato 
juice, 

Of farm families 74 percent froze 
strawberries which led all other fruits, 
followed by peaches, red raspberries, 
cherries. 

Of miscellaneous items butter was 
stored in 37 percent of the farm freez- 


ers, and 47 percent of the suburban | 


freezers and 28 percent of the city 
freezers. Cooked products led all mis- 
cellanous products in the village freezer 
and was second in the farm freezer. 
In the city cheese was stored, also 
in farm freezers but not in village and 
suburban freezers. Lemon juice mixed 
with sugar for drinks was also kept. 
Cooked foods included baked goods 
such as bread, rolls, pies, leftovers 
such as chili con carne and meat stews. 
More commercially frozen foods were 
stored by villagers than by other 
groups, 


Saves Marketing Trips 


Suburban users said they bought 
their freezers to save marketing trips 
while farmers commented that they 
can now slaughter ~ at the maturity 
desired, and can take care of animals 
that meet with some accident such as a 
broken leg. 

Thirty four persons reported one 
year as the longest time they “held 
beef in a freezer; 29 reported 1 year 
for vegetables, and 27 reported one 
year for fruits. Most users felt they 
saved money although few had any 
records to prove it. They pointed out, 
that formerly meat had been eaten to 
save it, and now was saved. Some 81 
percent of farm owners declared sav- 
ings on the food bill with home freezers. 
Compared to home canning, the owners 
stated that freezing required from one 
third to one half the time required for 
canning with about the same decrease 
in labor and with much less fatigue. 
The chief difficulty encountered with 
home freezers was the trouble in find- 
ing foods stored in them. One user 
who fell in suggested seriously that 
freezers be equipped with a grab bar 
for lifting oneself out in an emergency. 
Short women have trouble reaching the 
bottom. 

Greatest popularity of home freezers, 
predicts Mrs. Masterman, will be with 
families who grow some of their own 
food. 
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Reconversion and Price Control By L. E. Moffatt 
Price Cutting and Loose Trade in Policy 
By Tom F. Blackburn 
W. A. Ritt, secretary-manager, North Central Electrical Industries, 
Minneapolis, warns dealers a thorough knowledge of operating costs 
is essential to successful retail operation. 


The "Roll-Up" Demonstration Kitchen By C. M. Davidson 


A post-war display idea that makes it possible to tailor-make a pros- 
spect's kitchen or laundry in the dealer's store—second of a series 
on modernization 


What the Farmer Wants 


Second of two articles on liances and equi 


ve, 


have and those they plan to buy post-war 


By Lansdell Anderson 


+ two farmers now 





P 


Dealer Thinking On Home Laundry Equipment 
4500 dealers tell Hotpoint the type washers, ironers, dryers they plan 
to sell post-war 

Family Teamwork in the Electrical Business 


The Sincoffs in Port Jefferson, Long Island, _ have developed a bing 
electrical contracting and retail appli by family teamwor' 





Servicing Webster-Chicago Record Changer 
What Dealers Want 


Results of another survey of dealers, this time by the Los Angeles 
Bureau of Power & Light 


The Dealer Outlook in’: Montana 


Montana Power Co. also analyzes its territory and the dealers who will 
serve it in post-war 


An Independent Distributor Gives some Advice to 


Dealers By Harry Alter 


Timely warnings on over-expansion, post-war products, pricing, sales 
training and kindred subjects 


Can the Cooperative Succeed in Selling Electrical 
Appliances? 
Co-ops do a $4-billion business annually, but mostly in staple fields 


An Expert Opinion On Cooking Fuels... 


Faith Madden of lowa State College gives some results of her re- 
searches on farm cooking devices 


One Man Stock Control 


How J. W. Milligan, La Porte, Ind., runs a |-man business 


READERS 
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